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Investigating Everything (No. 4.) 


“THE WHISTLE BLEW ONL" 


When little fellows get in the way 
of big fellows, they sometimes get 
pushed around. The Chicago Daily 
News uncovered a flagrant example 
of this last March. The News inves- 
tigated . . . caught John L. Lewis’ 
UMW red-handed in a predatory 
prank on a little miner . . . uncorked the story:. .. 
unloosed a chain-reaction of investigations that are 
still rolling. 
Before the coal dust cleared, the News’ exclusive 
had aroused to action the U.S. Congress . . . the FBI 
. the U. S. Department of Justice ... the NLRB... 
and a host of readers who sprang to the aid of the 
little miner and his family with cash contributions. 
The story broke this way. On March 14, Daily News 
labor reporter Bob Lewin—back from downstate coal- 
fields where he had been talking with men in the 
mines, in the wash houses, at the pits and the union 
halls — got a hot tip. “An Illinois miner,” said the 
grapevine, “has been fined $50,000 and forced from 
his job because he dared to attempt to return to work 
while the strike was on. He’s been told, that even 
though the strike is over, the union will strike again 
if he tries to go back to work.” 
Bob Lewin lost no time. He con- 
tacted the city desk . . . arranged a 
secret meeting with the miner, Lloyd 
H. Sidener of Canton . .. brought him 
into the News office . . . checked his 
story with the mine and union... 
and then, on March 15, poured the 
beat into Daily News headlines. 
Repercussions were immediate. 
Newspapers throughout the country 
picked up the story from the News. 
But that wasn’t all. The story exploded 
another bombshell. In it, Sidener told 


ton area UMW official, telephoned him at his home 
at 2 p.m. Feb. 11 and said: 

“John L. Lewis said the whistle blew once for 
Monday (Feb. 13). Pull everybody. 
maintenance and pumping crews at the mines. 

Sidener said the blowing of a whistle once at a 
mine means the mine will not open for work; three 
whistles mean that a mine will operate. (Feb. 11 was 
the day Federal Judge Keech issued the end-the-strike 
injunction. ) 


There'll be no 


ob) 


Beasley denied Sidener’s statement. Lewis, who had 
sent two back-to-work telegrams after the injunction, 
denied he had told UMW members to ignore the 
injunction. 

The News persisted—uncovered other leads. Then 
the FBI began probing charges that Lewis, allegedly 
through a code, had countermanded his own orders to 
miners to go back to work. And Congress, the Depart- 
ment of Justice and the NLRB all instituted separate 
probes. 

Finally, on May 28, UMW Local 7455 rescinded the 
$50,000 fine it had imposed on Sidener, voted he 
could go back to work, approved paying him $2,200 
back pay. (Another Daily News beat.) 


Sidener, however, worked only two 





days ... then asked the NLRB to re- 
instate his case, charging discrimina- 
tion against him at the job and that he 
received phoned threats against his life. 

As this is written, the mills of the 
NLRB are still grinding. But no longer 
is it likely the little miner will be 
pushed around. The eyes of Congress, 
the FBI, the Department of Justice and 
the nation are watching. All because 
the Chicago Daily News launched a 
challenging investigation on behalf of 
a little fellow who looked like he wasn’t 
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the News that Bernard J. Beasley, Can- 


The New Schoolmaster 


getting a square deal. 


CHICAGO DAILY NEWS 


JOHN S. KNIGHT, Editor and Publisher 
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ANNIE 


(Another famous character from the poems of 









the beloved Hoosier poet, James Whitcomb Riley) 





the Top Interest Spot in Indiana’s Largest Sunday Newspaper 
Here, each Sunday, stories of Hoosier people and places command 
the highest reader interest in any Indiana publication! Printed in 
color, and slanted for family-wide reading, The Indiane ar 
Magazine is a powerful factor in the Sunday Star's all-ti 4ation 
record of 271,805* families. On its tabloid-size pages, with monotone 
to full color, your product can enjoy the finest possible display. 

It’s the “natural” for maximum advertising effectiveness in Indiana! 
A member of the Locally Edited Group, it is available in the 
Metropolitan Group, or individually through... 


KELLY-SMITH COMPANY e NATIONAL REPRESENTATIVES 


*Publishers’ Statement, Ist Quarter, 1950 
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YOU CAN DO BUSINESS 


_* In a BIG Way in the BIG St. Lovis Market 


fetes. 


Metropolitan St. Louis Now Has 


1,637,608 PEOPLE 


..-A Gain of 
Tks 205,520 Since 1940! 





This gain in the St. Louis Metropolitan Area is more than the entire popu- 
lations of many well-known American cities such as Tulsa, Okla., Grand 


Rapids, Mich., or Hartford, Conn.* 


And in this big Metropolitan St. Louis market, St. Louis Star-Times readers 


alone bought over $514,000,000** worth of merchandise at retail in 1949. 


Here’s a big, growing city market, deserving adequate advertising effort. 
And in such advertising effort, The St. Louis Star-Times provides essential, 


low-cost, effective coverage. 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The Geo. A. McDevitt Co. 


*The Census Bureau has extended the metropolitan area boundaries of 
many American cities. The growth figure of 205,520 used above is 
obtained by comparing the population of the 1950 St. Louis Metropolitan 
Area with that of the identical area ten years ago. If the smaller 1940 
St Louis metropolitan area is used for comparison, the gain increases to 
269,631. Other city population figures are from Sales Management 1950 
Survey of Buying Power issue 


**Estimated from Sales Management 1950 Survey of Buying Power issue. 
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God 
bless you, — 
mister 


... thousands of Cancer patients are grateful to you! 





at cee 


, 


just mail it to 


Cancer’s annual toll of 200,000 lives is grim proof of the need 
for your continued generosity. The money you contribute 

to the American Cancer Society helps pay for the 

development of methods of treatment which are now saving 

about one-quarter of the people who are stricken with 

Cancer... people who might otherwise have died. Your money 

supports the work of more than a thousand specialists who 

are: fighting to find the cause and cure of Cancer. 

And it finances a vast education program that trains 


professional groups, tells the public how to recognize 


Cancer and what to do about it. 





Your life—the life of everyone you know— 
is at stake. Your.investment can mean 

‘ : ee ad 
health and happiness to millions. ws 


Thank you ...and God Bless You, Mister. 





Just write “CANCER” on the envelope 
containing your contribution. It will be delivered 
to the American Cancer Society office in your state. 
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It’s no stretch of the imagination, rather, robust realism to call our past half 
century a Miracle—U.S.A. 


America has set an amazing record of progress in 50 years — but a moment in 


the history of civilization. A record unequalled by any other political or economic 
system. 


Merely by broad brush strokes, we can all visualize this miracle. Remember the 
crystal set, the hand-cranked car, the biplane? A far cry from our FM radio, tele- 
vision, hydro-matic drive and supersonic planes. 

And here’s another phase of the miracle that went hand-in-hand with these and 
the myriad of intertwined technological advances — ranging from the radio telephone 


and Bakelite to the X-ray tube and teletype ... and to atomic energy and its un- 
told potentialities. 


“4% Since 1900 we have increased our supply of machine power 4% times. 

“® Since 1900 we have more than doubled the output each of us produces for 

every hour we work. 

© Since 1900 we have increased our annual income from less than $2400 per 
household to about $4000 (in dollars of the same purchasing power), yet... 

v~ Since 1900 we have cut 18 hours from our average work week —equivalent to 
two present average workdays. 


How did we do it? The basic cause for this composite miracle has been the 
release of human energy through FREEDOM, COMPETITION and OPPORTU- 
NITY. And one of the most important results is the fact that more people are able 


to enjoy the products of this free energy than in any other system the world has 
ever known. 


THIS IS THE MIRACLE OF AMERICA . .. it’s only beginning to unfold. 


Published in the public interest by: 
EDITOR & PUBLISHER 
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There is something you can do about those growing sler, 
mountains of newspaper files that are taking up = 
all that room in your morgue. tures 
You can start replacing them with The New York Times ong 
on Microfilm... the pint-sized—yet complete— 173.6 
edition of ‘“‘All the News That’s Fit to Print.” whicl 
2 » space 
It’s really compact ...saves you 96% of the storage ‘a § 
space required by old-fashioned news filing methods. ae 
rom 
In a few featherweight reels, you'll be storing ALL 1949 
the news published every day in The New York Times 
final edition . . . then organized and summarized . e- 
in the famous New York Times Index. Ford 
And the service is fast. A new reel of The New York Times Lead 
on Microfilm is completed every ten days and mailed teent 
to you within three days of the period it covers. : In 
ist 
At the low price of $140 a year (outside the U.S. $144) with 
your subscription for The New York Times on Microfilm gate 
pays for itself quickly. For you’re saving 96% of your — 
storage space—and al/ of the cost of repairing and 
replacing worn-out bound volumes. Microfilm /Jasts and Jasts. 
Before those mountains of newspaper files get any higher, oii 
let us start your subscription to this convenient, 2. 2 
low-cost service. Send your order to 4. g 
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utos, Soaps Lead National 
Ad Expenditures in Papers 


Complete Listing 
Of Expenditures 
On Pages 61-71 


LEADING advertisers 





NATIONAL Advertisers who made no pro- papers in 727 cities and towns 
spent a total of $445,015,000 for vision for substantial increases in with a weekday circulation repre- one-time rate to the space used. 
newspaper space during 1949, a budgets for newspaper space senting 94.1% of total U. S. week- Such a conversion method was 
gain of 14.3% over 1948, it was dropped back in rank on the list day circulation, and by 365 Sun- considered less likely to err in 


officially reported late this week of top-rank national advertisers in day newspapers in 315 cities and newspaper calculations than when 


by the Bureau of Advertising, newspapers. Procter & Gamble, towns whose combined circulation used in studies of magazine or 
ANPA, in its annual study, “Ex- for example, slipped from second comprised 96.3% of total U. S. radio advertising. 
penditures of Netional Adver- place to fifth. Its expenditures in Sunday circulation. Media Records. Inc., which 
tisers in Newspapers, 1949.” 1949 stood at $8,535,325, com- Advertisers who buy national fyrnished some of the linage 

America’s big automotive firms, pared with $8,373,006. space of substantial size in other data. handled the conversion into 
General Motors, Ford and Chry But the Bureau warned against papers not covered in the study, gojlars. Only one projection, 
sler, added the largest amounts, acceptance of its figures as exact. the Bureau said, “will not find zmountine to 4.3% of the gratid 
dollarwise. GM jumped more than “Obviously,” the report said, their expenditures fully repre- total of $445,015,000, was used in 
$94 million, to top the expendi- “no compilation based on data sented in the company-product calculating grand totals and classi- 
tures list with $24,869,072 in other than advertisers’ or their data in this volume.” fication totals. This was done to 
1949. Largest increase percentage- agencies’ actual records of ex- In addition, it was said, some take into account the small cir- 
wise in the automotive field, penditures can be faultless—-a error may be found in calcula- cyjation of weekday and Sunday 
273.6%, was scored by Chrysler, limitation which applies to all tions of national advertising where, papers not actually studied for 
which expanded its newspaper compilations of this type regard- as in motion picture copy, it is |jnage. . 
space purchases from $2,341,585 less of the medium or media in- difficult, if not impossible, for : f . ho2 : 
in 1948 to $8.747,966 in 1949. volved.” a measuring organization to dif- In the meuee, a 
Ford almost doubled its budget Despite such limitations, the ferentiate between national and one ee get national linage = 
from a previous $5,763,933 to Bureau believed its figures “are local copy. porss —— = grenter — 
1949’s $10,629,320. on the conservative side and, if Significantly, the Bureau cov- ber a U. S. daily newspapers. 

Automotive High they err, understate rather than ered only those nationai adver- _ For the 1949 — 1,237 ad- 

In the Bureau's list of 100 top OVerstate the actual amounts ex- tisers whose newspaper space cost Vertisers with 2,871 products or 
advertisers, GM ranked first, Pended.” more than $25,000 during the Services were studied. This com- 
Ford third and Chrysler fourth. Figures Based on Linage year. This did not include co- = a — a = 
The year before. GM was first, The Bureau’s data came from OP¢rative advertising, financial or 1948 a ee ee ee 
Ford fifth and Chrysler seven- study of national advertising in Motelresort copy. But national ; 
teenth. newspapers rather than from the ads in Sunday, or Saturday, sup- Papers Are No. 1 

In second place on this week’s advertisers themselves. The Bur- Plements were counted. The study officially noted that 
list was Colgate-Palmolive-Peet eau measured all national adver- Media Records Takes Part national advertisers’ investment in 
with $12,089,890. In 1948, Col- tising carried in 1949 by 984 Linage counts were converted "ewspapers, reaching an all-time 
gate was third with $7,969,983. weekday English-language news- into dollar data by applying the 


(Continued on page 51) 





“TOP 100” NATIONAL ADVERTISERS IN NEWSPAPERS IN 1949 




































1949 1948 % 1949 1948 % 1949 1948 % 
Dp e diture Change penditure penditure Change Expenditure Expenditure Change 
1. General Motors Corp $24,869,072 $15,282,575 + 62.7 35. Kaiser-Frazer Corp.. 1,66 2,808,661 — 40.6 68. Brown-Forman Distillers 876,914 402,612 +117.8 
2. Colgate-Palmolive-Peet 12,089,890 i + 51.7 36. Wrigley Co 1,6 289,611 +460.6 69. Sherwin-Williams Co 873,627 546,697 + 59 8 
a Ford Motor Co 32 4 37. H. J. Heinz Co 1 525,! + 16 70. Standard Oil Co. (Calif.) 5 184,483 +372.4 
4. Chrysler Corp . 6 38. Borden Co 1,5 + 57.3 71. U.S. Army & Air Force 1,047,592 — 17.1 
5. Procter & Gamble Co ¥ Q 39. Continental Baking Co 1,38 : +199.7 72. American Airlines 1,179,250 — 27.4 
f. Lever Bros. Co 8,047, 563 5 40. Aveo Mfg. Corp 1,3! 720.689 + 88 2 73. Cudahy Packing Co 822,405 + 3.8 
7. Distillers Corp.-Seagram’s 41. Publicker Industries 1.300; 840 . 316, 294 1.2 74. Unicorn Press, Ine 493,652 + 71.7 
Ltd 6, 790, 148 1 42. Libby, MeNeill & Libby 1,282,828 1,160,257 + 10.6 75. Carnation Co ; 221,642 +265.5 
8. Schenley Industries 6 43. American Safety Razor 76. S. C. Johnson & Sons. 416,668 + 92.2 
9. General Foods Corp 8 Corp. .. 1,259,789 242,142 420.3 77. National Biseuit Co 669,316 + 18.6 
10. Reynolds Tobacco Co : 811. "343 9 44, Lamont, Corliss & Co 1,168,637 508,083 +130.0 78. P. Lorillard Co 1,170,112 — 35.0 
11. Philip Morris & Co 4,069,170 3 45. Manhattan Soap Co.,Inc. 1,164,660 284,954 +308.7 79. Thomas Leeming & Co 439,841 + 71.7 
12. National Distillers 3,041,493 5 46. Liebmann Breweries 1,153,511 1,002,170 + 15.1 80. Lady Esther, Ltd 624,615 + 17.7 
13. General Electric Co x 3,285,160 + 19.6 47. Socony-Vacuum Oil 1,143,303 840,787 + 36.0 81. California Fruit Growers 
14. Quaker Oats Co 2,402,040 + 56.7 48. Hiram Walker-Gooderham Exchange 658,740 + 10.7 
15. American Tobaceo Co 3.449, 973 2,108,266 + 63.6 & Worts Ltd 1,142,921 991,263 + 15.3 82. Ralston Purina Co.. 365,867 + 97.0 
} 16. Swift & Co 97,211 2,091,574 + 62.4 49. Internatl. Cellucotton 1,141,826 37.6 83. Canada Dry Ginger Ale. 615,021 + 17.2 
7. General Mills, Ine 4 998 1,671,882 + 94.6 50. Greyhound Corp... 1,139,365 5 84. Corn Products Ref. Co 291,187 +143.3 
18. Hudson Motor Car Co. 3, 40 1,107,552 +182.2 51. Wesson Oil & Snowdrift.. 1,117,876 9.5 85. Sun Oil Co 698. 651 633,905 + 10.2 
19. Sterling Drug, Ine 3,085 2,307,495 + 33.7 52. Admiral Corp... .. - 1,117,121 2.8 86. Pan American World 
20. Pillsbury Mills, Ine 2.8 2,067,469 + 39.5 53. Pepsi-( ‘ola Co 1,095,708 1 Airways 674,301 474,839 + 42.0 
21. Armour & Co ; 28 1,472,593 + 91.1 54. Inst. of Life Insurance... 1,095,600 35 3.2 87. Transcontinental & West- 
22. Standard Brands Ine 2,717 1,919,547 + 41.6 55. Gillette Safety Razor 1, ae 082 949, 445 + 14.8 ern Air, Ine ewe 671, 964 47 1, 191 + 42.6 
23. Studebaker Corp 2.546 828,994 +207.5 56. Time, Ine 1,073,236 706,169 + 52.0 88. Phillips Petroleum Co.. + 4.9 
24. Amer. Home Prod. Corp. 2,546, 1,875,246 + 35.8 57. Eastern Airlines 1.062.119 622,600 + 70.6 89. Northwest Airlines Co + 95.9 
25. W estinghouse : . 2,499,786 2.713.101 — 7.9 58. Shell Oil Co 1,041,056 349,018 +1983 90. Wm. R. Warner & Co + 40.2 
26. Packard Motor Car Co 2,317,814 1,446,463 + 60.2 59. General Cicar Co . 1,035,949 689,026 + 50.3 91. Sunshine Biscuits Inc.. 5 + 30.3 
27. Kellogg Co 2,306,289 1,813,025 + 27.2 60. Standard Oil Co. (N. J.) 1,030,323 1,423,404 — 27.6 92 Hills Bros. Coffee Inc — 41a 
' 28. Nash-Kelvinator Corp 2,292,452 844,340 +171.5 61. Park & Tilford 1,024,889 945,915 + 8.3 93. Du Mont Laboratories. +172.1 
29. Radio Corp. of America.. 2,056,591 1,293,873 + 58.9 62. William H. Wise & Co. 961,617 399,671 +140.6 94. Seven-Up Co... + 6.5 
30. National Dairy Products. 1,785,675 1,908,673 — 6.4 63. Bristol-Myers Co. . 939,910 365,469 + 157.2 95. Wilson & Co., Ine — 22.0 
31. Best Foods, Ine 1,782,423 1,104,497 + 61.4 64. Block Drug Co., Ine 939,246 230,020 308.3 96. Wildroot Co., Ine 621,491 166,696 +272.8 
32. Coca-Cola Co 1,782,044 1,475,059 + 20.8 65. Johnson & Johnsor 905 24,060 +11: 97. Standard Oil Co, (Ind.). 00,608 + 21.6 
33. Doubleday & C ne 775.9 77 88D re WNT. > ok : peep poco yee . 98. W. A. Sheaffer Pen Co. 222,895 +172.5 
ibleday & Co., Inc 775,991 1,177,652 + 50.8 66. Walter J. Black, Inc... 904,988 518,288 + 74.6 99. J. A. Foleer & Co 6 
34. Philco Corp $ 1.756.458 $ 3,132,492 43.9 67. U.S. Steel Corp 991,679 344,469 +161.8 100. Jacob Ruppert Brewery. +118.4 
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Washington Readies 
Controls Blueprints 


By James J. Butler 


WASHINGTON — War in Korea 
was only a few days old when 
President Truman summoned 
Stuart Symington, chairman of the 
National Security Resources Board 
to the White House te go over the 
standby plan by which the civilian 
economy could be placed on a 
wartime basis speedily should the 
need arise. 

To newspaper publishers the 
first important impact would be 
felt in reinstatement of censorship, 
newsprint price and _ allocation, 
and manpower controls. The blue- 
print is at hand. 

Fast Switch 

While the switch from peace- 
time to wartime footing would be 
faster than in World War II, it 
would not come as speedily as 
had been envisioned when NSRB 
was created soon after V-J Day 
to insure against the costly delays 
that had been experienced before. 
One of the reasons for that is the 
fact that the board was without 
a chairman for several months 
while the White House and the 
Senate quarreled over whether 
Mon Wallgren, former Senator 
from Washington, should head the 
project. The Senate rejected the 
Presidential choice, there was ad- 
ditional delay, but finally the issue 
was resolved when highly-regarded 
Mr. Symington, first Defense Sec- 
retary for Air, was selected. 

All records of wartime control 
agencies are in the hands of 
NSRB. A staff has been quietly at 
work on revisions, but it is con- 
ceded that the time and place of 
a third world war’s outbreak will 
determine which of several sets 
of plans will be pulled out of the 
files. 

And if there is to be an atomic 
war, the drain on the civilian 
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economy will be far greater than 
in the first five years of the past 
decade. 

War on a full scale involving 
Russia would hit the newsprint 
supply situation hard. While only 
a fractional part of the tonnage 
consumed in the United States 
comes from Finland, its loss would 
be felt. And, of course, it would 
be lost. Outright involvement with 
the Kremlin would bring the con- 
flict closer to western-most Can- 
ada, giving rise to speculation as 
to what effect it might have on 
the source of 85% of the print 
paper that now comes to this 
country. In World War II, Canada 
experienced difficulty allocating 
manpower end electric power to 
newsprint; the situation in a war 
with Russia would be worsened. 


Distribution. Control 

Obviously, more rigid controls 
over distribution would be immed- 
iate—and the price situation might 
be completely out of hand. 

Voluntary censorship over news 
worked so well in World War 2 
that no compulsory method would 
be attempted. Censorship would 
come swiftly; it would come now, 
many believe, if General MacAr- 
thur had his way. The comman- 
der-in-chief of United Nations op- 
erations in Korea had unfavorable 
press relations during the Jast war 
and still has some difficulty with 
the newsmen in Japan. He already 
is talking of strict censorship. 

The military and civilian chiefs 
always considered that manpower 
controls were not sufficiently ef- 
fective in World War II. It is rea- 
sonable to suppose that the new 
plans, when unveiled, will jnclude 
an earlier and a more sweeping 
jurisdiction over who works where. 
The classifications of job essen- 
tiality never have favored news- 
paper employment; they probably 
will be stricter in the future. 

Food in process and in the ware- 
houses is in abundant supply and 
agriculture is favored in man- 
power regulations; the synthetic 
rubber situation is good; but 
scarce metals are still in short 
supply. Controls had the effect 
of cutting down in type metal 
production, but the situation never 
became critical. However, war’s 
outbreak would just about end, 
for the duration, production of 
mechanical equipment and new 
construction — military needs 
would gobble up the steel supply. 

Russia’s stepped-up propaganda 
campaign to convince the world 
that the United States started the 
Korean conflict has Washington 
worried. So much so, that a 
matching agency (which probably 
will not be called the “office of 
war information”), is certain to 





come into existence if) this coun- 
try and Russia have a ‘passage at 
arms. That will mean newspaper 
offices will be raided for personnel 
again. 

And, naturally, publishers 
worrying along with shortened 
supplies of paper, will be expected 
to give freely of their white space 
in promotion of “drives.” 

All in all, the outlook is one 
which is likely to cause editors 
to pray devoutly for peace. 
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Young to Be 
Inter-American 
Program Head 


Dwight Young, president of the 
American Society of Newspaper 
Editors and editor of the Dayton 
Journal Herald, has been named 
chairman of the program com- 
mittee for the 1950 Inter-Amer- 
ican Press Conference and a di- 
rector of the organization. 

“My interest, of course,” Mr. 
Young wrote in his letter of ac- 
ceptance, “is to the effect that the 
program should be and must be 
one in which all of us may take 
pride. There is a very real respon- 
sibility in a chairmanship of this 
sort that no man can easily shake 
off.” 

The conference, first to be held 
in the U. S. since 1926, is sched- 
uled for the week of October 7-12 
in New York City. The organizing 
committee comprises 114 U. S. 
publishers and editors of Jeading 
newspapers and magazines. 

Invitations to Latin-American 
publishers were recently mailed 
and acceptances have been re- 
ceived from 30 newspapers to date 
in 12 republics of the hemisphere. 


Clues Make Readers 


Dig for Treasure 

ST. PETERSBURG, Fla.—Florida’s 
trove of buried treasure, esti- 
mated at $165 million, was in- 
creased by $150 July Fourth when 
the St. Petersburg Times buried 
that many silver dollars in an 
old chest as part of a holiday pro- 
motion stunt. 

The Times announced two 
weeks in advance that the buried 
treasure bug had so enraptured 
Florida residents that it was bring- 
ing the situation close to home. 
It promised to bury 150 silver 
dollar coins in a replica of an old 
pirate chest then print 10 clues 
in rhyme on consecutive days, the 
final one to appear July Fourth. 
To the adventurer who solved the 
clues would go the treasure. 

At press time on the final day, 
more than 250 persons waited in 
line to get the first editions print- 
ed. Police were called to handle 
the traffic jam in the vicinity of 
the cache. 

At 2:30 a.m., 18-year-old Mrs. 
Harold Link, stuck a crowbar in 
the ground and pulled up the 
chest which was buried two feet 
deep. 


Railroad Strike 
Threat Brings 
ANPA Advice 


The American Newspaper Pub- 
lishers Association holds to the be- 
lief that carrying an umbrella may 
head off a rain. It has urged mem- 
bers to make alternative plans for 
newsprint transportation in line 
with a possible railroad strike July 
15 “as a possible hedge against its 
actual occurrence.” 

“If the strike does occur, our 
best suggestion is that publishers 
should cooperate with the mills in 
using other forms of transporta- 
tion to move newsprint,” General 
Manager Cranston Williams ad- 
vised publishers. “There is large 
Canadian newsprint production on 
or adjacent to waterways now 
open to navigation. Likewise, 
there is a large amount of con- 
sumption in the U. S. on or ad- 
jacent to navigable waterways,” he 
said. 

Would Hit 300 R.R. 

The Brotherhood of Railroad 
Trainmen, Order of Railway Con- 
ductors, and the Railroad Yard- 
masters of America have threat- 
ened a strike, which Federal me- 
diators seek to avert. It would in- 
volve 250,000 employes of the na- 
tion’s 300 railroads. 

Another ANPA newsprint con- 
cern is this: 

Recent checks on sizes of 
daily newspapers for the first five 
months in 1950 show an increas- 
ing percentage of unpaid content 
over the same percentage in cor- 
responding months last year. Mem- 
bers are being quizzed as to the 
percentage relationship between 
advertising and unpaid content in 
their own papers. They're also be- 
ing asked for views on spot buy- 
ing and its affect on the contract 
price. 





526 Long Service 
Employes Honored 


Topeka, Kan.—Sixty-four Cap- 
per Publications, Inc. employes 
were awarded service pins June 28 
when Former Senator Arthur 
Capper was host at his annual 
“Old Timers Party.” Ten of them 
were for 25 years. The party was 
held in the roofgarden of the 
Hotel Jayhawk in Topeka. Henry 
S. Blake, vice-president and gen- 
eral manager, presided. 

Assisting in the presentation of 
the pins were James M. Rankin, 


director of circulations; Roy Vo- | 


gel, treasurer; C. E. Sweet, adver- 
tising manager; and Joe Horton, 
production manager. 


The awarding Wednesday 


brought to 526 the number of | 
Capper employes who have been | 


honored for long service. 226 of 
these hold 25-year pins. Sixteen 
of these are retired. More than 
800 persons are employed by the 
Capper Publications. 
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Voluntary Censorship 
Asked In Korean War 


Fifteen U. S. Correspondents 
There ... 20 Others on Way 


By Ray Erwin 


CeNsorSHIP will be avoided in 
the Korean war news coverage by 
use of a voluntary press code im- 
posed by Gen. Douglas Mac- 
Arthur. 

The Department of Defense is- 
sued this statement in Washing- 
ton: 

“Gen. MacArthur does not de- 
sire to invoke censorship. He 
prefers that the press establish a 
voluntary code that will insure the 
security of operations and the 
safety of personnel. This will pre- 
vent detrimental information be- 
ing made available to _ hostile 
forces. A true democratic free 
press, it is believed, will accept 
this challenge. 

“Reports naming specific units, 
sizes, titles, places of landings, lo- 
cations and troop movements 
should not be disclosed. Subordi- 
nate headquarters, units committed 
lower than the Eighth Army, 
Fifth Air Force, Twentieth Air 
Force, and Seventh Fleet, or any 
field locations are not mentioned. 

“Your cooperation is requested.” 

Earlier, in Tokyo, Col. Marion 
P. Echols, Gen. MacArthur’s Pub- 
lic Information Officer, had asked 
correspondents to refrain from 
identifying military units in the 
Korean operations and from re- 
porting the location of head- 
quarters or the movement of 
troops, “proposed or in progress.” 

An Abhorrent Word 

“The word censorship is abhor- 
rent to Gen. MacArthur, as it is to 
all believers in freedom of the 
news and a true democratic so- 
ciety,” read Col. Echols’ statement. 
“For this reason, Gen MacArthur 
has asked me to call to the atten- 
tion of members of the press the 
fact that inaccurate and irrespon- 
sible reporting endangers our in- 
terests and the lives of our soldiers, 
sailors and airme alee in com- 
bat against a sini aggressor. 

“Keep in mind at all times that 
the telephone is not secure,” added 
Col. Echols. “Security conscious- 
ness must start at the source, with 
the correspondents in the field, 
and continue through the end.” 

A complete news blackout from 
the war zone in Korea for nearly 
seven hours occurred July 2, when 
the Army began surveillance of 
news copy written by all cores- 
pondents. The only present chan- 
nel for news dispatches from 
Korea is a single telephone, which 
had been in the Taejon Post Office. 
Its transfer to Army headquarters 
caused the delay. 


The Army has top priority 6n 
telephone calls and correspondents’ 
messages are subject to interrup- 
tion at any time. These meager 
and undependable facilities have 
caused confusion and conflicting 
stories concerning the progress of 
the fighting have come from 
Taejon and Tokyo as a result. 

Some correspondents complained 
in Tokyo that official communi- 
ques had been both meager and 
inaccurate. Col. Echols rebuked 
part of the press corps for “lack 
of decency, honesty and regard 
for procedure.” He charged there 
had been “inaccurate and irrespon- 
sible reporting.” 

Approximately 15 correspond- 
ents are filing from Taejon and 
approximately 20 others are on 
their way to cover the war. 

Information Unification 

Unification of the information 
offices of the Armed Services has 
paid dividends in handling news 
of the invasion, according to Lee 
Hargus, chief of the Department 
of Defense Press Division, who 
quickly marshalled all his staff to 
supvlv the press with information. 
Two briefings are held daily for 
the press in Defense Secretary 
Louis Johnson’s own conference 
room. Approximately 80 reporters 
are attending the briefings. 

The Radio Division’s studio has 
been made available for broadcasts 
by radio and television commenta- 
tors. The Pictorial Division made 
available to the press pictures of 
military personnel and maps. 

The Press Division daily an- 
swers hundreds of inquiries from 
the press on the Korean situation, 
issues news releases and maintains 
its usual 24-hour-day duty staff. 
The sudden burden was taken in 
stride and the extra workload was 
absorbed without additional per- 
sonnel. 

500 Inquiries Daily 

A central copydesk was recently 
set up and the entire division was 
modeled on a_ newspaper city 
room. The division’s 69  tele- 
phones are used to answer an av- 
erage of more than 500 inquiries 
daily. C. Herschel Schooley and 
Joseph Flynn are assistant chiefs. 

Jack James, United Press cor- 
respondent, received a_ slight 
wound in the foot from splinters 
during an air attack on Suwon 
airfield. 

Earnest Hoberecht, U. P. man- 
ager for Japan, is in charge of cov- 
erage for his service. 

Assisting Mr. Hoberecht is 
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Ralph Teatsorth, chief correspond- 
ent and general manager of the 
U. P. in Manila, who has arrived 
in Tokyo. 

Additional Correspondents 

The United Press is moving for- 
ward men from many bureaus to 
the war area. Frank Tremaine, 
who was at Pearl Harbor when 
it was attacked and wrote one of 
the first eye-witness accounts, has 
gone from the Los Angeles bur- 
eau. Charles Moore, cables de- 
partment manager in San Fran- 
cisco, and Gene D. Symonds of 
the foreign desk in New York are 
on their way. Charles Corddry, 
Jr., of the Washington bureau is 
in Japan and Robert Bennyhoff, 
manager of the Reno bureau, has 
been sent to Korea. 

The United Press already had 


Rutherford Poats at Itazuke Air 
Base in Japan and Mr. James, 
Peter Kalischer and Robert C. 
Miller, the latter moved from For- 
mosa, are in Korea. Murray 
Moler of the Salt Lake City 


bureau has been assigned to the 
Seventh Fleet. Because it is on 
the air route to the East, John J. 
Ryan, night manager of the 
Seattle bureau, has been moved to 
the Anchorage (Alaska) Air Base. 

The Associated Press reported 
that its Tokyo chief, Russell 
Brines, is being assisted by Wil- 
liam R. Moore and Don Huth. 
They will be joined soon by Leif 
Erickson, AP chief in Honolulu; 
Milton Marmor, AP’s Southeast 
Asia roving correspondent, and 
Frank Noel, photographer, flying 
to Tokyo from the New York AP 
headquaters. 

William Jorden is covering for 
the AP at an air base in southern 
Japan and Tom Lambert and 
Charles Gorry, photographer, have 
joined O. H. P. King in the U.S. 
forward lines in Korea. 

The cable desk ‘of the AP in 
San Francisco has been doubled 
to handle the war news. The 
Washington bureau is covering the 
Department of Defense for cas- 
ualty lists and other war news and 
undated roundups and short sum- 
maries are prepared by the foreign 
desk in New York. 

Foreign Editor John Martin of 
the International News Service 
went from New York to San 
Francisco to coordinate the INS 
war coverage. Howard Handle- 
man, Far Eastern director of INS 
with headquaters in Tokyo, is be- 
ing assisted in covering the war 
by John Rich, Frank Emery, who 
has been INS bureau manager in 
Seoul and Manila, and Ray 
Richards. Charles D. Rosecrans, 
Jr., chief of International News 
Photos in the Far East, besides 
photographing the war for INP, 
is contributing stories to INS. 


Korean Reds Nab 


U. P. Reporter 

The North Korean govern- 
ment radio said Thursday that 
its troops have captured 
United Press war correspon- 
dent Peter Kalischer on the 
Suwon front. 

The Pyongyang broadcast 
said Tom Lambert of the As- 
sociated Press also had been 
captured at- Suwon. However, 
U.P. correspondent Robert 
Miller reported he found Lam- 
bert safe at advanced Ameri- 


can headquarters in South 
Korea, 
Kalischer, 35, last was re- 


ported with American troops 
holding a 700-foot ridge com- 
manding a_ valley through 
which ran the road and rail- 
way 2zpproaches to Suwon. 
Kalischer went to the front 
to relieve U.P. war corre- 
spondent Jack James. Com- 
munications with the advance 
outpost cut soon after 
James reached the rear. 


was 





Only American newswoman at 
the front is believed to be Mar- 
guerite Higgins of the New York 
Herald Tribune. 

George Grim, Minneapolis 
(Minn.) Tribune columnist, who 
served in China in the last war, 
has received accreditation to Gen. 
MacArthur’s headquarters and 
will cover the war for his paper. 

The New York Times sent 
Richard Johnston, its former cor- 
respondent in Seoul, from New 
York to Tokyo, where he arrived 
July 6 to aid Lindesay Parrott, 
the Times bureau chief. Walter 
Sullivan, Times correspondent at 
Hongkong, was transferred to the 
war area, also. 

The New York Herald Tribune 
sent Homer Bigart, who won a 
Pulitzer Prize for his war cover- 
age in the Pacific, to join Miss 
Higgins at the new war front. 

The Chicago Tribune carried 
two eyewitness stories of the bat- 
tle in Korea July 6, one by its 
correspondent, Walter Simmons 
and the other by Roy MacArtney, 
Reuters reporter. 

Photo Transmission 

Acme, the AP and INP are re- 
ceiving their own photos in San 
Francisco via Army Signal Corps 
radio at commercial rates. ‘The 
only trans-Pacific commercial 
transmitter was RCA’s Seoul sta- 
tion, now in enemy hands. 

The first pooling of stories by 
correspondents in the new war 
occurred on a U, S. carrier off 
Korea. An account of strikes 
against Korean targets by carrier- 
based U. S. and British planes was 
written by Harold Martin of the 
Atlanta (Ga.) Constitution and 
the Saturday Evening Post for the 
combined United States press. 








Guildsmen to Vote On 
Publishing Venture 


WASHINGTON — Lacking both 
funds and authorization to go into 
the daily paper publishing busi- 
ness, delegates to the 17th annual 
convention of American Newspa- 
per Guild have left Washington 
to test by vote in their local chap- 
ters whether both are available. 

Within the ANG treasury only 
$50,000 is ‘in reach to launch the 
elaborate program envisioned by 
the International Executive Board. 
The delegates agreed that produc- 
ing newspapers is not a shoestring 
operation. There were other ob- 
jections brought out in a session 
that lasted until dawn and which 
saw gradual diminution of earlier 
enthusiasm to “take on” estab- 
lished publishing enterprises in 
one-newspaper communities and 
in areas where there is a “single 
editorial policy line.” 

Look for Help 

The delegates look hopefully to 
other unions to supply the money 
the guild lacks. But, it was re- 
minded, many internationals al- 
ready have their own publications, 


some of them in existence for 
many years, with large circula- 
tions. 


Biggest hurdle, it was agreed, 
will be to gain rank-and-file con- 
sent from local chapters, especial- 
ly since assurance cannot be given 
that the ANG will be spared the 
burden of costs. 

And the proposal will not be 
submitted to the 25,000-member 
CIO union until the current New 
York World-Telegram and Sun, 
and the Little Rock (Ark.) Ga- 
zette strikes are settled. All guild- 
men meanwhile will be tapped for 
$2 monthly, each, to finance the 
New York City strike, now nearly 
a month old. : 

See Mobile Unit 

Action came on a test between 
majority and minority reports of 
the special committee appointed 
by the convention to consider the 
publishing project. The majority 
proposed an immediate start, with 
$50,000 to be drawn from ANG 
funds, after the World-Telegram 
and Sun war chest has reached 
$100,000; it envisioned mobile 
printing plants to go into areas 
where strikes exist; and jit would 
take each guild newspaper au- 
yMOmMous Within broad ANG 
principles, with operation to be 
turned over to local labor groups 
vhen the basic purpose had been 
accomptished 





fi. minority report involving 
be re'crendun. won by a vote of 
10. io . , 

The con on p.csed a reso- 


lution indors:: 
position in Keres. S.-m:2 delegates 
refrained from. its n this 
proposition including jas Nelson 
Tuck of the New York*Guud who 


Unitea States 


g 


explained he is a_ conscientious 
objector. 
Pittsburgh was picked as the 


meeting place for next year’s con- 
vention, winning over Portland, 
Ore., and several other cities 
which put in strong bids. 

The convention also condemned 
the Communist capture and iniil- 
tration of the International Order 
of Journalists, saying the guild 
will take the lead in setting up a 
new, free democratic organization. 


W-T &S Strike 
Deadlock Is 
Still Unbroken 


The deadlock in the strike of 
the Newspaper Guild of New 
York against the NewYork World- 
Telegram and Sun was unbroken 
as Eprror & PUBLISHER went to 
press July 6. The evening Scripps- 
Howard Newspaper has been un- 
able to publish since the walkout 
early on the morning of last June 
‘3. 

The Federal Mediation and 
Conciliation Service scheduled new 
meetings Friday between represen- 
tatives of management and the 
CIO union. 

The Guild began publishing pic- 
tures and lists of “scabs,” editorial 
workers who have remained on 
the job, July 6 in its Guild Tele- 
gram & Sun Strike Edition. It 
announced its “Seven Star Final” 
radio program was now heard over 
stations WFDR and WLIB. 


Sue KLM for Deaths 


In Bombay Crash 

Mrs. Peggy E. Werkley, widow 
of Foreign Correspondent John G. 
Werkley of Time Magazine, has 
filed a $600,000 suit in U.S. Dis- 
trict Court against K. L. M. Royal 
Dutch Airlines. Mr. Werkley was 
one of 13 newsmen killed in a 
plane crash near Bombay July 12, 
1949. 

Mrs. Agnes S. Knickerbocker 
had previously filed suit for $250,- 
000 in the death of her husband, 
H. R. Knickerbocker, in the same 
crash. 

. 


Annual Regatta 
PORTLAND, Me. — The Portland 
Press Herald and Evening Express 
held its annual regatta Sunday 
afternoon July 2 with crowds ex- 
ceeding last year’s record 20,000. 
Monday saw the Press Herald and 
Express cooperate with the city’s 
Parks and Recreation Department 
in sponsoring a series of bicycle, 
doll carriage and comics parades 
for children at Deering Oaks. The 
weekend was climaxed with a 
huge five hours of entertainment. 





Lorain Journal 
Decision in Sept. 


CLEVELAND—The Lorain Jour- 
nal anti-trust case will probably 
not be decided until very late sum- 
mer or early fall. Emerich B. 
Freed, U. S. District Judge for 
Northern Ohio, is swamped by a 
loaded docket, due to shortage of 
a Federal judge here and a politi- 
cal battle to name a new one 
which has resulted in a deadlock. 
Judge Freed says he cannot get to 
the case, as things look now, be- 
fore Sept. 1 and said it will require 
several weeks of study before he 
can render a decision. 


Arbitrator 
Denies Triple 
Holiday Pay 


PHILADELPHIA—A claim by the 
Newspaper Guild of Philadelphia 
and Camden for triple time for 
holiday work at the Philadelphta 
Inquirer was denied June 30 by 
American Arbitration Association. 

The case was based on a claim 
for such pay for certain employes 
in the accounting department but 
would have applied to all Guild 
workers if sustained. The award 
to the Inquirer was made by J. 
Charles Short, arbitrator, who 
stated: 





Get Double Pay 

“Under Article 8 
Clause) of the contract between 
the above parties, an employe 
called in to work on a _ holiday 
should receive two day’s pay 
(double time) as contended by 
the Inquirer, and should not re- 
ceive three days’ pay (triple time) 
as contended by the Guild. 

“The Inquirer’s objection to the 
Guild’s attempt to extend the is- 
sue to 1946, 1947 and 1948 (ex- 
cepting Christmas, 1948, when the 
issue was first raised) thus be- 
comes academic or moot, and re- 
quires no determination with re- 
spect to the period of time which 
can be covered by a grievance 
itself.” 

In his opinion, Mr. Short said: 

“The Guild’s contention that the 
contract is clear and unequivocal 
in its support of the Guild’s in- 
terpretation does not stand the 
test of scrutiny of the contract 
language, and when the contract 
is examined in the light of the en- 
tire history of the holiday pro- 
visions and the acts of the parties 
thereunder it becomes increasingly 
clear that there was never any 
agreement between the parties 
looking to the payment of triple 
time for holiday work. 

“The Guild’s entire case rests, 
in the final analysis, upon argu- 
ments drawn from the wording of 
the instrument. On this ground 
alone the arbitrator cannot find 
anything in the wording of the 
contract to sustain the Guild’s 
position.” 


(Holiday 


Says If Press Not 
Informing, Guild 
Shares Blame 


Axron, O. — Declaring that 
American Newspaper Guild Presi- 
dent Harry Martin is a man with 
a “negative, defeatist attitude,” the 
Akron Beacon Journal feels that 
things in the newspaper business 
“aren't that bad.” 

The newspaper, with one of the 
oldest Guild units, answered Mar- 
tin’s Guild convention blast that 
“newspapers have made a mal- 
odorous record of miserable fail- 
ure” in informing the people fairly, 
fully and accurately. 

“Large Share of Blame” 

“Without conceding the truth 
of Martin’s claim, we'd like to 
point out that, if it had any basis, 
the membership of his own or- 
ganization would have to take a 
large share of the blame. They 
handle much of the reporting and 
editing of American newspapers. 
Martin may disagree with editorial 
policies of many newspapers but 
he must admit that—with few ex- 
ceptions—most papers present the 
news as straight and as fully as 
they can, depending on what their 
own reporters and the news ser- 
vice reporters gather and submit. 

“Despite Martin’s pessimism, we 
think that the leg men are doing 
a pretty competent job of getting 
the news and that the copy desk 
and other sub-editors are handling 
it well.” 

Commenting also on Martin’s 
declaration that the deaths of 
newspapers were unnecessary ex- 
cept to avoid the chance of losing 
money: 

“Well, if he knows of any way 
that a paper can be kept going 
indefinitely when it is _ losing 
money, a lot of newspaper owners 
and former owners would like to 
hear from him. 

A Lively Corpse 

“The demise or threatened 
demise of their papers probably 
hurts them more than it does him. 

“Again, he might look among 
his pals to discover reasons for 
failure. He’d find that rising costs 
combined with a dull presentation 
that fails to attract readers is the 
usual combination of symptoms. 
Could the Guild ever have any- 
thing to do with these difficulties? 

“But, cheer up, Mr. Martin— 
the corpse is a lively one. News- 
paper circulation and advertising 
are at new highs. Costs are, too, 
of course, but if the Guild mem- 
bers will pitch in and help make 
newspapers even better, no one 
need worry about the business 
‘dying’.” 

» 
J. M. Hackler Dies 

Joy M. Hacklei, 73, former 
business manager of the old Oma- 
ha (Neb.) Bee and the Bee-News, 
and father of Victor Hackler of 
the New York bureau of the AP, 
died June 26, in Omaha. 


EDITOR & PUBLISHER for July 8, 1950 


bin 
00c 
spe 


we 
Vi 
rat 


co! 
an 
wi 
ah 


m 


SI 


ac 


ela 


ot 
ld 


‘hat 
esi- 
vith 
the 
hat 
less 


the 
ar- 
hat 
1al- 
ail- 
rly, 


uth 

to 
sis, 
or- 


ey 
nd 


ial 
ut 
»X- 
he 


sir 
r- 
it. 
ve 
ng 
ng 
sk 
1g 
’s 
of 
X- 


'y 
ig 
g 
rs 


wee AmawWwe <S & 


RCA Special Sections 
To Run In 40 Papers 


ForTY NEWSPAPERS, with com- 
bined circulation of about 10,760,- 
000 around the country, will run 
special sections Sunday, July 16, 
or multi-page spreads later in the 
week, to promote the new RCA 
Victor “Million Proof” television, 
radio, phonograph and record line. 

The special section campaign, 
considered unprecedented for size 
and number of papers scheduled. 
will aim at putting RCA out 
ahead in the stiffly competitive 
markets developing in TV. 

“It’s going to be a knock-down, 
drag-out fight in the next six 
months,” said William Rupp, as- 
sistant to the advertising manager, 
ad section, RCA. 

About 415,000 Lines 

Linage all told will amount to 
around 415,000. As Epiror & 
PUBLISHER went to press, the 
schedule called for 14 tabloid-size 
sections running to 16 pages each 
and 24 sections of 12 pages each. 
One of the latter will be standard 
size. Content will be about 25% 
editorial matter and 75% adver- 
tising. 

Three newspapers on the list 
will carry the campaign in full- 
page space, divided into 30% edi- 
torial and 70% advertising. The 
Detroit (Mich.) News, for exam- 
ple. will run 10 full pages on 
RCA. The Detroit Free Press, on 
Friday, July 21, will carry 8 pages. 
The Harrisburg (Pa.)  Patriot- 
News will run 12 full pages in its 
section. 

The 16-page tab sections will 
appear in the Dallas (Tex.) News, 
Forth Worth (Tex.) Star-Tele- 
gram, New York Times, Baltimore 
(Md.) Sunday American, Okla- 
homa City (Okla.) Oxlahoman, 
Pittshurgh (Pa.) Press, St. Louis 
(Mo.) Post-Dispatch, Joliet (M1.) 
Herald-News, Galesburg  (Mll.) 
Register-Mail, Memphis (Tenn.) 
Commercial Appeal, Grand Rap- 
ids (Mich.) Herald, Syracuse 
(N. Y.) Herald-American, Chi- 
cago (Ill.) Tribune, and Wash- 
ington (D. C.) Times-Herald. 

The 12-page tab sections will 
run in the Buffalo (N.Y.) Courier- 
Express, Tulsa (Okla.) World, 
New Orleans (La.) Times-Picay- 
une, Salt Lake City (Utah) Deseret 
News, Seattle (Wash.) Times, St. 
Paul (Minn.) Pioneer Press, Los 
Angeles (Calif.) Times, Los An- 
geles Examiner, San _ Francisco 
(Calif.) Examiner, Lansing 
(Mich.) State Journal, ~ incinnati 
(O.) Enquirer, Columbus (0O.) 
Dispatch; 

Schenectady (N. Y.) Gazette, 
Albany (N. Y.) Times-Union, AI- 
bany Knickerbocker News, Hart- 
ford (Conn.) Courant, Miami 
(Fla.) News, Jacksonville (Fla.) 
Florida Times-Union, Charlotte 
(N. C.) Observer, Houston (Tex.) 
Post, Petersburg (Va.) Progress- 


Index, Norfolk (Va.) Virginian- 
Pilot, and the Atlanta (Ga.) 
Journal. 


A 12-page tabloid will also be 
run in a San Antonio, Tex., news- 
paper as yet undecided. 

Reprints Planned 

To gain additional circulation, 
the special sections will be re- 
printed for distribution to retail 
stores. Several million of these 
reprints will be run off. Total cir- 
culation of the special sections and 
reprints is expected to reach about 
15,000,000. 

In New York alone, more than 
1,000,000 copies of the Times sec- 
tion will be distributed by Bruno- 
New York, RCA’s New York dis- 
tributor, to its 500 or more dealers 
to be used as catalogues. 

The Times’ section, different 
from those planned in other cities 
on the schedule, was originally the 
only one planned.- Bruno-New 
York developed the idea about 
one month ago. RCA picked it 
up later on a nation-wide scale 
for other cities. 

“The idea,” said Mr. Rupp, 
“was to kick off our new line with 
terrific razzle-dazzle in the last 
half of 1950.” 

The copy will feature lower 
prices and simplification of the 
chassis of RCA’s new models. A 
12-inch set will retail for $159.95. 

Ad Policy Changed 

The method of publicizing the 
line is considered a “complete 
change of advertising policy,” ac- 
cording to the company. Previ- 
ously, RCA Victor policy has been 
to allow its distributors a certain 
length of time in which to exhibit 
the new line. Under the new plan, 
RCA Victor distributors in every 
key market will unveil their new 
line during the week of July 16. 

In all TV markets where the 
special sections do not appear, and 

in newspapers not carrying the 
section, the company’s distributors 
will announce the new line in 
double-truck or full-page news- 
paper advertisements. 

The Times will publish a full- 
page advertisement in the main 
news section July 16 calling atten- 
tion to the special section. 

Pre-publication promotion will 
be carried by ads in the Times 
and other New York newspapers, 
television and radio spot an- 
nouncements. 

Meanwhile, RCA Victor dealers 
throughout the New York area 
attended day and night preview 
showings of the new line Thursday, 
July 6. Layouts of pages from the 
Times section were on exhibition. 

All space, with minor excep- 
tions, will be paid for at national 
rates. Exceptions were said to be 
dealer advertising in the Detroit, 
Washington and Los Angeles 
papers. 
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Scan Info Pacts 

The United Nations Econ- 
omic and Social Council con- 
vened in Geneva July 3. It 
is expected the Council next 
week will consider the report 
of the subcommission on free- 
dom of the press and informa- 
tion which recently met in 
Montevideo and compiled an 
international code of ethics for 
newspapermen. Also on the 
Ecosoe agenda is the Covenant 
on Human Rights. 





Decision to use special sections, 
particularly of tabloid size, was 
based on expectations that readers 
would pull them out and save the 
material for reference. “People 
planning to buy sets within the 
next 30 days,” Mr. Rupp said, 
“will want to hold on to the sec- 
tions for complete reading.” 

James M. Toney, advertising 
manager of the RCA Victor Home 
Instrument department, called the 
national newspaper phase of the 
campaign unprecedented in the 
advertising world. It is, he said, 
the first time a single manufac- 
turer has employed complete 
newspaper sections simultaneously 
in various markets for a single 
line of products. 


$45,000 Verdict in 
Dairy Libel Suit 


PROVIDENCE, R. I.—A Superior 


Court jury returned a $45,000 
verdict against the Providence 
Journal Co., here Wednesday 


afternoon climaxing a 19-day trial 
of a libel suit brought by the Viall 
Dairy Company of East Provi- 
dence, R. I. 

The jury deliberated 90 minutes. 
In its suit the dairy had asked for 
$100,000 damages. 

A series of articles appearing in 
the Providence Journal and Eve- 
ning Bulletin last year in which 
the Providence milk supply was 
surveyed by Prof. Richard E. Mar- 
land of the University of Connec- 
ticut’s dairy department was the 
basis for the suit. 

The dairy firm claimed that as 
a result of those articles, in which 
its product was classified as “poor,” 
it had suffered large financial 
losses. The milk of 23 dairies 
supplying the Providence market 
was tested by Marland during his 
survey and the Viall product was 
one of a number classified under 
a grouping of “poor” as a result 
of those tests. 

Five experts in the fields of 
bacteriology and _ public health 
were presented by attorneys for 
the newspapers to uphold Mar- 
land’s findings. 

Gerald Harrington of the law 
firm of Edwards and Angell, at- 
torneys for the newspapers, an- 
nounced immediately that he will 
move for a new trial within the 
allotted seven davs, 


Agency Hits 
Abuses of 
Co-op Ads 


OpposITION to some of the 
scattered abuses occasionally 
found in cooperative advertising 
broke into the open this week as 
Grey Advertising Agency took pot 
shots at such arrangements in its 
July “Grey Matter.” 

Grey Advertising voted “in fa- 
vor of curtailing cooperative ad- 
vertising” but added “we dont 
expect that mandate to be carried 
out by everybody today.” 

Van Heusen, the shirt firm. 
Grey said, gave up co-op three 
years ago on the agency’s recom- 
mendation. Since then, the shirt 
company got 200% more retail 
linage than ever before in its 
history — in 1949 that was, said 
Grey. 

But, the agency said, “we would 
hardly recommend such a step to 
client Elizabeth Arden.” If the 
suit doesn’t fit, they added, don’t 
buy it. 

Co-op to Compete 

As a practical matter, it was 
said, many firms must continue 
co-op ads to meet competition. 
This was partially offset by the 
equally practical problem of na- 
tional brands paying part of the 
freight in co-op ads run by large 


retailers who at the same time 
plug their own store-controlled 
brands. 


Grey’s case against co-op ads 
was aimed straight at the thinking 
of manufacturers. Co-op ads are 
taking a never increasing share of 
the national advertiser’s total ad 
budget, it was said. This seemed 
to Grey to reduce the effectiveness 
of each dollar spent. 

Here’s how they saw the pic- 
ture. Retailers like to pass part of 
their ad bills over to the national 
advertiser. This is done through 
co-op ads. But competition be- 
tween brands leads to larger and 
larger shares of the bills being 
covered by the manufacturer, 
sometimes 100%. When such big 
percentages are paid by the na- 
tional advertiser, the retailer tends 
to advertise only those brards 
which pay the most. In many 
cases, also, the retailer rotates his 
co-op brand ads, eliminating for 
the manufacturer any of the 
benefits of continuity of the pro- 
motion. 

Mark-Up on Rates 

Nor does the manufacturer al- 
ways get the local rate on his co- 
op ads, Grey said. The firm usu- 
ally pays on the basis of the print- 
ed card-rate, it was noted, al- 
though “that may be higher than 
the ‘rate the retailer pays.” And 
retailers are now adding other 
charges —for “preparation” and 
for part of the store’s logotype. 
which amount to additional mark- 
ups. Some large retailers were said 
to be demanding allowances for 
merchandising support. 








Benign Hogwash Is Taboo 
In Employe Publication 


‘Ain't It Great’ Stuff Has No Place 
In Effecting Good Human Relations 


By Charles Inglis 


Editor, Cuff Stuff, Oklahoma Publishing Co. 


(Part of a talk given recently 
to the International Council of 
Industrial Editors at Pittsburgh, 
Pa.) 

ACTUALLY, the difference be- 
tween the large company employe 
publication and its small company 
counterpart is so negligible the 
difference doesn’t exist. 

How can that be true? 

After all, the primary target of 
both is identical—to woo and win 
harmonious’ _ relations between 
management and employes. 

The company publication isn’t, 
of course, all the answer but a 
shrewdly-edited employe period- 
ical can—and does—play a key 
role in management communica- 
tions. 

Management communications? 
Why that? Thought it was an em- 
ploye publication. 





Management Man 

Why? Simply because the em- 
ploye publication is on manage- 
ment’s side of the fence—that’s 
why. Who foots the bill? Man- 
agement! And any industrial edi- 
tor who isn’t convinced he’s a 
management man should look to 
another pasture, because he’s on 
the wrong track. 

That doesn’t mean—shouldn’t 
mean—that the publication is an 
implement of company propa- 
ganda . . . pure and simple, main- 
ly simple. 

The Oklahoma Publishing Co. 
is convinced—and observes the 
conviction—that today’s worker is 
far too intelligent to swallow the 
sort of benign hogwash that isn’t 
even tactful enough to travel in- 
cognito. 

We know—and recognize—that 
college trained people, many of 
them with degrees, work on our 
composing room floor, in editorial, 
in the business office . . . any di- 
rection we want to look. 

Do you think they'll buy if the 
merchandise — your company — 
isn’t as good as your competitor’s? 

Sell, Sell the Company 

And that’s it. The object’s to 
sell, sell, sell. But our top brass 
hasn't lost sight of the obvious 
fact that both employe and man- 
agement are in business for re- 
lated reasons. In the employe’s 
case, an equitable return on time 
and talent. In management’s case 
. » » Gitto. 

We preach—and practice—that 
the ivy-gowned “ain’t it a great 


10 


place to work” theory went out 
with hoop skirts. 

That’s where incognito gets in 
the act. 

The idea still is convince your 
readership that the company’s 
quite a place, but you don’t say 
so in sO many words—at least, 
the wise editor doesn’t. 

Granted, there are degrees of 
intelligence among any group of 
workers. So why not let the 
strong lead the weak? 

When management inaugurates 
a new employe service—say in- 
creased insurance benefits, we tell 
‘em, yes . . . but we don’t wind 
up with “ain’t it great.” 

When those things happen, it’s 
the time for facts—straight-for- 
ward and unadorned. 

More often than not, pictures 
tell the story and copy plays the 
supporting role. 

For example, when the first 
man eligible to retire under the 
company’s annuity plan came up 
for retirement, it added up to a 
cover of the man and his wife, 
plus the lead story inside. Copy 
was confined to biographical data 
about the employe—length of 
service, all of that—plus the very 
briefest resume of the annuity 
program. 

Play Up to the Wife 

The payoff—a statement from 
his wife . . . not the employe... 
about the carefree years she hopes 
to enjoy as a result of guaranteed 
income. 

And that’s something else. 

We hold to the theory that any 
worker is no more content than 
the contentment he brings his 
family. Make the wife believe in 
the company and the job of selling 
the husband has hopped a tall 
hurdle. 

That’s why our magazine is 
mailed to the home. Then, when 
a story describing benefits ap- 
pears, you know the family’s go- 
ing to hear about it. And that. 
we're convinced, is important. 

We believe . . . mammy’s happy, 
so’s pappy. 

We observe few specific rules— 
sort of let the pattern fit the form, 
yet there’s one rule that’s observed 
almost without exception. 

When it comes to pictures, never 
give the customer any worse than 
an even break. Pictures are sup- 
posed to flatter and, when they 
don’t at least give that even break, 
it’s damage instead of good em- 
ploye relations. 





We get a bad picture, we go 
back and do it again. But what of 
the expense? What, please, is the 
cost of a few flashbulbs and a 
couple of sheets of film compared 
to the cost of having to re-woo <n 
unhappy employe? 

If the subject’s a lady, she’s 
warned at least one day in ad- 
vance. The man, too—particu- 
larly in the mechanical depart- 
ments. Maybe he doesn’t shave 
every day .. . but, when it’s a 
picture, he wants to look his best. 

We don’t sneak up on ’em, but 
let °em know we're coming. Can- 
dids are dandy when you're trying 
to build circulation but not so 
good when it’s good will you're 
trying to build. 

Pictures! We love ’em, they’re 
wonderful . . . when they tell a 
story. 

On the Business Side 

You want to let the employe 
know the company has to spend 
money to operate. What to do? 

Weli, we gave it a whirl three 
or four months ago. It happened 
that eight of 11 new machines had 
been spotted in one corner of the 
composing room. 

The result . . . a single two-page 
cut that showed the men and the 
machines. Copy was limited to a 
couple of paragraphs telling how 
new equipment had been installed 
during the year . .. but not a 
word about “ain’t it great.” 

To get over the idea that it 
costs money to operate a business, 
the title was an art drawing of a 
price tag. It dangled onto the 
machines and all it said was— 
$100,000. 

A lot more eloquent—a lot 
more effective, we believe, than a 
platter of the benign hogwash 
about “for your convenience, for 
your benefit” . . . and on and on. 

Anyone who looked at that 
spread immediately recognized 
that $100,000 are quite a few 
bucks—quite a few bucks that 
didn’t go into management's poke. 


The Earthy Attitude 

Maybe it all adds up to the 
earthy attitude. We're in the news- 
paper and farm magazine publish- 
ing business—plus radio, television 
and motor express service—but 
we’re dirt farmers at heart. 

Things take root at the earthy 
level, and that’s where we try to 
start. 

Brass? Platitudes? No! 

We believe that brass does well 
enough without indulging whims 
and fancies in the employe publi- 





cation. Polish the brass and the 
cynics have ammunition for a 
fresh sneer. 

Our sole exception is when 


brass can be pictured on the dem- 
ocratic level—when brass is doing 





Booklei Lists 265 
Research Projects 


The Research and Engineering 
Council of the Graphic Arts In- 
dustry issued its second annual 
“Listing of Research & Engineer- 
ing Council Programs Pertaining 
to the Graphic Arts.” It contains 
265 descriptive listings of research 
projects now under way in Vari- 
ous branches of the printing and 
allied industries. The first such 
report, published a year ago, listed 
156 projects. 





as the guy behind the gun does. 
If it humanizes brass, we use it. 
If it glorifies brass, we want no 
part of it. 

Platitudes? Brother—what they 
do to me, they do to most of you, 
so why inflict "em on some unsus- 
pecting reader? . . . but not for 
long. That is, for long a 
reader. 

Objective Reporting 

Simmer it down—and our pol- 
ae 

Objective reporting, plus eye- 
pealing pictures that give the em- 
ploye the privilege of placing his 
own value on company services. 
From our point of view, seems it’s 
quite elementary—modern appli- 
cation of an age-old truism... 
that something good doesn’t have 
to be sold. It sells itself, given 
proper propulsion. 

Finally—and always rule one, 
we recognize that human relations 
mean just that. And, brother, you 
don’t develop relations unless 
you're willing to meet the humans 
on common ground. 


not 


Jackson News Cleared 
In $100,000 Libel Suit 


JACKSON, Miss.—A_ Federal 
Court jury has cleared the Jackson 
Daily News of libel charges in a 
$100,000 suit brought by John R. 
Poole, Jackson attorney. 

Mr. Poole, who had defended 
a Negro charged with raping a 
white woman, sought damages for 
editorial comment by Major 
Frederick Sullens, editor. 

The judge in his charge to the 
jury instructed them that the 
words “lousy and conscienceless” 
were libelous unless they were 
based on truth. The jury returned 
its verdict after four hours’ de- 
liberation. 

& 


Dies in Plane Crash 

Fr. Wayne, Ind.—Mrs. Loretta 
Teeple, wife of Richard S. Teeple, 
local attorney, and sister of Miss 
Helene R. Foellinger, publisher of 
the Ft. Wayne News-Sentinel, was 
killed in an airplane crash near 
LaCrosse, Wis., July 4. Mrs. 
Teeple, a director of Ft. Wayne 
Newspapers, Inc., her husband 
and another Ft. Wayne couple 
died when their private plane 
crashed while returning from a 
Canadian fishing trip. Mr. Teeple 
was owner and pilot of the plane. 
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~ Vocabulary Used in Dailies 
Shrouds Readers in Fog’ 


Try This Word Test and See If You 
Fare Any Better Than Others 


By David Manning White 


Research Professor of Journalism, Boston University 
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ONE OF THE RECURRING criti- 
cisms of American newspaper 
writing is that reporters frequent- 
ly use words that most of the 
readers do not understand. This 
observation was reiterated recently 
in a penetrating issue of the Nie- 
man Reports on the general topic 
of “Reading, Writing and News- 
papers.” One of the articles con- 
cluded that the newspaper reader 
of today is bewildered by the jar- 
gon of specialists. It specified that 
if the meaning of important stories 
goes over too many heads then the 
reporter must learn to think big in 
small words. 

Actually, one does not have to 
seek out the jargon of specialists 
in economics, science, political 
matters, etc., to find examples of 
current newspaper vocabulary 
which “fog” the reader. 

During a two-week period in 
April this writer with the help of 
some students in one of his re- 
search groups selected 25  sen- 
tences from one New York and 


four Boston daily newspapers. 
These papers ranged from those 
with so-called “class” appeal 


through tabloids. 


Page 1 or Editorial 

The sentences, each of which 
appeared in a front-page story or 
editorial, were chosen because 
they had at least one word in 
them which might confuse the 
reader, or give him a meaning that 
he only guessed at. It would have 
been just as simple to pick 200 
words as the 25 we selected, but 
in order to make a workable word 
test it was necessary to use only 
a few of the “fog” words we 
found. 

Here for the amusement or edi- 
fication of fellow journalists is the 
vocabulary test. We gave it to 100 
juniors, seniors and graduate stu- 
dents in several Boston colleges. 
We also gave it to 100 non-pro- 
fessional men and women, most 
of whom were parents of students, 
and 25 professional men and wo- 
men. Each person who took the 
test read at least one newspaper 
each day; many read two or more. 

The scores were not very good. 
The 65 male collegians, for exam- 
ple, made an average of 11.5 mis- 
takes out of the 25 words; their 
35 female colleagues did slightly 
better and missed only 9.1. The 
12 professional men missed 7.9 of 
the 25 words; 13 professional wo- 
men missed 8.6. 

Of the 100 non-professional 


newspaper readers who took our 
test, the men missed 12.6 of the 
25 words, and the women, 12.8. In 
either case they understood the 
precise meaning of less than half 
of the words in the test. 

Here is the test: (Correct an- 
swers on Page ??). 

Underline the word in the mul- 
tiple choice that best describes the 
word underlined in the sentence. 
See example: 

Ex. His work is neither archi- 
tectural nor cohesive. 

(a) solid 

(b) attractive 

(c) sticking together 

(d) unified 

1. All these things must be un- 
done before there can be a plebis- 
cite. 

(a) decision 

(b) vote 

(c) order 

(d) directive 

2. He has marshalled his oft-re- 
iterated and unproved allegations 
to obfuscate and postpone deci- 
sions. 

(a) reverse 

(b) change 

(c) confuse 

(d) rearrange 

3. The septuagenarian riposted 
him silly by his retort. 

(a) laid 

(b) thrust 

(c) knocked 

(d) set 

4. Primary objective of the 
tournament is to inculcate a 
greater interest in American his- 
tory among the youth of the na- 
tion. 

(a) indoctrinate 

(b) impress 

(c) force 

(d) spread 
5. The unpublished rebuff occurred 
in the august purlieus of the board 
of directors. 

(a) imaginations 

(b) offices 

(c) bounds 

(d) minds 

6. This is a clearly exposed 
anomaly in the nearly unanimous 
approval of the manufacture of 
the H-bomb. 

(a) distinction 

(b) misunderstanding 

(c) irregularity 

(d) change 

7. He is not a petitioner for this 
salutary reform. 

(a) righteous 

(b) unique 

(c) unusual 

(d) beneficial 
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8. The stock argument against it 
has been the shopworn shibboleth 
that it promotes racial intolerance. 

(a) idea 

(b) viewpoint 

(c) saying 

(d) criterion 

9. Mr. Acheson talked Jugubri- 
ously about the dollars for China, 

(a) cautiously 

(b) loosely 

(c) sadly 

(d) sharply 

10. All of these, for the Presi- 
dent’s personal ease and luxury, 
obviously constitute other emolu- 
ments and should be stopped to- 
tally. 

(a) duties 

(b) services 

(c) profits 

(d) gifts 

11. There was no original indi- 
genous protest. 

(a) angry 

(b) hopeful 

(c) inherent 

(d) protracted 

12. The Constitution actually 
forbids the President to receive 
from us the luxuries or other tra- 
ditional graft which are established 
baksheesh. 

(a) tips 

(b) fees 

(c) waste 

(d) gifts 

13. The safeguards against ex- 
cessive prodigality it considers of 
secondary importance. 

(a) generosity 

(b) waste 

(c) taxation 

(d) bonuses 

14. The practice of unemploy- 
ment insurance under political 
conditions that invite more muni- 
ficence than discretion is less than 
excellent. 

(a) sympathy 

(b) kindness 

(c) generosity 

(d) foresight 

15. These fatal cataclysms would 
be simultaneous and neither side 
could at present, or for some years 
to come, prevent them. 

(a) attacks 

(b) wars 

(c) upheavals 

(d) explosions 

16. First, their countries seek no 
aggrandizement,territorialor 
otherwise. 

(a) self-appeasement 

(b) magnification 

(c) concessions 

(d) promises 

17. There is a unanimity of 
opinion in this country for repeal 
that is tantamount to an informal 
national agreement. 

(a) exceeding 

(b) nearing 

(c) equivalent 

(d) contrary 





See Page 72 for 
Right Answers 





18. Albert Smith was effective 
as an impecunious family friend. 

(a) helpful 

(b) moneyless 

(c) inquisitive 

(d) aging 

19. The cardinal principle of 
statutory construction is to save 
and not to destroy. 

(a) architectural 

(b) sculpturing 

(c) lawful 

(d) coded 

20. The Pakistan prime minister 
declared that “most sanguinary 
riots” in Calcutta had driven thou- 
sands of Moslems from their 
homes. 

(a) unholy 

(b) bloody 

(c) political 

(d) religious fanaticism 

21. The President’s idea is to 
negotiate about these unacceptable 
conditions and thus accept a 
moratorium of say 30 days in 
which we may improve our posi- 
tion. 

(a) period of delay 

(b) reprieve 

(c) truce 

(d) time of negotiation 

22. Any further encroachment 
in the Southwest Pacific would 
produce a situation in which the 
United States would be compelled 
to take counter-measures. 

(a) onslaught 

(b) settlement 

(c) intrusion 

(d) deception 

23. Usually the Administration 
applies the pressure and Congress 
holds back in the development, 
and especially in the financial 
implementation of a positive for- 
eign policy. 

(a) reward 

(b) limitations 

(c) fulfillment 

(d) curtailment 

24. On the other hand, the elim- 
ination of excise taxes will resus- 
citate such industries. 

(a) endanger 

(b) smother 

(c) revive 

(d) destroy 

25. To meet that attack we have 
been able to take only a few scat- 
tered, peripheral actions. 

(a) limited 

(b) superficial 

(c) ineffective 

(d) decentralized 

Now that you’ve taken it, let’s 
consider some of the implications 
of what we found in giving the 
test to some 200 newspaper read- 
ers in Boston. The words that 
were missed the most frequently 
were “shibboleth,” “peripheral,” 
“baksheesh” and “purlieus.” Only 
27 of the 225 got “shibboleth” 
right; less than 50 understood the 
meaning of “purlieus.” Many 
thought “prodigality” meant gen- 

(Continued on page 72) 


1] 





Feature Lead 
Story in 
Left Hand Col. 


FLoRENCE, S. C.— After four 
weeks of experiment, the Florence 
Morning News has adopted as 
style the practice of placing its 
lead story at the upper left of the 


front page. 

“Although every other news- 
paper I know leads its top story 
to the right,” Managing Editor 
William J. Lyman, Jr., com- 
mented, “we find that the left- 
hand style doesn’t look out of 
place. Our readers have hardly 
been conscious of the shift.” 


The Morning News had been 
looking around for a method of 
making its front page distinctive 
from other newspapers of the re- 
gion using the same type. The 
left-lead idea came up but the 
news staff was hesitant to make 
what seemed at the time a radical 


way our eyes are irained from 
childhood, to read from left to 
right,” Lyman said. 

“As most newspapermen know, 
the right-hand style is a practice 
picked up from Jarge metropolitan 


papers that depend heavily on 
street sales. When papers are 
folded on newsstands, these edi- 


tors want both the name of their 
paper and the main headline to 
show. There is no logical reason 
for the home-circulation news- 
papers of the country to follow 
this custom.” 


With the backing of Editor 
James A. Rogers and Publisher 
John M. O'Dowd, Lyman _ took 
the plunge one morning about a 
month ago. To the staff's surprise, 
the shift in placement didn’t look 
odd. Many employes of the plant 
weren't even aware of what had 
taken place until the change was 
pointed out. 

“Yet, we feel we accomplished 
our main purpose in making the 
Morning News readily identifiable 


Joe Adams, M. E., 
Switched to 
Business Mar. 


RocHesterR. N. Y.—Joseph T. 
Adams has “returned home” to 
the Rochester Democrat and 
Chronicle after his appointment 
by General Manager Erwin R. 
Davenport as business manager of 
that paper, succeeding the Jate 
Neal Murphy. 

Mr. Adams, who was managing 
editor of the Rochester Times- 
Union for nearly nine years, svent 
18 years on the D&C staff before 
heading the T-U editorial depart- 


ment. Before becoming a_ full- 
time newspaperman in 1923, he 
was a D&C carrier and mailroom 
employe. 


Mr. Adams, a native Rochester- 


ian, was educated in the city’s 
public schools, DePauw Univer- 
sity and the University of Roch- 


ester, becoming a four-letter ath- 


came out a lieutenant. 

After joining the D&C sports 
staff in 1923, he became sports 
editor from 1928 to 1935. After 
that, he became. in succession, a 
copyreader, financial page editor, 
makeup editor and assistant man- 
aging editor. In 1939, he took 
over aS managing editor, and 
three years later moved into the 
same post at the Times-Union, an- 
other paper in the Gannett Group. 

Mr. Adams is a past president 
of the New York State Associated 
Press Managing Editors’ Associa- 
tion, and a member of the Amer- 
ican Society of Newspaper Edi- 
tors, National Associated Press 
Managing - Editors’ Association, 
New York State Editors’ Associa- 
tion and Sigma Delta Chi. 


. 
140-Page Special 
The Rogers (Ark.) Daily News, 
with two typesetting machines and 
a flat bed press, published a 140- 
page “Mid-Century of Progress 
Edition” this week. Population of 





departure from custom. from other newspapers of the lete in all schools he attended. Rogers is 4,951 and the edition 
“Actually, the lead story be- Carolinas using the same type.” During World War I, he went carried 12,774 inches of advertis- 
longs at the left according to the Lyman remarked. into the Army as a private and ing. 
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36 EDITORS, PUBLISHERS, OFFICIALS ON PAN AM JUNKET 


EDITORS, PUBLISHERS and a few government otticials en route this week on a Pan American aerial junket of South America photo- ? 
graphed as they were ready to board the plane at New York’s International Airport. Standing left to right are: Erwin Balluder, Pan Amer- 
ican representative; James G. Stahlman, publisher, Nashville Banner; Mrs. Juan T. Trippe; (man in back unidentified); Paul Miller, vice- 
president Gannett Newspapers; (in rear) John Ewing, president, Shreveport (La.) Times; Lee Hills, managing editor, Miami Herald; Juan 
Trippe, Pan Am president; Mrs. Helen Rogers Reid, publisher, New York Herald Tribune; Rep. Carl Hinshaw, Calif.; Philip L. Graham, t 
publisher, Washington Post; (in rear) Sen. Edwin C. Johnson, Colo.; advisor to Argentine Ambassador; Argentine Ambassador to U. S.; t 
(hidden in rear) Willard Thorp, assistant Secretary of State; Lowell Thomas, broadcaster; Mr. McIntosh, Argentine consul general in N. Y.; P 
Norman Chandler, publisher, Los Angeles Times; and Amon Carter, publisher Fort Worth Star-Telegram. On the ramp reading from top | 
down: William Randolph Hearst, Jr., publisher New York Journal-American, and Richard Berlin, president, Hearst Corporation, with heads q 
showing out of door; Frank Murphy, Hartford Times publisher between the two airlines stewardesses; Dan Mahoney, publisher, Miami News; 
Maurice Moore, chairman, Time-Life; (unidentified); Fleur Cowles, editor, Flair magazine; Gardner Cowles, president, Look magazine; 
Virginius Dabney, editor, Richmond News-Leader; Eiliott V. Bell, publisher, Business Week; Frank Starzel, general manager, Associated 
Press; Robert Smitlt, publisher, Los Angeles Daily News; Marc Rose, senior editor, Readers Digest; Jack Wheeler, president, North Amer- 
ican Newspaper Alliance; J. Loy Maloney, managing editor, Chicago Tribune; (unidentified). 
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CARTOONISTS SEE STALIN IN DIFFERENT POSES AFTER KOREA 





SPEAKING HIS LANGUAGE 


Minneapolis Star. 


Justus, 





Costello, 


SOUNDS FLAT TO US 


Albany Knickerbocker 


News. 





SURPRISED 


Sunmers, Buffalo Evening News. 





Reader Attitudes 
Analyzed at Stanford 


STANFORD UNiveRsity, Calif. — 
Newspaper readers are satisfied 
with the over-all performance of 
their paper, a preliminary report 
of a study of public attitudes as 
made in a medium-size California 
city shows. 

Approximately 70% of ali those 
interviewed said they thought “on 
a whole” the paper was doing a 
“good” or a “very good job,” 
Thomas M. Newell of the Stan- 
ford Institute of Journalistic Stud- 
ies reported. He has as yet tabu- 
lated only the major portions of 
a detailed questionnaire submitted 
to male readers of the un-named 
community. 

Some Lack of Faith 

“The investigators looked on 
the newspaper in two ways—as 
a commodity meeting the needs 
for information and _ entertain- 
ment and, as an institution pro- 
viding leadership in the com- 
munity,” Mr. Newell told Eprror 
& PUBLISHER. 

“While opinions about the 
paper as a commodity were rela- 
tively favorable, there was evi- 
dence of a lack of faith in the 
newspaper as an institution serv- 
ing the general interests of the 
community,” he reported. 

“More than 50% of those in- 
terviewed said they would not 
take the advice of the local paper 
on how to vote on a local bond 
issue if they were undecided. 
More than 35% said the paper 
was doing no more than ‘a few 
things’ to improve things in town.” 

The preliminary findings showed 
that people whose political views 


lie to the left tend to be less sat- 
isfied with the paper than politi- 
cally more conservative persons. 
This situation did not hold for all 
questions, he observed. 

Mr. Newell’s study represented 
an effort to develop a battery of 
questions which a newspaper in 
any community might use to meas- 
ure the “esteem” in which the 
people hold that paper. 

Like ‘Right of Reply’ 

While desirous of a complete 
compilation of answers and time 
to weigh in various factors, Mr. 
Newell confessed that preliminary 
statistics on one question—which 
he labelled “intentionally loaded” 
—appear at first glance to be dis- 
tressing. 

More tham 70% thought a 
law that required their newspaper 
to print their reply “to incorrect 
or critical statements about you 
which appeared in the paper” 
would be a good thing. And 50% 
thought it would be good if 
newspapers were required to ob- 
tain government licenses, as is 
now required of radio stations. 

Replies to but 16 of 80 ques- 
tions have as yet been analyzed. 
More than 75% thought a labor 
union had as good a chance as 
a business to get its side of 
a strike story into the paper, 55% 
thought the paper would be fair 
to a political candidate it opposed, 
but 63% were inclined to believe 
a story making a big advertiser 
look bad would or “probably 
would” be turned down; 42.3% 
thought that if a good friend of 
the paper’s owner got mixed in 
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serious scandal the paper prob- 
ably would not print the story 
and 5.8% thought the story def- 
initely would not be printed. 
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125th Anniversary 


For Michigan Paper 
The Monroe (Mich.) Evening 
News, in a _ recent supplement 
marking its 125th anniversary, 
paid tribute to the late Edward D. 


Ellis, founder in 1825 of Mon- 
roe’s first and Michigan’s third 
newspaper. 


Mr. Ellis had written and hand 
set for the first issue of the Mich- 
igan. Sentinel (the News derived 
from consolidations) : 

“The editor will 
give the passing intelligence of 
the day with a strict regard to 
truth; without pretending to sub- 
stitute individual opinion for mat- 
ter of fact.” 


endeavor to 


104-Page Edition 
PoRTLAND, Me. — The Portland 
Press Herald-Evening Express on 


July 1 published what is believed 


to be the largest single issue of a 
daily newspaper to appear in the 
State of Maine. Edited by Finan- 
cial Editor Harold J. Boyle, the 
edition ran to 104 pages and 
marked the 25th anniversary of 
the Guy Gannett Publishing Com- 
pany’s annual State of Maine 
Edition. More than 430 adver- 
tisers used the edition. 
s 


Typo Scales Hold 

SAN FRANCISCO—Typographic®| 
scales were unchanged in 14 of 
18 California and Nevada cities 
where settlements have been ef- 
fected since the first of this year, 
a mid-June compilation by the 
CNPA Industrial Relations Bu- 
reau reveals. 


Tribune Lays 
Cornerstone 


Of Addition 


Cricaco — Cornerstone of the 
nearly - completed, 1l-story addi- 
tion to Tribune Tower, home of 
the Chicago Tribune, was laid 
here July 6, marking the 25th an- 
niversary of the 36-story Tower. 

Col. Robert R. McCormick, 
Tribune editor and publisher, 
joined with Tribune officials at 
the ceremonies. Scores of docu- 
ments and other items were 
sealed behind the cornerstone. 
Among them were numerous sou- 
venirs of the Tribune’s centennial 
celebration, June 10, 1947, includ- 
ing copies of the Tribune and wire 
recordings of Centennial pro- 
grams broadcast by WGN, Trib- 
une Company radio station. 

Copies of Colonel McCormick’s 
addresses and of his books, to- 
gether with photos of the Trib- 
une publisher; Mrs. Peter Miller, 
publisher of the Washington (D. 
C.) Times-Herald; the board of 
directors of the Tribune Company; 
Tribune events such as the All- 
Star football game and Chicago- 
land Music Festival and other pro- 
motions were placed behind the 
cornerstone. 


Reprints of selected Tribune 
circulation and advertising data 
books, and adyertisements featur- 
ing Tribune activities were a part 
of the collection, along with de- 
tails of the Tribune’s atom bomb 
shelter and an American flag 
which has been flown from the 
flag-staff atop Tribune Tower. 

(Editor’s Note: Details of Trib- 
une Tower addition and expansion 
program are to be found on page 
53 of this issue.) 
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‘Il Progresso Competes 
For Ads By Brand Lines 


By Lawrence Farrant 


REGIONAL Variations in  con- 
sumer preferences are widely rec- 
ognized — but few advertisers 
know about the ways in which 
buying habits vary depending on 
how long a family has been in 
America. 

Serious study of the buying 
habits of substantial communities 
— foreign-language groups and 
first and second generation Amer- 
icans in coastal cities and in in- 
land urban areas—has_ recently 
emphasized the complexity of the 
problem for merchandisers. In 
New York, // Progresso, Italian 
language daily, has released a 
study of Italian-American pref- 
erences. Pulse, Inc., research or- 
ganization, did the job, its second 
for the paper over the past two 
years. 

Il Progresso ordered the studies 
in order to show major manufac- 
turers of brand-line groceries and 
other household merchandise what 
its readers liked and bought, based 
on actual views of the kitchen 
grocery shelves, the clothes closets, 
the liquor cabinets and medicine 
chests of 1,332 families in New 
York City. Pulse visited 500 
households one or two generations 
away from Italy and 832 families 
not of Italian descent. 

New York 15% Italian 

In New York, according to the 
Pulse report, about 15% of the 
population is believed to be of 
Italian stock. This is, they said, 
“not just a ‘Little Italy’ but the 





largest Italian city outside of 
Italy.” Other metropolitan areas, 
such as Providence, R. I, have 


large communities of Italian and 
other stock. Census figures on 
such subjects will be available to 
individual cities within the near 
future. 

Il Progresso was told, signifi- 
cantly, that Italian-stock families 
varied considerably from the aver- 
age in many unexpected ways, not 
only in their traditional liking for 
spaghetti, olive oil, tomato paste, 
and wines. In the survey, statistics 
were broken down into buying 
habits of the 500 Italian families, 
the 832 non-Italian families, and 
a 1,000-family check list contain- 
ing 168 Italian families. 


The 1,000-family list, for ex- 
ample, owned more autos per 
family than the Italian group. 


Percentagewise, it was 32.9% to 
29.4%. Among the Italians, 19.8% 
of the car owners had Chevrolets, 
with Buicks in second place with 
12.9%. Among non-Italians, Chev- 
rolet was first with 16.1% with 
12.5% owning Fords—in second 
place. Buicks were in fifth place 
in the latter group.” 
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On kitchen shelves, the differ- 
ences were more varied. Take cake 
flour. Presto was the favorite of 
12.8% of Italian housewives, with 
Bisquick in second place with 
12.2% Presto got 17.7% of non- 
Italians with Swans Down Self 
Rising in second place with 9.5%. 

In macaroni, Italians chose 
Ronzoni and then LaRosa brand 
but non-Italians preferred LaRosa 
and Muellers. 

Not all the 123 items found on 
housewives’ shelves showed varia- 
tions according to nationality. For 
many brands, the Italians gave 
the same preference as non-Ital- 
ians. 

In general, however, the study 
appeared to indicate that many 
manufacturers were not giving as 
much pressure advertising-wise on 
the Italian group as they did on 
non-Italians. And the reverse ap- 
peared to be true for an equal 
number of advertisers. 

Il Progresso felt that its columns 
could remedy this situation, The 
study may also have implications 
for other newspapers, primarily in 
New York, but also in other cities 
with large Italian communities. 


o 
Spanish Group 
Surveyed In New York 

El Diario de Nueva York, Span- 
ish-language daily published in 
New York, reported recently in a 
special survey that its readership 
represents a community of about 
500,000 with an annual market 
worth about $400,000,000 to ad- 
vertisers. 

Spanish is the first language, El 
Diario said, and in most cases the 
only language spoken by members 
of this group. About 150,000 per- 
sons in the colony are gainfully 
employed, it was estimated, with 
a usual weekly salary of $50 each. 

es 


Red Feather Kit 


A complete promotion plan, in- 
cluding newspaper ads, for local 
Red Feather campaigns is being 
distributed to Community Chest 
organizations by Community 
Chests of America, New York 
City. 

This Public Relations program 
has been developed with the help 
of a national advisory committee 
headed by Alex Osborn of BBD&O. 


Kellogg Names Burnett 
BATTLE CREEK, Mich.—Kellogg 


Co. has appointed Leo Burnett 
Co., Chicago, to handle Rice 
Krispies. - Kellogg products pre- 


viously handled by Burnett are 
Corn Soya and Corn Pops. 





L. A. Papers Resume 
Grocery Inventory 


THE Los Angeles Examiner and 
Herald-Express have announced 
resumption of the “Los Angeles 
Monthly Grocery Inventory” un- 
der their exclusive joint sponsor- 
ship. 

This study, underwritten for 
four years by the Los Angeles 
Newspaper Publishers Association, 
is a monthly report of off-counter 
food sales covering 550 items in 
35 major classifications. 

The study will be under the di- 
rection of Jo Hollebaugh, former 
director, and now executive asso- 
ciate of Ford Sammis Marketing 
Economists. 





Atomic Energy Opens 
Bulletins’ 4th Party 


PHILADELPHIA — Approximately 
750,000 persons participated in 
the Sunday Bulletin’s annual 
Fourth of July party in Fair- 
mount Park. 

One of the highlights of the 
celebration was the use of atomic 
energy, produced in General Elec- 
tric’s research laboratory, to light 
the torch in the hand of a 150- 
foot replica of the Statue of Li- 
brary which formally inaugurated 
one of the biggest fireworks dis- 
plays in the country. 

An old copper half-penny bear- 
ing the likeness of Benjamin 
Franklin on its face was bom- 
barded before the General Elec- 
tric’s 100,000,000-volt betatron 
and rushed to Philadelphia by 
airplane for the occasion. 

The Bulletin flew its private 
plane to Schenectady Monday 
afternoon to pick up the coin and 
special laboratory equipment 
which was used to operate a re- 
lay switch from the atomic en- 
ergy. 

George C. Baldwin, research 
scientist who designed the equip- 
ment and directed the radiation of 
the coin was a passenger on the 
plane which stopped in New York 
enroute back to pick up Irving 


Berlin, who acted as master of 
ceremonies at the Bulletin cele- 
bration. 

* 


‘ Campaign for Quips 


PORTLAND, Ore.— The Journal 
carried the initial advertising cam- 
aign for Quip, whipped cream in 
a 7-ounce metal container, a new 
product of Avoset Co., San Fran- 
cisco. Twenty-two-inch teaser ads 
ran for four days prior to a 
1,000-line ad in color on June 27. 
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Traffic Seminar 

EVANSTON, Ill.—The Medill 
School of Journalism and the 
Traffic Institute of Northwestern 
University are co-sponsors of a 
seminar on street and highway 
safety for newspapermen, radio 
and television staffs, July 27-28, 
here at the Orrington Hotel. 





142 Passengers 


On Tennessean 
TVA Cruise 


NASHVILLE—A total of 142 pas- 
sengers from a dozen states par- 
ticipated in the Nashville Tennes- 
sean Vacation cruise on the packet 
Gordon €. Greene, June 17-30. 

The trip was sponsored for the 
purpose of drawing national as 
well as local attention to the 
beauty and recreational attractions 
of the TVA region. 

The Tennessean is now featur- 
ing on its page one masthead a 
map showing Nashville’s location 
in the heart of the TVA region. 

During the 14-day voyage, the 
Greene cruised a total of 1038.9 
miles on the Cumberland, Ohio 
and Tennessee rivers. At no time 
during the cruise was the steamer 
more than 200 miles from Nash- 
ville. 

The Tennessean cruise aboard 
the Greene, last of America’s fa- 
mous river packets, was held in 
conjunction with the 1950 ‘Ten- 
nessee Valley Ho! Cruise, largest 
inland cruising event in merica. 

Headed by Silliman Evans, pres- 
ident and publisher of the Ten- 
nessean, the Greene’s passenger 
list included Gov. Gordon Brown- 
ing of Tennessee; Gov. Ames Fol- 
som of Alabama; Sen. James A. 
Pope, member of the TVA’s board 
of directors; Mayor Thomas L. 
Cummings of Nashville; Tennes- 
see’s Commissioner of Conserva- 
tion, C. P. Swan, and Capt. Ed 
Maurer, retired inspector general 
of steamboats for the Department 
of Commerce. 

a7 


Mats Ready for Shoes, 
Sportswear and Dresses 


fhree manufacturers—in shoes, 
men’s and boys’ sportswear and 
dresses—have ad mats available 
for use in newspaper copy, it was 
announced this week. 

Dunn & McCarthy, Inc., mak- 
ers of Enna Jettick shoes, have 
prepared a catalogue of ad mats 
consisting of more than 75 com- 
plete ads in various sizes. The firm 
is located in Auburn, N. Y. 

Puritan Knitting Mills, Inc., of 
New York, will furnish a com- 
plete mat service for its men’s and 
boys’ sportswear, swimwear and 
jackets. 

Star-Maid Dresses, Inc., of New 
York, offers 7 two-column ad 
mats, featuring styles and fash- 
ions. 

* 


Agency Merger 
Formation of Dowd, Redfield 
and -Johnstone, Inc., was an- 
nounced recently with the merg- 
ing of Redfield-Johnstone, Inc. 
and John C. Dowd, Inc. Agency 


of Boston. Prior to the merger, 
Dowd bought the _ 16-year-old 
Blaker Agency of New York. 


Billing of $6,000,000 is reported 
involved. 
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In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 
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Wertz Succeeds 
Keilbach As 
Utica B. M. 


Utica, N. Y.—George C. Wertz 
Jr., auditor and credit manager of 
the Utica Observer-Dispatch and 
Daily Press, has been made busi- 
ness manager of both Gannett 
newspapers. The appointment by 
J. David Hogue, general manager, 
is effective immediately. 

At a recent meeting of the 
board of directors of the corpora- 
tion Wertz was elected treasurer 
and a director. He succeeds Arthur 
F. Keilbach, who retired last week 
after 45 years with the papers. 

Wertz, a native of Utica, joined 
the Press in 1919 as advertising 
bookkeeper. In 1935, after the 
Press was consolidated with the 
Observer - Dispatch, he was ap- 
pointed auditor of both newspa- 
pers. In 1938 he was named 
credit manager. As business man- 
ager he will continue to supervise 
these operations. 

Mr. Keilbach began his career 
as a bookkeeper on the Utica Her- 
ald-Dispatch in 1904. He became 
auditor in 1908 and was named 
general advertising manager and 
assistant to the publisher in 1917. 

When the Observer-Dispatch 
was formed from the merger of 
the Herald-Dispatch and the Ob- 
server in 1922, Mr. Keilbach was 
appointed assistant treasurer and 
general advertising manager. In 
1935 he was made treasurer and 
general advertising manager. Two 
years later he was appointed busi- 
ness manager and made a member 
of the board of directors. 

Floyd A. Piper was manager 
of the general advertising depart- 
ment. He began newspaper work 
with the circulation department of 
the Press in 1922. He also worked 
for the bookkeeping department 
for a year and a half. In 1941 
he was assigned to the general 
advertising department and since 
then he has done national adver- 
tising promotion and merchandis- 
ing work as assistant manager and 
merchandising manager under Mr. 
Keilbach. 


J. G. Ward New GM 
Of Escanaba Press 


ESCANABA, Mich. — James G. 
Ward, Jr., former manager of the 
Ishpeming and Negaunee depart- 
ments of the Marquette (Mich.) 
Vining Journal and former Jour- 
nal city editor, has been appointed 
general manager of the Escanaba 
Daily Press, it was announced by 
John P. Norton, publisher. 

Other recent appointments are 
Bertil M. Stade as business office 
manager; and Charles’ Larson, 
former Sunday editor of the 
Grand Rapids (Mich.) Press, as 
sports editor. 

The Escanaba Press is planning 
to install a new 20-page Goss 
Duplex Dek-A-Tube press soon. 
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Short “Filles 


CLassiFiepD in the Dallas (Tex.) 





News: “Wanted — Well digger to 


dig a dug well.” 
a 


Movie ap in the Bloomington 


(Ind.) Daily Herald: “ ‘Every Girl | 
Should Be Married’ and ‘Man- | 


handled.” 


oe 
REFERRING to the old New Eng- 
land spirit of neighborliness, the 
Providence (R. I.) Journal re- 
marked: “Once neighbors helped 
one another during barn raising 
and bee husking.” 
a 
CxassiFiep in the Canton (O.) 
Repository: “Experienced girl over 
17 for Liberal time off.” 
2 
AFTER describing the ring cere- 
mony of a Jacksonville, Fla., 
wedding, the Associated Press ac- 
count added: “Then they killed.” 


Praised by Legion 

BuFFALO— The Erie County 
(N. Y.) American Legion, in an- 
nual convention here, praised the 
Buffalo Evening News for spear- 
heading the drive against Com- 
munism and subversive organiza- 
tions in Western New York. Mor- 
ton P. Levy, chairman of the 
Committee Combatting Subversive 
Activities, told the session: “We 

. owe a great debt to the Eve- 
ning News and one of its ace re- 
porters, Fred Turner. . . . His ex- 
poses in the News have given the 
people a positive word picture of 
practically every move the Com- 
munists and Trotzkyites have 
made in this area.” 

J 


Trial a Success 

Rapip City, S.D.—An experi- 
mental farm and ranch supplement 
in tabloid form, issued by the 
Rapid City Daily Journal the first 
Sunday of each month since the 
first of the year, has become so 
popular with readers and adver- 
tisers, that it is now a permanent 
supplement, M. E. York, Journal 
advertising director, announced. 

_ 


Safety Success 

BuFFALO, N. Y.—The Buffalo 
Courier-Express Child Safety Cam- 
paign during June was credited 
with helping to give Buffalo its 
first month free of any traffic fa- 


talities since the Police Depart- | 


ment started keeping accidents 


records in 1925, 
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The enchantment of Paris 
begins at Pier 88, New York— 
the moment you step aboard 


France-Afloat! For whether you sail 
on the celebrated Ile de France 

or the elegant De Grasse, 

you enter an atmosphere as Parisian 
as Paris itself. Here are 

brilliant salons . . . sophisticated 
entertainment . . . the incomparable 
cuisine of master French chefs. 
And, of course, cheerful, intuitive 
service by English-speaking 
stewards. Visit England or the 


Continent soon while European 


currencies favor the American dollar. 


And for a gay entrée to 
Europe, travel French Line! 
See your travel agent. 


French Line 


New York Office: 610 Fifth Avenue 














Bulging With Facts... 


FOR MORE ADVERTISING AND SALES PROFITS! 
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The Spokesman-Review and Spokane Daily Chronicle 


= 1950 


Consumer Analysis 


ap of the 
Spokane Market 


.., 
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Je # .., Ready now and bulging with facts, the 1950 Con- 
2 J sumer Analysis of the Spokane Market will help you 
YS sell more consumer goods in one of the West's most 


responsive regions—the wealthy Spokane Market. 


Conducted by the Market Research Division of R. L. 
Polk & Company, through personal interviews among 
urban resident families, this consumer study provides 
timely, reliable information on buying habits, products 
usage, brand preferences, ownership, and store distri- 
bution. Individual sections cover foods and beverages, 
soaps and cleaners, drugs and toiletries, appliances and 
general consumer goods. The 1950 Consumer Analysis 
will enable you to keep track of trends because the 
study is comparative and reports data for 1948 and 
1949 as well as 1950. Furthermore, data are pre- 
sented in a manner similar to that followed by news- 
papers making consumer studies of the market basket type. Thus you 
can compare product standings in the Spokane Market with standings 
in other cities in the nation. 


Here's a study you can use now—a study which provides live consumer 
statistics you will use now and for months to come. Address your request 
to the General Advertising Division so that a copy may be reserved for 
you. 


Sa wig 
4 Combined Daily ¥ 
CIRCULATION : 
Now Over i 
150,000 | 
81.84% UN-duplicated # 


Reserve your copy 
of the 1950 Spokane 
Market Consumer 
Analysis Now! 


~, 


i 


i 
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Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicogo, Detroit, 
los Angeles, San Francisco. Color Representatives, SUNDAY SPOKESMAN- 
REVIEW Comic Sections: Metropoliton Group. 
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Animal Artist Admits 
He Likes Humans Too 


By James L. Collings 


CuaD of the eggbeater-beaten 
hair, of the large white teeth, of 
the Don Ameche face, was talk- 
ing. 
“T like people,” 
he said, “in fact, 
some of my best 


friends are hu- 
man beings. But 
I've been doing 


animals so long 
I can think only 
of fawns, rabbits, 





bees, squirrels ‘ ‘ 
and bear cubs.” ~ “a a 
Chad, last Grothkopf 


name of Groth- 

kopf, a St. Bernardish sort of guy 
himself, is the free-lance artist 
who has brought the animal king- 
dom into PM’s “Clear, Clean 
Taste” advertising campaign that 
has been appearing since last Sep- 
tember in some 400 newspapers 
arourd the country. 


15 Ads 

The ads are prepared by Lloyd, 
Chester & Dillingham, New York 
advertising agency, and the idea 
is to convince people of PM’s 
clear, clean taste through the 
association of an animal with that 
theme. Ten ads have appeared 
and five are coming up. 

This will give you a clearer, 
cleaner picture of what PM is 
trying to do. There’s Bill Honey- 
bee, for instance. The copy that 
goes with him in the ad says: 

“No one has ever been able 
to put into words the taste of 
prime roast beef or cantaloupe or 
a drink of fine whiskey . . . but 
this picture of Bill Honeybee at 
his morning nectar comes mighty 
close to explaining PM’s ‘clear, 
clean taste.’” 

Young Bill is an animated, hu- 
manlike cutie, buzzing from every 
pore. 

Likes Animals 

Another ad has Br’er Rabbit 
drooling over a carrot. It’s mouth- 
watering copy, and it’s been suc- 
cessful, according to Chad. It’s 
been doubly successful for the 35- 
year-old artist, matter of fact: as 
a result of his PM work, he said 
he has been asked to do a cigaret 
account and to illustrate several 
children’s books. 

Chad grinned. His featur>s are 
every instrument in the banu, all 
tuning up at once, with a little 
rumba thrown in on the side. 

“How did I get started with 
animals?” the grin asked. “Well, 
I like them, that’s why. It’s easier. 
They don’t care what a man’s got, 
money and things, I mean. 

“I suppose this sounds senti- 
mental, but I'll take dogs off the 
road and give them a home. Dogs, 
rabbits, chipmunks, a raccoon 
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I've taken them all in at one time 
or another. 

“It just seems that everything 
I start turns out to be an animal.” 

Answer in Animals 

Creative people find their ideas 
hanging from a bough of a tree 
they happen to be looking at, on 
a few spare feet of a cloud, in 
the whisper of the wind. Or in 
the speed of a hummingbird’s 
wings. 

It was no different with the 
agency executive who for quite a 
while had been trying in vain to 
describe the indescribable, taste. 
He knew that almost 98% of men 
buy their favorite relaxer because 
of its taste. Unfortunately, no one 
can tell what taste is, except by 
comparison. 

At any rate, he and others 
wanted to put across the PM 
c-c-t slogan. One day he walked 
through Central Park Zoo in New 
York. He watched the animals. 
In them he found the answer. 
Animals, birds and insects, he 
thought, can’t use words, but they 
know what they like. 

Brought from Coast 

That settled, it was easier to 
find the man. The agency already 
knew about Chad and his animal 
drawings. He was called in from 
the West Coast, borrowed a 
friend’s studio, spent months on 
the final illustrations, now is not 
sure when he’ll be able to return 
to Santa Monica, where he wants 
to continue as a free-lance. 

Chad said he believes animal 
pictures have an appeal today, es- 
pecially in the East, where so few 
people can tell a praying mantis 
from a butterfly. 

“When I grew up in Ironton, 
Ohio,” he said, “animals were the 
most natural thing in the world 
for me to draw because they were 
all around me.” 

With his new 


schedule, Chad 





Chad’s Self-Portrait 


has turned into a night owl. He 
himself doesn’t get to see many 
animals outside of those in the 
zoo and the ones he hires from 
a model service. 
“TI can’t,” he explained, “because 
I prefer to work all night. I work 
with a radio going—got to have 
that radio on—then I sleep all 
day.” 
» 


Six Join SDX 

CuHicaGo — Six new members 
were recently initiated into the 
Chicago Headline Club of Sigma 
Delta Chi. They are Melvin J. 
Adams, Chicago correspondent, 
Automotive News; W. H. Colwell, 
director of publicity, Public Ser- 
vice Company of Northern IIli- 
nois; George A. Kutz, assistant 
managing editor, Chicago Heights 
(Ill.) Star; Lloyd D. Miller, direc- 
tor of information, American 
Aberdeen - Angus Breeders’ Asso- 
ciation; Morris B. Rotman, presi- 
dent, William B. Harshe and As- 
sociates; and C. Gayle Warnock, 
public relations manager, Chicago 
office, Ford Motor Co. 

= 


125 at Clam Bake 

HARTFORD, Conn.—The annual 
Clam Bake for male employes of 
the Hartford Courant took place 
at Camp Courant recently. More 
than 125 persons attended. 





* UNITED'S SPOTLITE SERIES 





A noted medical 
specialist warns in this 
revealing new series that over- 


weight, too much vacation activity, 
a job you hate and exertion after 


thirty CAN BE SUICIDE! 


a CURRENT RELEA : 


How to 
Stop Killing 
Yourself 
by Peter J. 
Steincrohn, 


6 Installments 









Carefully selected human-interest series by top-flight writers. 


UNITED FEATURES 





220 EAST 42ND STREET 


NEW YORK 17,N. Y. 





Explains Decimal 


Use in Quotations 

Cuicaco — Thomas Furlong 
Chicago Tribune financial editor 
this week took occasion to explain 
why the Tribune uses the decimal 
system to denote  fractiona 
amounts of a dollar in its stock 
and bond quotations. 

“The practice was adopted about 
two years ago when the Tribune 
was reproducing the market quo. 
tations from tables set by electric 
typewriters,” wrote Mr. Furlong 
“The fraction symbols on _ these 
machines were difficult to repro- 
duce legibly by the process then in 
use. Therefore a full digit pre- 
ceded by a decimal point (.1) was 
adopted to denote % dollar.” 

Mr. Furlong said a preponder- 
ant majority of readers who ex- 
pressed themselves favored the 
new style. When the Tribune re- 
turned to the conventional print- 
ing process (following the Chi- 
cago printers’ strike) the decimal 
system was retained. Although 
the system is not used by news- 
papers generally, he said, sugges- 
tions have been made to the New 
York Stock Exchange that stock 
markets abandon the practice of 
quoting amounts of less than a 
dollar in eighths and substitute 
tenths. 

The decimal system corresponds 
with the U.S. monetary system, it 
is contended, and would make 
quotations more readily under- 
stood. 
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How Do Top U. S. Government Officials 

















Which Washington newspapers do you read | 





ps Rate the Four Washington Newspapers? 
explain 
= i | 
- The Washington Star is selected 
ribune 
t quo. 
oad 
thes 
ma FIRST FOR COMPLETENESS OF NEWS COVERAGE 
) Ws 
< FIRST FOR READER CONFIDENCE 
1e hed 
= FIRST FOR TOTAL READERSHIP 
e. by members of the U. S. Senate, House of Representatives, Judicial 
A 7 and quasi-Judicial agencies and Executive Departments 
‘itute TIMES- 
9: STAR POST HERALD NEWS 
a Which Washington newspaper do you believe 
— gives the most complete news coverage? | 456 257 40 2 
t In which Washington nenagaeee a you have | 
the most confidence? | 391 275 53 7 
| 
| 


























regularly? 636 | 596 | 236 | 222 
= — — |— 
To which Washington newspaper are you a | 
regular subscriber? | 489 | 504 145 | 63 
BY MORE VOTES THAN THE THREE OTHER WASHINGTON NEWSPAPERS 
rf COMBINED, THE STAR WAS SELECTED AS THE PAPER WITH THE MOST 
1 COMPLETE NEWS COVERAGE AND WITH MOST READER CONFIDENCE 
j 
The Washington Star employed an independ- «© 
} ent research firm* to survey the Washington The Washington Star 
newspaper-reading habits and preferences of Evening and Sunday Morning Editions 
top U. S. Government officials in the Nation’s Wasuincton, D. C. 
Capital. Replies were received from 725 top Represented nationally by: O’Mara & Ormsbee, Inc., 
officials in all branches of the government 420 Lexington Ave., NYC 16; The John E. Lutz Co., 
vs a . ‘ Tribune Tower, Chicago 11. Member: Bureau of 
(69% of those who received questionnaires). Advertising ANPA, Metropolitan Group, Audit Bu- 
4 *Name furnished on request. reau of Circulation. 





THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL, WMAL-FM, AND WMAL-TV 
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ABC Reaffirms Present 
Trading Area Practices 


CuHICAGO—A report, reaffirming 
present practices and procedures 
in setting up city and retail trad- 
ing zones, was approved by di- 
rectors of the Audit Bureau of 


circulations at their 
meeting, June 18-19. 

Details of the committee’s re- 
port were released this week by 
E. R. Hatton, Detroit (Mich.) 
Free Press, chairman, who dis- 
cussed efforts of his committee to 
correlate 1950 Census data as 
set forth in Urbanized and Metro- 
politan Areas. 

Tells of Objections 

“The committee does not be- 
lieve that in general Urbanized 
Areas should take the place ot city 
zones,” stated the report. “How- 
ever, in individual instances, Ur- 
banized Areas may well be used 
as the basis for the ABC city 
zone.” 

Objections to using Urbanized 
Areas were two-fold (1) that the 
Bureau of the Census in following 
its formula for Urbanized Areas 
has established them, in most in- 
stances, according to extremely 
complex boundaries; (2) Urban- 
ized Areas exclude territory which 
is acceptable for ABC city zones. 

Referring to the Metropolitan 
Areas newly established jin the 
1950 census, the committee said: 
“In general, these areas are Jarger 
than ABC city zones and smaller 
than retail trading zones. Your 
committee believes that these Met- 
ropolitan Areas will provide little 
help with regard to establishing 
ABC city and retail trading 
zones.” 

Recommendations Adopted 

The committee’s recommenda- 
tions, as approved by the ABC 
board, are as follows: 

1. The board reaffirms the prac- 
tices and procedure of the man- 
agement as set forth in the city 
and retail trading zone report sub- 
mitted at the Banff meeting in 
July 1946, adopted by the board 
at the September 20th, 1946 meet- 
img and ordered filed as a guide 
for management. Specific refer- 
ence is made to the following 
paragraphs from Committee Re- 
port as adopted by the board Sep- 
tember 20th, 1946: 

“(A) ‘The Bureau should at all 


Canadian 


times remain both the guiding and | 


determining agency in setting up 
all zones.” 


“(B) ‘In determining the areas | 


and boundaries of City and Retail 
‘Zones, every consideration should 
‘be given to the merited claims of 
‘publishers so that an A. B. C. re- 
‘port would be of full service to 
every publisher in adeauatelv and 
accurately presenting the full ad- 
‘vantages of the Market.’ 

“(C) ‘Density of circulation 
coverage or the lack of circula- 


. 
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tion coverage should not be 
considered as a deciding factor in 
delineating areas. “Circulation 
coverage” and “Markets” are re- 
lated but not deemed to be identi- 
cal. Markets are often built as 
circulation coverage develops and 
advertisers take proper advantage 
of the opportunities.’ 

“(D) ‘Accessibility, transporta- 
tion possibilities, highways and 
other factors influencing the flow 
of trade either in personal shop- 
ping or by mail to be given its 
full merited consideration.’ 

“(E) ‘The use of nationally 
known or recognized fact finding 
agencies at the expense of the pub- 
lisher or publishers involved, as an 
aid in arriving at an equitable de- 
cision in complicated matters, is 
fully approved.’ 

Right of Appeal 

“(F) ‘Publishers unwilling to ac- 
cept the final conclusions of the 
Managing Director have right of 
appeal to the board of directors.’ 

“2. That special attention be 
given making Audit report figures 
comparable with census reports 
wherever possible—for example, 
in paragraph 25, county distribu- 
tion information be given for 
metropolitan areas as defined by 
the Bureau of Census where such 
information is available. Where 
no metropolitan area has been es- 
tablished by the Bureau of Cen- 
sus, attention shall be called to 
the fact. 

“3. Specifically the committee 
recommends the following be used 
as the basis for city and retail 
trading zones: 

“‘“City Zone is the corporate 
limits of the city in which the 
newspaper is published, and con- 
tiguous areas may be included in 
the zone to the extent they have 
substantially the built-up charac- 
teristics of the city and thus can- 
not readily be distinguished from 
the city itself. 

“It is the general principle that 
city zones shall be established ac- 
cording to Bureau of the Census 


Everything in Baltimore 
revolves around 





units, such as incorporated places, 
minor civil divisions, census tracts 
and/or enumeration districts, and 
that population figures in Para- 
graph 8 and occupied dwelling 
unit figures in Paragraph 25 shall 
be from census reports. It shall 
be within the discretion of the 
Managing Director to determine 
whether areas may be included in 
the city zone for which there are 
no established census unit boun- 
daries, and to determine and give 
the sources for population and 
occupied dwelling unit figures. 

“ ‘Retail trading zone is the area 
beyond the city zone and in which 
the majority of whose residents 
regularly trade to an important 
degree with retail merchants in 
the city zone in sufficient volume 
to justify advertising expenditures 
by the merchants in maintaining 
this trade. It is the general prin- 
ciple that retail trading zones shall 
be established according to Bu- 
reau of the Census units, such as 
counties, minor civil divisions, 
census tracts and/or enumeration 
districts, and that population fig- 
ures shown in paragraph 8 shall 
be from census reports. It shall 
be within the discretion of the 
Managing Director to determine 
whether areas may be included in 
the retatil trading zone for which 
there are no established census 
unit boundaries, and to determine 
and give the sources for popula- 
tion figures.’ 


“4. City and retail trading zones 





shall be realigned according , 
1950 (1951 in Canada) censy” 
units as the data becomes avail” 
able, with any exceptions accord 
ing to the discretion of the man 
agement. ; 

“5. Finally your committe 
recommends that a statement bk 
prepared for oral or printed use 
showing the development of City 
zone and Retail Trading areas by 
the Bureau so that buyers and 
sellers alike may understand the 
comprehensive effort made by the 
Bureau to insure fair and accurate 
delineations of areas where circv- 
lation receives distribution to the 
end that Bureau reports may be 
of maximum service to all.” 


» 

Joins P. R. Firm 

John E. Wiley has been elected 
vicepresident and chairman of the 
planning committee of Hill and 
Knowlton, Inc., public relations 
counsel, New York and Washing- 
ton. He was formerly chairman of 
the board of Fuller & Smith & 


Ross, Inc. 
a 


Recreation Drive 

NauGatuck, Conn.—A program 
to improve “backyard” recrea- 
tional facilities to keep children 
off the streets during the summer 
has been appointed by the 
Naugatuck Daily News-Elks Traf- 
fic Safety Committee. The proj- 
ect will be known as the “Tot- 
Lot Contest.” 
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... in Nebraska 


Sitting Bull and the Indians no longer roam Nebraska 
Beef cattle now thrive on its lush grasslands and are 
one phase of its diversified farming that yielded NEARLY 
TWICE the national average farm income in 1949. 


in Nebraska Feed Lots on January 1, 1950 


Multiply that figure by 1500 pounds and consider the price 
It spells SPENDABLE CASH for Nebraska 
.. . the “Buying Power” Market! 

And, it’s a fact—Grand Island is the largest cattle auction 


e 18 CENTRAL NEBRASKA COUNTIES 
@ GRAND ISLAND, NEBRASKA'S 3RD CITY 


Reached Effectively Only Through 


THE GRAND ISLAND DAILY INDEPENDENT 


17,316 CIRCULATION, MAR. 31, 1950, ABC 
A STAUFFER PUBLICATIONS NEWSPAPER 
National Advertising Representative: 
ARTHUR H. HAGG & ASSOCIATES 
Omaha 
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Nature itself helps jack up the sales 
of hand lotions in the Mountain and 
Southwest states, where the sun and the wind 


push family spending for this item up to 
almost two and a half times 
the Eastern average. 


Climate influences the sales of many 
products. So do city-size, people’s 
national origins, water hardness, degree 
of culture, availability of different kinds 
of power and fuel— 

and a host of other factors. 


For most products, in fact, 

there’s no such thing as a truly 
national market—rather, hundreds 

of local markets, each with 

its own characteristics, its own values 
to advertisers of different products. 


That’s why the market-by-market approach 
to national advertising has 

gained such impetus in recent years. 
That’s why the daily newspaper 

has again become the No. 1 medium 

for national advertising. It’s the 

logical place for any advertising 

based on the fact that 





(9 All Business Is Local 


= BL&KCHHL of Advertising of the American Newspaper Publishers Association, Inc. is in business to help 


you make your advertising more productive.. Call or write us at 570 Lexington Ave., New York 22; 360 North Michigan Ave., 
Chicago 1, or 240 Montgomery St., San Francisco 4. Or ask for your copy of the booklet, “Services Available to Advertisers.” 


Sponsored by The Memphis Commercial Appeal and Memphis Press-Scimitar in the interest of more effective advertising. 
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Two Evening Dailies 
Merged in Bloomington 


BLOOMINGTON, Ind.—Merger of 
Bloomington’s two afternoon daily 
newspapers—the Daily Herald and 
the World-Telephone—became ef- 
fective July 1, it was announced 
jointly by Daily Herald Publisher 
George J. Wise and Mrs. Anna W. 
Bradfute, president of the World- 
Telephone. 

The new daily, which was pub- 
lished by the new Bloomington 
Newspapers, Inc., for the first 
time July 3, has been named the 
Herald-Telephone. 

New Officers 

Officers of the new corporation 
are Stewart Riley, chairman of 
the board; Mrs. Anna W. Brad- 
fute, president and publisher; Wal- 
ter S. Bradfute, vice-president; 
Blaine W. Bradfute, Jr., secretary; 
George J. Wise, treasurer; Charles 
E. Wise, assistant secretary, and 
Mrs. Dagmar K. Riley, assistant 
treasurer. 

The officers constitute the 
board of directors of Bloomington 
Newspapers, Inc. 

Mr. Wise will serve as execu- 


tive vice-president and general 
manager of the Herald-Tele- 
phone. 


In a joint statement, Mrs. Brad- 
fute and Mr. Wise attributed the 
merger to the soaring costs of 
newspaper publication. 

“It was becoming evident that 
cost factors eventually would 
make the operation of two dailies 
in Bloomington an_ unprofitable 
venture for both managements,” 
the statement said. 


Publication of the Herald-Tele- 
phone will be in the Daily Herald 
plant while repairs and additional 
facilities are installed in the World- 
Telephone Building. 

Purchased Building 


Mr. Riley and Mr. Wise have 
purchased the World-Telephone 
Building and will lease it to the 
new corporation. 


The merged newspapers repre- 
sent three Bloomington dailies. 


The Bloomington Telephone was 
founded 74 years ago by the late 
Walter S. Bradfute. The Evening 
World became a daily in 1892, 
founded from the weekly Courier 
by Oscar H. and John W. Cravens. 


The Evening World was pur- 
chased in 1926 by Bloomington’s 
present postmaster, George W. 
Purcell. 

The World and the Telephone 
were merged in 1943 by the late 
Blaine W. Bradfute, Sr. The Daily 
Herald was founded Dec. 29, 1947, 
by Mr. Wise and Mr. Riley who 
also own the Bedford Daily 
Times-Mail which they acquired in 
1942 through purchase of the 
Daily Mail and the Daily Times. 


Mr. Riley is publisher of the 
Times-Mail. Z 
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Admission Free 
On Texas Press Day 


Daas, Tex.—Texas Press Day 
will be observed on opening day 
of the State Fair of Texas, Oct. 7. 

Publishers and editors from 
throughout the state will be guests 
of the Fair. Some 2,000 news- 
paper people and families are ex- 
pected. Charles Yeager, Fair pub- 
lic relations director, is handling 
arrangements. 


All-Star Baseball 
Poll Completed 


Cuicaco—America’s grandstand 
managers, represented by 3,167,- 
326 votes, have picked their Amer- 
ican and National League baseball 
teams for the 17th annual All- 
Star game in Comiskey Park here 
July 11. 

Final results of the 20-day poll 
conducted by the Chicago Tribune 
and 290 associated newspapers 
and radio stations were announced 
by Arch Ward, Tribune sports 
editor, who arranged for the first 
All-Star game here in 1933. 

Howard Roberts, Chicago Daily 
News sports writer and chairman 
of the Chicago chapter of the 
Baseball Writers Association, is in 
charge of press arrangements for 
the game. He is being assisted 
by Dave Rush, Western Union 
press relations representative. 
Headquarters are at the Palmer 
House. 


& 

NBC Official Dies 

Cuappaqua, N. Y.—The body 
of Charles P. Hammond, 41, vice- 
president in charge of advertising 
and promotion of the National 
Broadcasting Co., was found June 
30 in his car. The police said he 
had died of carbon monoxide 
poisoning. Mr. Hammond had 





worked on the editorial staffs of 
several newspapers and the de- 
funct Literary Digest. He went to 
NBC from the Bureau of Adver- 
tising of the American Newspaper 
Publishers Association. 
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Oregonian Issues 
New Typebook 


PORTLAND, Ore. —Just off the 
presses and in the hands of Port- 
land copywriters is the new Ore- 
gonian typebook which varies 
drastically from the usual pattern 
of newspaper typebooks, showing 
only shape, line and beauty of 
type faces. 

Months of editing were aimed 
toward making the new Oregonian 
typebook useful from the adver- 
tisers’ standpoint in the hope that 
ad composition costs will be re- 
duced by more careful planning 
in the layout stage, according to 
George P. Griffis, promotion man- 
ager. 

A close-up of the new Oregoni- 
an typebook shows tables simple 
enough to enable even a copy cub 
to fit an ad message quickly in 
any size type to any specified copy 
block. 

One feature of the book espe- 
cially well received by the depart- 
ment store copy staffs is the fact 
that each face, in sizes up to. 24- 
point, is shown in-paragraph form, 
one set solid, one leaded. 

Personnel of all Portland retail 
advertising departments and adver- 
tising agencies received compli- 
mentary copies of the new Ore- 
gonian typebook—copyrighted and 
carrying a $2.50 price mark. M. 
J. Frey, general manager, was host 
at the typebook party and pre- 
sentation. 


a 

Raymond Honored 

Edward C. Raymond, business 
manager of the Bureau of Adver- 
tising ANPA, was feted last week 
at the Harvard Club, New York, 
by Bureau associates on his 25th 
anniversary with the organization. 
He began his Bureau career as an 
office boy in 1925. Allen B. Sikes, 
service manager, is the Bureau’s 
only other 25-year veteran. 


=, 

Country Life Tabs 
SACRAMENTO, Calif.— Each of 

the three newspapers of the Mc- 

Clatchy organization will have a 

California Country Life supple- 

ment, a tabloid, within a month. 





FTC Won't | 
Set Ratio for 
Price Mark-up 


WASHINGTON — The Federd 
Trade Commission, asked by an 
advertising agency to set up Stan 
dards for prices of merchandise in 
terms of percentage basic costs 
declined this week to establish an 
arbitrary mark-up as a pattern for 
manufacturing firms. 

The FTC made its position pub. 
lic by releasing the text of its let- 
ter to the agency which said: 

“The FTC does not have infor 
mation of this kind available for 
distribution. ... 

“No principle is more firmly 
established under the anti-monop- 
oly laws than that it is an unrea- 
sonable restraint of trade and an 
unfair method of competition for 
enterprises in the same line of 
business to agree upon selling 
prices or upon significant elements 
in selling prices. It is also well 
established that ane agreement is 
found where there is an actual 
meeting of the minds, whether or 
not there has been a formal ex- 
change of views or a formal draft- 
ing of the agreement, and whether 
or not the agreement was reached 
through an intermediary. Accord- 
ingly, your search on behalf of 
your client for an ‘accepted’ ratio 
of cost to final selling price is one 
which, if successful, might subject 
both that client and your agency 
to serious legal risks. In the FTC 
case against Building Material 
Dealers Alliance, decided Dec. 30, 
1937, one of the charges sustained 
against the respondents was that 
they had agreed upon a mark-up 
above cost. ; 

“If your client desires to price 
his product by adding to the basic 
cost a mark-up to cover expenses 
of distribution and profits, his saf- 
est course is to base that mark-up 
upon his own estimates of the 
amount of these costs, the way 
they will be affected by changes in 
volume of business, and the way 
in which the demand for his prod- 
uct will be affected by its price.” 
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FOR A “FAIR-WEATHER” 
SCHEDULE 


So many markets and trade areas, 
times. 
around the complete circle from 
unexpected 
economic - industrial change — the 
i of a nation, 


Kingsport and its 135,000 Trade 


The “Buying Power’ and EARNING 
” are always on the sunny 

to ruggedly 

ae a Fae Het . 

osperity a 

° national advertising account knows WHERE IT 

STANDS 12 months through. 

Three popular newspapers reflect this same economic 

“fair-weather” program. They cover the market, the news, 

and the national advertiser’s logical prospects. 
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... and THE DENVER POST sc4 hem 
with the ECONOMY of SINGLE MEDIUM COVERAGE 
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Wilkes-Barre 
Papers to Have 
New Plant 


THE Wilkes-Barre Publishing Co. 
announced this week plans for a 
$1,500,000 building expansion pro- 
gram that will consolidate in one 
plant all operations of both the 
Wilkes-Barre (Pa.) Record and the 
Times-Leader-News. 

The two dailies are expected to 
move into their new quarters in 
the fall of 1951. 

Operate Independently 

Harrison H. Smith, president of 
the company, said, “The individ- 
ual policies of the two newspapers 
will continue as in the past and 
the number of editions will re- 
main unchanged in the _ one- 
plant operation.” 

In explaining reasons for the 
move, John A. Hourigan, W-B 
Publishing Co.’s chairman of the 
board, said that most of the two 
papers’ mechanical equipment, in 
use more than 25 years, needs to 
be replaced. 

“The cost,” he said, “of a single 
newspaper press with equipment 
will amount to more than $600,- 
000. With the combined daily cir- 
culation of the Times-Leader-News 
and the Record now nearing the 
90,000 mark, it is necessary that 
a larger and more modern press 
be provided to serve Wyoming 
Valley. 

“In addition to this outlay, 
$350,000 has been earmarked for 
other mechanical equipment to be 
installed in the new building,” he 
stated. 

Double Floor Space 

The company initiated the pro- 
gram with the purchase of three 
tracts of land adjoining the present 
Record building, which will be 
used as a nucleus for the struc- 
ture. There will be a_ building 
frontage of 80 feet and a 22-foot 
driveway, and most of the new 
construction will consist of a base- 
ment and a first and second floor 
to be erected to a depth of 240 
feet. The expansion will more 
than double the floor space of the 
Record building. 


The public lobby on the first 
floor will have locations for busi- 
ness, advertising and circulation. 
At the rear of this floor will be 
the press room, mailing room, pa- 
per truck docks and a circulation 
meeting room. 


The second floor will have a re- | 


ception foyer, adjoined by sep- 
arate morning and evening news 
rooms, editorial offices, a library 
and, at the rear, the dispatch de- 
partment, composing room and 
stereotype department. 


The executive offices and a con- 
ference room will be on the third 
floor, now occupied by the Rec- 
ord’s editorial offices and news- 
room staff. The fourth floor of 
the Record building will not be 
changed. : 
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Exterior plan for new Wilkes-Barre publishing plant. 





Elston Joins S & T 


Washington Bureau 

WASHINGTON — Two changes in 
the Minneapolis Star and Tribune’s 
Washington bureau were an- 
nounced last week by Richard 
Wilson, chief of the bureau. 

Wilbur Elston, 36, special assis- 
tant to the executive editor of the 
Star and Tribune, is moving to 
Washington to join the bureau in 
late July. 

Fletcher Knebel, 38, a member 
of the Washington bureau of the 
Cleveland Plain Dealer since 1937, 
joined the Star and Tribune bu- 
reau on July 1. 

Mr. Elston is a graduate of 
Hastings, Minn. high school and 
the University of Minnesota. He 
has been a reporter for the Star, 
managing editor of the St. Peter 
(Minn.) Herald, and managing 
editor of the Worthington (Minn. ) 
Globe. He then rejoined the Trib- 
une, and was statehouse corre- 
spondent and news editor before 
becoming a special assistant to the 
executive editor on Jan. 4. 

Mr. Knebel was born in Day- 
ton, Ohio. He was educated in 
public schools in Dayton, Chicago, 
and New York. He graduated 
summa cum laude from Miami 


University, Oxford, Ohio, in 1934 
end was elected to Phi Beta Kap- 
pa. He worked in Coatesville, Pa., 
Chattanooga, Tenn., and Toledo, 
O., before joining the Cleveland 
Plain Dealer in 1936. A year 
later he joined that newspaper’s 
Washington bureau. 


Ss 
Pressmen Get Raise 
SAN Francisco — Increased 


wages of $1.40 weekly are pro- 
vided newspaper pressmen here 
in a newly-signed agreement. ITU 
members here will vote July 16 
on a contract providing a similar 
increase. In Los Angeles, the scale 
committee has submitted to the 
ITU for approval a contract call- 
ing for a $1.50 weekly or four 
cents an hour increase applicable 
to the Los Angeles Examiner, 
Herald & Express and Daily 
News. 
. 


Mrs. McDonald Killed 


SAN FrRANcisco—Mrs. Jack Mc- 
Donald was killed and her hus- 
band, vetéran San Francisco Call- 
Bulletin sports editor, suffered se- 
vere shock when the McDonald 
auto overturned on a rain-swept 
Nevada highway July 2. 








John R. Reitemeyer, publisher of the Hartford Courant, starts the 

Courant’s new five-unit Wood press for the first time July 2. Press 

is installed in the Courant’s new building on Broad Street into which 

the mechanical department was moved that day. Left to right: Merwin 

Pierce, mechanical superintendent; Samuel Ziff, pressroom foreman; 

Mr. Reitemeyer; Henry J. Conland, production manager, and Herbert 
Tubbs, stereotype foreman. 


| Hartford Paper 


Moves Into 
New Plant 


Hartrorp, Conn.—The Hart- 
ford Courant, America’s oldest 
newspaper in continuous publica- 
tion, began publication at its new 
plant on the outskirts of the city’s 
business district Monday morning, 
July 3. 

The newspaper, which was 
founded in 1764, first set up a new 
Wood press in the basement sec- 
tion of its new home, and then be- 
gan moving the composing and 
stereotype department equipment 
on the night of Saturday, July 1. 
The mailing room followed on 
Sunday, July 2. 

Used Couriers 

The news and editorial depart- 
ments remained at the old building 
in the center of the city, and a 
special courier service was set up 
to transport copy between the two 
buildings, a distance of about a 
mile. During the course of the 
next few days and weeks, other 
departments of the paper will be 
moved to the new structure, which 
is located at 305 Broad Street. 

The advertising department was 
moved on Monday, July 3. The 
building being relinquished by the 
Courant has housed the newspaper 
for the past 70 years and is locat- 
ed only a few steps from the Old 
State House in the center of the 
city where the famous Hartford 
Convention was held in 1814. The 
new building is across the street 
from the State Armory and is only 
a short distance away from the 
State Capitol, the Supreme Court 
Building, the State Office Building 
and other state buildings. 

The new home of the Courant 
was purchased in 1945 and is be- 
ing extensively remodeled. It will 
be the eighth home of the news- 
paper since it was founded by 
Thomas Green. The new press 
and one that will be dismantled 
and transported to the new build- 
ing from the old plant are in the 
basement of. the new home; the 
first floor will be occupied by the 
circulation department and mailing 
room; the second floor houses the 
accounting and advertising depart- 
ments, in addition to the compos- 
ing and stereotype rooms; and the 
third floor will be occupied by the 
news, editorial ‘and executive of- 
fices. 

A huge crane was necessary to 
lift 21 teletypesetting machines 
and other heavy equipment 
through the fifth floor windows of 
the old plant. 


New Flint Office 


A new office building is under 
construction at 2546 Clark Ave., 
Detroit, for the Howard Flint Ink 
Co. The building is an ultra mod- 
ern two-story structure which will 
provide 14,500 sq. ft. for execu- 
tive offices. 
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** Snakes Coil and Leap When Striking” 


A snake when angered can strike from almost any posi- 
tion—but its longest strike is approximately only three 
quarters of its length. Despite popular belief, a snake 
cannot leap free of the ground. 


BSS SE ERE B 






**Freezing Spoils Canned Foods’”’ 


Incorrect! Freezing does not affect the wholesome- 
ness of canned foods, although in some cases it may 
cause slight changes in appearance or consistency. 
Many delicious desserts which are very popular are 
made by freezing canned foods. 











**A Corpse Is Necessary To Prove Murder” 


Corpus delicti means the “‘body”’ of facts of a crime— 
not necessarily a corpse. A man is convicted of murder 
when evidence indicates guilt “beyond a reasonable 
doubt.” This is, difficult without a corpse—but men 
have been convicted on testimony alone. 





**A Rusty, Dented Can Means Spoiled Foods ’” 


Incorrect! The canning process destroys the spoilage 
organisms,;and the hermetic seal protects the con- 
tents from contamination. As long as the hermetic 
seal is unbroken, dents or rust on the container have 
no effect on the contents. 





AS YOU KNOW, misconceptions like these 
are quoted widely and are accepted as fact... 
and it is to the public’s interest that the true 
facts about canned foods be brought to light. 


As the country’s largest single maker of cans for 
food and other products, we believe it is also 
important to us that these truths be brought to 
your attention. 


= 


AM ERICAN CAN CO. New York - Chicago - San Francisco 


No other container protects like the can 
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There's a Cause and a Cure 
For Errors in Advertising 


‘The Bride 
Wore Red,’ also short.” 
It’s obvious that error due to 


Some Collectors’ 


Items Point Up 


Need To Be Watchful of Ambiguity 


By Niel Plummer 


Head, Dept. of Journalism, University of Kentucky 


SO THE NEWSPAPER fouled up 
your advertisement, or at least 
the advertisement has been fouled 
up, and now your happily-planned 
piece of producing copy has 
turned into a collector’s item 
which is being passed around at 
the luncheon clubs with consider- 
able hilarity! 

What happened? Who did it? 
Were you or someone else at 
fault? If you are at least partly 
to blame, is there anything you 
can do to guard against a repe- 
tition? 

In other words, can anything 
be done about the matter of ad- 
vertisements, display and _ classi- 
fied, which too often backfire into 
unexpected items of humor? 

A Great Deal Can Be Done 

A study of the more common 
types of errors in advertising copy 
indicates that, indeed, a great deal 
can be done. Errors are not en- 
tirely a matter of chance. In fact, 
they are subject to a classification 
which places upon the copywriter 
considerable responsibility for 
their eventual happening. This 
classification is only two-fold, 
namely: errors due to ambiguity, 
and errors due to typography and 
makeup. Recognition of the un- 
derlying causes of ambiguity and 
appreciation of the typographical 
possibilities, if applied beforehand, 
will go far toward solving the 
problem. 

Take a look now at the follow- 
ing five little beauties taken from 
published classified advertise- 
ments. 


(1) For sale . . . Man’s large 
desk; secretary with drawers. 

(2) Obtain the best violin class 
instruction. Don’t buy a cat in a 
bag. Listen to me and my pupils 
over Station ———. 

(3) Wanted ... Man for gar- 
dening, also to take charge of 
cow who can sing in the choir 
and play the organ. 

(4) Girl who persuaded boy to 
take brindle bull is known. An- 
swers to the name of Buster and 
is black with white chest. 

(5) You are in no danger of 
accepting an inferior substitute for 
Times-Leader Classified Section, 
for there is none. 

The first thing to be noted 
about these five mishaps is that 
they are all attributable to am- 
biguity. Furthermore, each illus- 
trates, in its own way, a particu- 


lar type of ambiguity, and in this 
classification of causes of ambig- 
uity resides most of the troubles 
of misinterpretation of the adver- 
tising message. 

In the order presented above, 
these causes of ambiguity are (1) 
unintended innuendo; (2) non- 
sequitor or it isn’t necessarily so; 
(3) crowding; (4) troubles with 
antecedents; and (5) the negative 
or limitation of the field approach. 

Forewarned of their nature, the 
copywriter then should approach 
with caution any situation involv- 
ing any one of these because their 
lethal possibilities are only too 
positive once they get into print. 

Unintended Innuendo 

Take the matter of unintended 
innuendo illustrated in the first ex- 
amples of ambiguity. Of course 
the sale of the “secretary with 
drawers” is accurate as an item 
selling furniture, but its double 
meaning makes it a _ collector’s 
item. “Old Secretaries with hid- 
den drawers” and “Bureau for 
sale by woman with beech wood 
drawers” are legitimate sale pro- 
posals, too, but their innuendo is 
nevertheless clear. 

The unintended innuendo takes 
second place to no type of adver- 
tising mishap for pure cussedness 
and unalloyed embarrassment. 
Local idioms and slang must be 
given full consideration in guard- 
ing against it, and even then it 
will slip into the advertisement at 
the most unexpected moment. 
Take, for example, the advertise- 
ment which heralds great surprise 
and pleasure at “Women’s Bathing 
Suits as much as 2/3 off.” Bloom- 
ers and other unmentionables 
(which of course are mentioned) 
are even more promising items 
for this type of innuendo. 

So the unintended innuendo 
moves along blushingly: “Private 
Tutoring by Experienced Educa- 
tor; Will Go Home if Student 
Wishes;” and “Wanted .. . Billy 
Goat, must be reasonable;” and 
“IT am a capable nightwatchman, 
will take anything I can get;” and 
“General Manager for responsible 
position, a real worker, will leave 
honesty to others;” and “86th 
West—Lady, pleasant, sunny, (3 
exposures);” and “YOU CAN 
GET LOADED at the Crow Rock 
Mine now;” and “Wanted ... Man 
to cut meat and clerk;” and “Want- 
ed . . . Girl for Pressing;” and 


“Joan Crawford in 


unintended innuendo is a rugged 


customer and that it asks for 


little before it goes to work. 

Non-Sequitur Devilment 
Troubles from the second type 
of ambiguity, the non-sequitur, 
arise insiduously. Like the violin 
teacher’s inauspicious reference to 
a cat, non-sequitur devilment 
springs from a seeming conclusion 
which must be drawn from a pre- 
ceding statement—and invariably 
the conclusion isn’t exactly that 
which was expected. For example, 


“Young Lady operator, 
printer, at liberty; reason for 
change: editor’s son home from 
college;’ or “How about your 


sports togs? They need frequent 
cleaning and refinishing to be up 
to the minute. We can help you 
make a hole-in-one by the proper 
cleaning and _ pressing;’ or 
“Wanted ... to milk about seven 
cows, about 300 hens and enough 
hogs to eat up waste on the place 
on a 50-50 basis;’ or “Wanted 
. . . bookkeeper and typist, thor- 
oughly experienced; prefer one in 
silk underwear;” or “Large bed- 
room between two trolleys, near 
town;” or “For sale . . . mattress 
in use only a few weeks and large 
diamond engagement ring.” 
Guarding against this type of 
error calls for careful reading of 
advertising copy with full appreci- 
ation of the meaning it will have 
in type. All that non-sequitur re- 
quires of the writer is just a brief 
lapse in his thinking, and after 
that, all is lost. 
Too Much in Too Few Words 
Crowding, the third in the list 
of errors through ambiguity, is 
omnipresent because the use of 
space for advertising is a leading 
consideration each time an adver- 
tisement is written. So in the ex- 
ample of the gardener, the cow 
and its multiple duties, there is 


simply an attempt to say too 
much in too few words. When 
that occurs, watch out, because 


along with crowding often go 
others of the quintet of ambiguous 
troubles. 


Observe some examples 
crowding: “For sale - com- 
bination gas range, woodheater 
and bed springs:” and “Capable 
woman will cook, housework, chil- 
dren or elderly people;” and 
“Wanted . . . Lady to tutor Eu- 
ropean lady and tabletop stove;” 
and “At Auction Tomorrow... 
150 hogs, 10 boards all breeds, 
balance all fall pigs by the same 
man, who had pigs here last Sat- 
urday.” 


The fourth of the errors of am- 


of 








How to Give Lumps 
To the Opposition 
When newsgal Ann Sullivan 

of the Oregonian generously 

offered reporter Mary Ann 

Campbell of the Journal a ride 

back from an international re- 

lations conference held at Reed 
college, the opposition really 
took a tumble. 

The door flew open on a 
curve giving Mary Ann a lump 
on her head, torn purse, stock- 
ings and coat. 





biguity, 
well 


antecedent trouble, is 
known to everyone who 
writes. By its nature it arouses 
long slumbering grade _ school 
rules on grammar. Remember, 
“A pronoun must agree in num- 
ber and gender with its ante- 
cedent?” Remember the point 
that a noun or a pronoun only 
may serve as an antecedent to an 
idea set forth in a phrase or a 
clause? 

Perhaps there is a_ haunting 
memory about a rule which points 
out that an idea, given in a 
phrase or a clause, cannot be 
used as antecedent or a relative 
clause, but that this service must 
come from a noun or a pronoun. 

Beware Indefinite ‘Who’ 

It all boils down to the fact 
that you cannot have an indefinite 
“Who” wandering around in copy 
unless you are prepared for the 
worst, and the same goes for most 
pronouns. Look at this: “For 
sale . . . Baker’s business; good 
trade, large oven; present owner 
has been in it for seven years; 
good reasons for leaving.” 

And again: “Girl wanted ... 
Apply at dispensary, who can sew 
buttons on the third floor.” The 
possibilities for antecedent troubles 
are endless, and though they 
are not as frequent in advertising 
copy as in news reports, when 
they do occur they may well ap- 
proach top rank for amusement 
and embarrassment. 

Ambiguity arising out of the 
negative approach is, perhaps, 
as easy as any to guard against. 
The caution is simply this: when 
a negative idea is included in the 
advertising copy, watch out. No, 
none, only and such negative or 
exclusive concepts are neat booby 
traps for the copywriter. 

Imagine the consternation of 
the restaurant operator whose ad- 
vertising effort proudly an- | 
nounced: “What a treat is in store 
for those who dine here. It’s im- 
possible to prepare a_ palatable 
meal for the price we ask.” 

Or again: “Do not confuse our 
store with other unreliable shops,” 
or “Why go elsewhere to be 
skinned? Come to us!” You have | 
only once to assure your custom- 
ers solemnly that never before 
have you presented such bargains 
and then have your price line 


(Continued on page 28) 
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You are cordially invited to visit the exhibit of the 
Lanston Monotype Machine Company at the Sixth 


Educational Graphic Arts Exposition in Chicago. The 
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latest Monotype equipment in Typesetting and Type-Casting 
machines, as well as Photo-Mechanical equipments, 


will be displayed in booths 411 through 417. 
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YEYBOARD AND COMPOSITION CASTER 


MATERIAL MAKING MACHINE 


GIANT CASTER 


PHOTO-COMPOSING MACHINE 
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‘Round Table’ 
Scripts Ready 
In One Hour 


WASHINGTON — The University 
of Chicago announced here last 
week a fast and unique servicing 
of the texts of its radio Round 
Table to wire services and daily 
newspapers. Broadcast over a na- 
tionwide network Sundays 1:30- 
2:00 p.m. EDST the Round 
Table has been a source of spot 
news for the 20 continuous years 
it has been on the air. 

Outstanding authorities who ap- 
pear as participants do not have 
scripts. This makes prebroadcast 
news coverage impossible. To 
overcome this, the University has 
been experimenting for a year and 
a half with several methods of 
making texts available as soon as 
possible after broadcast. They 
have made more than six test runs 
here in Washington during that 
time. By working with Washing- 
ton Bureau chiefs of dailies and 
the wire services, a satisfactory 
time schedule has been set for de- 
livery to the desks by 4:30 p.m. 
EDST. 

The next move was to overcome 
mechanical and editing factors as 
against the time. It was found 
that applying the citydesk-compos- 
ing room relationship of a daily 
mewspaper proved the most suc- 
cessful. 

Ward & Paul, largest of Wash- 
ington’s court reporting firms, to- 
gether with engineers of the Dic- 
taphone Company were given the 
problem of mechanical operations 
and they developed a_ schedule 
which produces as many copies of 
the texts as are required, within 
an hour after the Round Table is 
off the air. 

The service, which is free to 
the news services and major 
dailies, will be put into operation 
for a series of important programs 
commencing July 9, in coopera- 
tion with the American Friends 
Service Committee. 

This particular series of five 
programs on “Proposals for Peace” 
has created a new factor. Editors 
of Editorial pages of 150 daily 
newspapers will bave the com- 
plete texts on the following morn- 
ing well before noon. This has 
been worked out by a close air- 
mail-special delivery schedule out 
of Washington. 

George E. Probst, Director of 
Radio for the University an- 
nounced that Stuart Haydon, vet- 
eran newspaper editor, will have 
direction of the news service from 
Washington. 


w 

Carey Joins G.N.&G. 

Paul A. Carey has joined the 
copy department of Geyer, Newell 
& Ganger, Inc., the firm an- 
nounced this week. Mr. Carey 
previously was on the staff of 
Fletcher D. Richardc, Inc. and 
Federal Advertising “Agency. 
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Cause and Cure 
For Ad Errors 


continued from page 26 





fouled up in some ridiculous man- 
ner in order to appreciate the 
quality of the ambiguity due to 
the negative approach. If there 
is a bright side to the matter it 
will come only from a conclusion 
that everyone in town must have 
read your advertisement. 
Surprising Meaning 

Now the second general cause 
of trouble with advertisements is 
only a two-edged sword, but it 
cuts deeply from either direction 
after the copy has successfully 
survived the five-fold possibility 
of ambiguity. Here you must de- 
pend heavily upon the competent 
services of the publication’s proof- 
reader, but too often and too late 
that dependence has been blush- 
ingly betrayed. 

If your copy contains any word 
which is capable of new and sur- 
prising meaning by the simple 
process of dropping a letter, sub- 
stituting a letter, adding a letter 
or reversing the order of the let- 
ters, it behooves the advertiser to 
be on the alert. “Give him 
Christmas Shirt in the latest tex- 
tures and colors” has by the 
simple process of dropping a 
letter fouled up the situation be- 
yond hope of redemption. 

As a matter of fact, almost the 
entire list of fine salty four-letter 
words, with a few three-letter 
items joining in, have a way of 
intruding in the best planned ad- 
vertisement. 

By the help of inspired typog- 
raphy you can find yourself of- 
fering “Lovely Blooming Easter 
Pants;” your fine linoleum can be 
offered as “suitable for bathrooms 
and panties;” you can offer aids 
for doing ‘“Sousework;” your 
blinds become “blondes;” your 
winch service comes out “wench” 
service; your movie heroine is in 
love with “two bed men;” your 
bathroom becomes “badroom” 
and living room blossoms as “lov- 
ing room;” the assurance that you 
will treat customers right comes 
out “cheat them right;” the ridicu- 
lous price offering comes out just 
that—say $675,000 for that used 
car; lawful interest rates become 
“AWFUL interest rates;” while 
reasonable rates shows up as 
“reasonable rats.” 

Inspired Typography 

Typography can easily change 
your billowing suds to “bellowing 
suds;” your bargains in plates and 
bowls screams “bargains in plates 
and bowels;’ beads become 
“bears” and chaise lounges pop up 
as “chaste;” and you might as well 
leave town with your commercial 
assets which sneak in as “com- 
mercial asses.” Similarly bulk 
shows as “bunk;” buys as “boys;” 
change as “hang;” coral as “mor- 
al;” cots as “cats;” eight as “tight;” 
friends as “fiends;” fund as “fun;” 
hair as “heir;” held as “hell;” hose 


as “horse;” hospitality as “hostili- 
ty;” lace as “lice;” lines as “loins;” 
and must as in “You MUST see 
these bargains” flatters your cus- 
tomers as “you MUTS see these 
bargains.” 

Let it suffice to say that the 
combination of letters for typo- 
graphical mishaps knows no ab- 
solute limitation, and the unsus- 
pecting advertiser can prove the 
proposition by continuing to be 
unsuspecting. 

Now, just for the sake of avoid- 
ing further argument, suppose all 
the pitfalls of advertising have 
been successfully avoided to the 
point of final approval of the 
proof. The copy is clear of am- 
biguity and the typography has 
passed all tests, what now? Yes, 
a further involvement is possible. 
It lies in the placing of the adver- 
tisement on the page. For ex- 
ample, the offering of an alarm 
system against chicken thefts 
simply doesn’t rest happily next 
to the announcement of a chicken 
dinner offering by a church. 

Position Is Everything 

By the same token the sale of 
a nostrum calculated to pep up 
old men of 40 is a little at odds 
with the offering of maternity ser- 
vices; and the location of an oint- 
ment ad chortling “I’m Going to 
Have a Baby” rests uneasily be- 
neath a thrilling announcement of 
an important wedding or engage- 
ment; while “Expecting a Baby?” 
has quite an argument with the 
next advertisement which answers 
happily “Nope, I’m Waiting for a 
Nash.” 

Perhaps it was the typograph- 
ical error ‘which finally inspired a 
Pennsylvania photo shop to in- 
sert the following copy in its 
space: 

All Kinds of Photoquipic 
Egraphment! 
Sodaks for Kale 
Sownies for Brale 

We Also Have Potion Kicture 

Mammeras, Fodak Kilm, Bata 
Dooks 
Prodachrome Kints 
and Just About Any Other 
Mype of Terchandise 
You Can Monjer Up 
in Your Mind 

So watch your copy for am- 
biguity before you submit it for 
publication; check it again in the 
proof for undiscovered ambiguity 
and for typographical involve- 
ments, and then rest easily—un- 
less, of course, the unforeseen 
and unguardable placement does 
you in. 


. 

Lawyer Heads M & O 
MINNEAPOLIS—Election of J. B. 
Faegre as president and C. T. 
McMurray as executive vicepresi- 
dent of the Minnesota and On- 
tario Paper Co. has been an- 
nounced by R. H. M. Robinson, 
chairman of the Board of Di- 
rectors. Mr. Faegre, an attorney 
who has been associated with 
Mando since 1930, succeeds Don- 
ald D. Davis, who died June 7. 


BBB Cautions 
On Some Words 
Used in Ads 


THe NATIONAL Better Business 
Bureau this week clarified contro- 
versial definitions of products and 
services often misused in adver- 
tising. 

According to the Federal Trade 
Commision, NBBB said, the word 
“free” violates the law when de- 
scribing “merchandise sold or 
distributed in interstate commerce, 
that is not in truth and in fact 
a gift or gratuity is not given to 
the recipient thereof without re- 
quiring the purchase of other mer- 
chandise or requiring the perform- 
ance of some service inuring di- 
rectly or indirectly to the benefit 
of the advertiser, seller or dis- 


tributor. 
The FTC and some local Better 
Business Bureaus support this 


definition but the national bureau 
does not, NBBB said. The FTC 
definition has been the official 
position of a majority of the com- 
mission since Jan. 30, 1948. 

In other descriptive words, pri- 
vate policing of advertising carries 
the ball instead of FTC rules. 
Many ads, for example describe 
a fabric used in making tufted 
robes as “corduroy chenille.” The 
NBBB notes that such fabric gen- 
erally is neither corduroy nor 
chenille. It recommends using 
the word “tufted” as the true 
description. 

Bristles, it was noted, are from 
swine. Paint brushes should be 
plainly marked as part horse- 
hair when made of a mixture of 
bristle and horse-hair. Similar 
improper designations are found 
in syrup, where the ad describes 
the product as “maple syrup” 
when it is only partly made of 
syrup from the maple tree. And 
hats should not be listed as “im- 
ported” when only the hat body 
is from abroad. 

A more difficult problem for 
advertisers is the “mocassin.” The 
difference in construction of a 
mocassin and a welt shoe that 
looks like a mocassin, NBBB 
says, is important to the consu- 
mer because it effects wearing 
comfort. Only footwear in which 
the vamp passes under and 
around the foot, forming both 
the bottom and the sides, and 
with a U-shaped toe-piece on top, 
should be called a mocassin. 


o 

Times Index Is Out 

The 1949 edition of the annual 
News Index published by The New 
York Times, containing more 
than 500,000 separate news items 
in a cloth-bound volume, was com- 
pleted July 1 and is ready for 
distribution. This compilation of 
names and subjects in the news is 
contained in 1,175 pages, three 
columns wide. Joseph C. Gephart 
is editor in chief of the Index, 
published annually since 1930. 
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“LET’S TALK CLASSIFIED” 





Copenhagen 


Daily Has 


Ad Story Competition 


By Herbert W. Tushingham 


CAM, Camden (N. 


From across the _ Atlantic 
comes a Classified promotion 
event that would put a lot of 
our own efforts to shame. An out- 
standing accomplishment _attrib- 
uted to Tage Henius, CAM, Ber- 
lingske Tidende, Copenhagen, the 
oldest and largest daily newspaper 
in Denmark. 

Starting last October, continu- 
ing for 26 consecutive weeks, they 
conducted a “Classified Ad Story 
Competition.” The entire cam- 
paign appeared in the Classified 
Section supported by “attention- 
ads” on the display pages. It was 
a huge success, in fact so great 
that a Danish film company 
esked permission to make a mo- 
tion picture based on the stories 
entered. They intend to renew this 
venture next fall. 

700 Entered 

During the contest over 700 
Want Ad experience stories were 
received. Nearly 100 were pub- 
lished in the newspaper. The 50 
best stories will be published in 
booklet form for public distribu- 
tion. 

The people praised the idea and 
the experiences were packed with 
human interest accountings result- 
ing from Want Ads. Although not 
intended as a circulation builder, 
it did climb 15,000 and might be 
attributed somewhat to the con- 
test. 

During and after the contest 
period the Sunday Classified vol- 
ume increased from 20 to 40%. 
New individual records were set 
with the highest volume of Clas- 
sified in the 200 years the paper 
has existed. 

Every Sunday 200 kroner was 
given in prizes for the best Want 
Ad Story based on a_ personal 
experience or a remarkable re- 
sult from a Classified Ad in Ber- 
lingske Tidende. An _ ad-story 
could not exceed 200 words. 

Typical Prize Winner 

A typical prize-winning letter 
described: 

The village doctor fed up with 
complaints of his illegible hand- 
writing secretly purchased a type- 
writer at a financial sacrifice. 
Shortly after his wife released her 
secret of a child on the way. The 
poor doctor realized he now had 
to sell his typewriter as secretly 
as he bought it and inserted a 
Want Ad in the Berlingske Ti- 
dende. It was the same day Mrs. 
Doctor decided to buy a gift for 
her husband—a typewriter was 
just the thing. As .you would 
guess, the doctor found his wife’s 
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J.) Courier-Post 


answer among the replies. He had 
a friend effect the sale—on a 
credit basis and his “gift” awaited 
him the next morning. 

How can anyone ever question 
the reader-value of Want Ads 
when they give birth to human 
interest stories such as this? Just 
imagine having 700 such stories 
to report on. They are true-to-life 
experiences that make for excel- 
lent reading. And to think our 
newspapers pay considerable fees 
for outside material when we have 
such local happenings hidden be- 
tween the agate lines of the Want 
Ad section. 


Free Want Ads Click 

WHENEVER we come across a 
successful Classified promotion 
that not only works for the pres- 
ent but has definite effect on the 
future, it is worth a detailed re- 
porting. True, this is not a brand 
new idea, but it does have some 
new angles to make it even more 
effective. 

It concerns the second annual 
Boys’ and Girls’ Want Ad Week 
conducted by the Westchester 
County Publishers, Inc., of White 
Plains, N. Y. Raymond Dykes is 
the County CAM for their eight 
newspapers. 

Last year it was held two con- 
secutive weeks. This year they 
decided to have one week in the 
spring (March 13-18) and an- 
other week in the fall. All eight 
papers published the same promo- 
tion and sent out the same direct 
mail to all schools and youth or- 
ganizations or clubs devoted to 
boys and girls. 

Say It in 25 Words 

Want Ad Week offered free 
Want Ads to school children 16 
years or under. Want Ads were 
accepted for any number of days 
up to six, determined by the date 
the ad was received. All appeared 
under a 6-column illustrated head- 
ing, “Boys and Girls Want Ads,” 
with the limitation of 25 words or 
less. Name and address (telephone 
optional) had to appear. No ads 
were accepted by telephone. All 
ad orders had to have the age, 
school and note ‘of permission 
from a parent. The paper reserved 
the right to rewrite or reject all 
copy. 

In addition to accepting for sale 
ads of “things boys and girls use” 
they allowed them to offer their 
services to earn money, such as: 
running errands, walking dogs, 
baby sitting, etc. 

Each paper announced a three- 
fold purpose. To give our school 
age youth an insight into business 





Conscience Wins 
After 10 Years 


PorRTLAND, Ore. — Food Editor 
Nancy Morris of the Oregonian 
received an anonymous note and a 
$1 conscience money recently. The 
writer confessed that a decade ago 
in an Oregonian contest, her prize 
recipe was not “entirely original 
. . . I changed some parts, substi- 
tuting others of my own.” 

“Such pangs of conscience!” 
commented the present Nancy 
Morris. 





dealings. Impress them with the 
importance of the Want Ad in the 
life of the community. To gather 
some money for worth-while pur- 
poses. They asked for individual 
cooperation in bringing this news 
to the greatest number of chil- 
dren possible. 

“This promotion was a tre- 
mendous success,” reported Dykes. 
“Adding the privilege of ‘service 
ads’ was a great asset. We had a 
high school boy offering to si- 
monize cars; another attending a 
baking school warited an after- 
school job as a baker’s helper; a 
girl offered to teach piano to be- 
ginners; another to exercise horses. 
Even a 10-year elementary school 
boy would recite ‘Shakespeare’ at 
parties. 

“We have received many letters 
from schools, organizations and 
parents commending us on this 
wonderful training. We now get 
into many homes to ‘sell’ want ads 
where we have never succeeded 
before. What more could be asked 
of any promotion?” 

” 


Real Estate Editors 
Announce Contests 


President Garrett Winter of the 
National Association of Real Es- 
tate Editors has announced the 
third annual competition to be 
sponsored by NAREE for “Best 
Real Estate Page of the Year,” 
“Best Real Estate News Feature” 
and “Best Real Estate Page In 
Color.” 

“The realty page in color con- 
test is a new phase of the compe- 
tition,” Mr. Winter, real estate 
writer for the New York World- 
Telegram & Sun, said. 

Judges in the competition, he 
announced, will include Robert 
U. Brown, editor of Epiror & 
PUBLISHER and president of the 
New York Professional chapter of 
Sigma Delta Chi; Oliver Gram- 
ling, assistant general manager of 
Associated Press and jmmediate 
past president of the Sigma Delta 
Chi chapter, and a third judge to 
be named later. 

Competition deadline is Satur- 
day, Oct. 14. Entries (no more 
than three in any one contest) 
must be submitted to Lee E. 
Cooper, real estate editor of the 
New York Times. 

Contest winners will receive 
certificates at NAREE’s annual 
meeting Nov. 13 at Miami Beach. 


Stanley Barnett 
Heads ASNE 
Program Group 


Stanley P. Barnett, managing 
editor of the Cleveland (O.) Plain 
Dealer has been named program 
chairman for the April, 1951, 
meeting of the American Society 
of Newspaper Editors. His ap- 
pointment marks a departure from 
the customary procedure of nam- 
ing a Board member to the post. 

Others on the program commit- 
tee are: John D. Pennekamp of 
the Miami (Fla.) Herald, Richard 
W. Clarke of the New York News, 
George W. Healy, Jr., of the New 
Orleans Times-Picayune, Melville 
Ferguson of the Philadelphia (Pa.) 
Bulletin. Ben Reese of the St. 
Louis (Mo.) Post-Dispatch, Dale 
B. Stafford of the Detroit (Mich.) 
Free Press, F. W. Brinkerhoff of 
the Pittsburgh (Kan.) Sun & Head- 
light, John O’Rourke of the Wash- 
ington News, Laurence L. Winship 
of the Boston (Mass.) Globe and 
W. R. Walton of the South Bend 
(Ind.) Tribune. 

Committee on ‘Art. 17’ 

Editor Erwin D. Canham of 
the. Christian Science Monitor, 
who suggested that a committee 
be appointed to study Article 17 
of the Covenant of Human Rights 
before final action by the UN As- 
sembly, will head such a group. 
Others to serve with him are Louis 
B. Seltzer of the Cleveland (O.) 
Press, John S. Knight of Knight 
Newspapers, J. Donald Ferguson 
of the Milwaukee (Wis.) Journal, 
W. S. Gilmore of the Detroit 
(Mich.) News and Joseph Pulitzer, 
St. Louis (Mo.) Post-Dispatch. 

Other committee appointments 
by President Dwight Young in- 
clude: C. G. Wellington of the 
Kansas City (Mo.) Star, chairman 
of nominations for the 1951 con- 
vention; Herbert Brucker of the 
Hartford (Conn.) Courant and 
N. R. Howard of the Cleveland 
(O.) News, ASNE representatives 
on the Accrediting Committee of 
the American Council for Educa- 
tion in Journalism; Walker Stone 
of Scripps Howard Newspaper Al- 
liance, assisted by John C. Henry 
of the Washington Star, head of 
the Washington committee; and 
James S. Pope of the Louisville 
(Ky.) Courier-Journal, chairman 
of the Freedom of Information 


committee. 
& 


New Council Ads 


A new public service advertis- 
ing campaign to promote fire pre- 
vention will be launched shortly 
by the Advertising Council, T. S. 
Repplier, Council president, an- 


‘nounced this week. Erwin, Wasey 


& Co., Inc., ad agency, has volun- 
teered to prepare the materials. 
D. W. Stewart, manager of adver- 
tising division, Texas Co., will be 
volunteer coordinator. Special 
mats are expected for Fire Pre- 
vention Week, Oct. 8-14. 
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Rose Reaches 50th Year 
As Chicago Circulator 


By George A. Brandenburg 


Louis H. Rose, who started as 
a “bootjacker” and today is di- 
rector of circulation of the Chi- 
cago Tribune and a director of the 
Tribune Company, observed his 





Louis H. Rose 


50th anniversary as a circulator 
on July 4. He will be 70 years 
old, Aug. 21, and he will chalk 
up his 40th year with the Tribune, 
Sept. 27. 

During the half-century span 
that “Louie” Rose has sold, so- 
licited and directed the sale of 
newspapers in Chicago and sur- 
rounding territory he has wit- 
nessed many significant changes 
in circulation methods. Home de- 
livery didn’t amount to much 
when he started with William 
Randolph Hearst’s Chicago Amer- 
ican. Today, home delivered cir- 
culation lumps heavy in the news- 
paper field, both morning and eve- 
ning. 

Began As Newspaperboy 

Horse and wagon delivery to 
corner men, distributors and to 
trains has given way to motor 
trucks, buses and planes. The 
whole tempo of circulation serv- 
ice has stepped up in accordance 
with modern transportation. Yet, 
when World War II came, and 
gas and tire rationing entered the 
picture, the Tribune—first to mo- 
torize its delivery in Chicago—was 
the first paper to return to horse 
and wagon delivery to corners and 
stores. 

Born in Chicago, across the 
street from where the LaSalle 
Street railroad station is now Jo- 
cated, Louis Rose began selling 
papers when he was 11 years old. 
He had a grammar school educa- 
tion and one year in high school 
before he became a “full-time” cir- 
culation man. 

As a youngster, he used to hang 
around what was then known as 
the Chicago Daily News “alley,” 
where papers were doled out to 
corner boys. Across from the 
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Daily News was Java John’s Junch 
room, where hustling bootjackers 
and delivery drivers could get 
“sinkers and coffee” for a nickel. 

In those days, the Daily News 
was a leading classified advertis- 
ing medium and old Sth Avenue 
(now Wells Street) was crowded 
each morning with men seeking 
the first edition that would carry 
the help wanted ads. Young Rose 
had a friend in the late Charles 


Levy, Chicago circulator, who 
would extend “credit” to the 
youthful bootjacker who could 


easily sell his 200 copies to the 
waiting throngs. 

Mr. Levy took a special interest 
in Louis Rose. When the Amer- 
ican started, Mr. Levy introduced 
Louis to the late Max Annenberg, 
then in charge of city delivery. 
Mr. Annenberg gave this young 
man a job “hustling” papers at 
5th Avenue and Madison for 
$1.00 a day. The American had to 
establish its own corner street 
sales when it entered the field. It 
was a rough and tumble era and 
young Rose always kept a “Juck 
horseshoe” handy, in case of 
trouble. 

Max Annenberg, later destined 
to become director of circulation 
of the Chicago Tribune and the 
New York News, also took a Jik- 
ing to Louis, first promoting him 
to a home delivery solicitor and 
later to wagon driver. Young Rose 
was ambitious to get ahead and he 
handled “top and bottom” deliv- 
eries—meaning the first and Jast 
editions. Mr. Rose later became 
a branch manager on the South 
Side in Chicago. 

Mr. Rose met Mr. Annenberg’s 
sister and a romance developed. 
Louis wanted to get married, but 
he needed more money, so Annen- 
berg arranged with Barney Yokel, 
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American circulation manager, for 
Louis to become a road man, con- 
tacting wholesalers. The pay was 
$14 a week, plus $14 weekly al- 
lowance for hotel rooms. “You 
could get a nice room in those 
days for 50 cents a night,” ex- 
plained Mr. Rose, “so I could 
afford to get married on such an 
arrangement. As traveling repre- 
sentative, Mr. Rose helped to con- 
solidate many of the news agen- 
cies in the Midwest area. He Jater 
became country circulator. 

When Max Annenberg went to 
the Tribune in 1910 as circula- 
tion manager, Mr. Rose later 
joined the Tribune, where he 
continued to work under the di- 
rection of his brother-in-law, Max. 

“He was my teacher and, in my 
opinion, he was the greatest cir- 
culation man of all time,” com- 
mented Mr. Rose to E&P in pay- 
ing tribute to Mr. Annenberg. 

Becomes Circulation Manager 

Mr. Rose became country circu- 
lator for the Tribune. Also associ- 
ated with him was Saul Hershen- 
horn, now circulation manager of 
the Tribune under Mr. Rose. Mr. 
Annenberg later appointed Mr. 
Rose as his assistant and when the 
former was transferred to New 
York to direct the circulation 
building of the new tabloid, New 
York News, and the new maga- 
zine, Liberty, also founded by the 
Tribune organization, Mr. Rose 
became Tribune circulation man- 
ager in 1925. 

He motorized the Tribune’s de- 
livery service in 1927 and con- 
tinued to build circulation, daily 
and Sunday, upon the solid foun- 
dation established by Max Annen- 
berg. Tribune circulation has 
grown from 188,000 daily and 
337,000 Sunday in 1910 to in ex- 
cess of 925,000 daily and 1,500,- 
000 Sunday in 1950. 

Ivan Annenberg, son of Max, 
who died in 1941, is now circula- 
tion director of the New York 
News. Stanley Rose, son of Louis, 
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is first assistant circulation man- 
ager of the Tribune under Mr. 
Hershenhorn. Mr. Rose also has 
a daughter. 

The elder Rose is still actively 
in charge of Tribune circulation. 
He’s 70 years “young” and he is 
as eager today for “new business” 
as he was as a corner boy with 
200 papers under his arm. 

Mr. Rose is an organizer and 
has the ability to direct men in 
the circulation field. He learned 
how to handle men while a branch 
manager for the American. To- 
day, he directs the operations of 
the Tribune circulation staff, in- 
cluding 1,050 employes in the cir- 
culation, mailing and delivery de- 
partments. 

Over the years, Mr. Rose has 
won the respect of his Tribune 
associates in the news department 
regarding what type of news and 
features sell the paper. He is fre- 
quently consulted by Tribune edi- 
tors on such matters because of 
his judgment as to what makes a 
good saleable editorial product. 


Carrier Honored 

John H. Conner, a 17-year-old 
Rochester (N. Y.) Times-Union 
carrier, was honored July 2 for 
his voluntary efforts to promote 
an understanding of the American 
economic system in a ceremony in 
the offices of Charles E. Wilson, 
president of General Electric Co. 

Mr. Wilson presented the youth 

(Continued on next page) 
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with the millionth copy of the 
Advertising Council’s “Miracle of 
America” booklet, and inscribed it 
as follows: “To John H. Conner, 
an enterprising business man—but 
more importantly, a fine Ameri- 
can.” The G. E. head is chairman 
of the council’s industries advisory 
committee. 

The boy heard of the booklet, 
which explains the workings of the 
American economic system in 
simple terms, in a radio broadcast 
and asked the council for 100 
copies to distribute along his 
Times-Union newspaper route. 
The boy also distributed copies 
to his schoolmates at Edison Tech- 
nical Industrial High School in 
Rochester. 

The youth was on a three-day 
sightseeing trip as a guest of the 
council. 


Flying Newsboy 

Al Newby of Bozeman is Mon- 
tana’s first aerial newsboy. Since 
last Jan. 22 he has been “bomb- 
ing” rural homes in the Gallatin 
valley with copies of the Bozeman 
Sunday Chronicle. 


New NBA Bldg. 

Signing of a long-term lease on 
a modernistic brick building in In- 
dianapolis, is announced by the 
Newspaper Boys of America, Inc., 
and its subsidary the NBA Bind- 
ery. 

The new one-story building 
provides approximately 8,500 
square feet of floor space. 


Carrier Activities 

Eleven hundred Buffalo Courier- 
Express carriers attended the sec- 
ond annual C-E newspaperboys’ 
picnic at Chestnut Ridge Park. 
Highlight of the day’s activities 
was the presentation of ten college 








WHERE YOUR ADVERTISING DOLLAR 
RUNS A WINNING RACE 


It’s your best advertising bet! Although Dallas is the 20th U. S. 
city in population, The Dallas News ranks up with the best of 
U. S. morning newspapers in advertising linage. It’s 2nd in 
Department Store linage, 5th in Automotive, 6th in Retail, 7th 
in Classified, 7th in Total Display, and 7th in Total linage!* 
Good common horse sense will tell you what these figures prove 


.. that The Dallas News is a sure thing for advertising results! 





scholarships to carriers. 
Four Indiana youths, all veteran 


carriers for the Indianapolis Star, | 


are assured college educations be- 
ginning next fall— with a good- 


sized chunk of the costs to be paid | 


by the Star. 


YOUR MARKET 
and 
CANNED MEAT 


"Regional Variations in the Home 
Consumption of Canned Meat," just 
released, charts the acceptance of 
nine different types of canned meat 
in different parts of the U.S. It can 
help you evaluate—and sell—your 
own market for each type. Extra 
copies available to Bureau member 
newspapers at cost—IOc a copy. 


Bureau of Advertising, ANPA 
570 Lexington Ave., New York 22 


This space contributed by 
The Philadelphia inquirer 








More people buy The Dallas News... 


More people read Ss The Dallas News 


| than any other Dallas paper. 


*% 4 days a week, 4 months 1950 


Che Dallas Morning News 


CRESMER & WOODWARD, INC., Representatives 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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RADIO AND TELEVISION 





Meighan (CBS) Gives 
High-Powered Sales Talk 


By Jerry Walker 


MANY A NEWSPAPER executive 
taking on the responsibilities and 
problems of a broadcaster looks 
up to Howard S. 
Meighan, for he’s 
a big man—one 
of the biggest— 
in radio. What's 
more, he bubbles 
with big ideas. 

Mr. Meighan’s 
towering six-feet- 
six stature makes 
it easy for him 
to look down on 
the petty peeves 
of the broadcast- 
ing business (and that includes 
television today), while he con- 
templates the solution to major 
headaches which fall into the lap 
of a vicepresident and general ex- 
ecutive of the Columbia Broad- 
casting System. 

Up there in the ultra-high fre- 
quencies, Mr. Meighan’s brain 
functions efficiently and rapidly. 
To give off some of the ideas he 
generates for the benefit of fellow- 
broadcasters, Mr. Meighan finds it 
necessary often to settle down to 
a physical slump in his office 
chair, drape his long legs over 
the arms thereof, and look the pa- 
tient, of lesser stature, square in 
the eye. 

A Salesman’s Book 

Primarily a salesman, and a 
No. 1 one, as radio salesmen go, 
Mr. Meighan harps on one theme 
with the CBS corps. So often has 
he quoted from and recommended 
a certain- book as “must” reading 
that some of his colleagues will 
insist that Mr. M. was a lawyer 
before he got into radio 21 years 
ago. 

“If you want to be a good suc- 
cessful salesman,” Mr. Meighan 
advised, “pick up a copy of ‘The 
Art of Cross-Examination’ and 
study it. Some Yale professor 
wrote it.” 

The CBS-fostered legend of Mr. 
Meighan’s career in the law could 
only be dispelled by a look at the 
record. He was graduated from 
Columbia University in 1928 and 
joined the J. Waiter Thompson 
Co. advertising agency that year. 
In 1930 he became vicepresident 
‘in charge of station relations for 
Scott Howe Bowen, Inc. and in 
1933 he joined J. Sterling Getchell, 
heading that agency’s radio de- 
partment. 

In 1934, CBS records show, he 
was an account executive in Radio 
Sales. Then follows:-+1939, eastern 
sales manager of radio sales; 1945, 
director of station administration; 
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Meighan 


1946, vicepresident in charge of 
station administration; 1947, vice- 
president in charge of Columbia- 
owned stations; 1948, vicepresi- 
dent and general executive; 1949, 
Hollywood, where he is now the 
network’s chief executive officer 
on the West Coast. 
Time and Space Plus 

While packing his copy of “The 
Art of Cross-Examination” for 
reading during a _ coast-to-coast 
jaunt, Mr. Meighan expressed 
some ideas about this radio-TV 
business which he thought news- 
paper publishers might weigh a 
little bit if they get into broad- 
casting or if they’re already in it. 

The emphasis, of course, is on 
selling. The radio station’s sales 
staff ought to be entirely separate 
from the group which goes after 
linage for the newspaper. That’s 
No. 1 in Mr. Meighan’s counsel. 
Next, he’d insist on the radio 
salesmen (and newspaper advertis- 
ing salesmen, too) reading that 
book by a Yale professor. 

Before they ever approach a 
prospective sponsor the station 
salesman, under Mr. Meighan’s 
training program, would equip 
himself to do a double job. The 
radio time salesman, says the 
Meighan code, must sell not time, 
but time plus use of time. 

It’s to the station’s advantage 
and to the sponsor’s benefit, Mr. 
Meighan believes he has proven in 
CBS packages which get audi- 
ences in continuing moods for 
certain types of entertainment— 
and sales talk. 

Studebaker and Marshmallows 


Mr. Meighan is a great advo- 
cate of this mood approach, yet 
he has the reputation of being the 
least moody of broadcasting brass. 
That is, until he comes across 
some announcer who is just ped- 
dling a line from a script, and 
not actually selling the sponsor’s 
product. 

On one of his frequent stop- 
overs in Madison Ave. on his 
California - New York commuta- 
tion ticket, Mr. Meighan laughed 
proudly about the time he col- 


lared a certain announcer in a 
Midwest studio and _ challenged 
him with the query: “Have you 


ever ridden in a Studebaker? .. . 
Well it’s no wonder you sound 
like you do reading that script! 
Get down to the nearest Stude- 
baker agency, borrow a car, drive 
it for several miles, then try read- 
ing that plug again . . . the way 
it should be read if you’re really 
trying to se'l something you Jike.” 

Whether Studebaker sales 


zoomed in that market, he didn’t 
say, but our big CBS executive 


followed through with his pet 
theory. He made another an- 
nouncer (a skinny fellow) eat a 
whole box of gooey marshmallow 
bars! 

Another fetish with Mr. Mei- 
ghan is simplicity—me-to-you—in 
sales conversation. He hadn't 
heard, up to this time, about Ru- 
dolph Flesch’s work in newspaper 
readability but he cut short the 
interview to go out and buy both 
Flesch books on the subject. 

He paused just long enough to 
get over that second point about 
newspaper advertising salesmen. 

“They would do a lot better 
job,” he insisted, “if they sold 
not just space, but space plus USE 
of space.” 

And read “The Art of Cross- 
Examination.” 
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Can't Destroy Old 
Papers In Italy 


RomE — Destruction of news- 
papers in order to prevent their 
distribution, even if the papers 
were purchased legitimately, has 
become a crime in post-war Italy, 
according to a recent ruling by an 
Italian Justice of Peace. 

This interesting legal decision 
comes from the small city of San 
Miniato, near Pisa, where a Fed- 
eral Judge recently sentenced a 
man to four months in prison be- 
cause he had destroyed all copies 
of a newspaper to prevent his 
neighobors in the nearby village 
of San Remo from reading about 
a general strike. 


Defense counsel, admitting that 
his client had destroyed all avail- 
able copies of the newspaper, de- 
clared that no crime had been 
committed. The copies of the 
newspaper, he said, had been pur- 
chased in the usual manner and 
therefore became the man’s per- 
sonal property, to do with as he 
wished. 

The Court, however, ruled that 
Pagani was guilty of violating 
Article 20 of the Italian press 
Laws, which states: “He who 
steals, or destroys a publication 
which has been printed in accord- 
ance with the Law, for the pur- 
pose of impeding its sale, distri- 
bution and dissemination may be 
punished by from six months to 
three years imprisonment.” 

However, Italian police censors 
seeking to enforce Italy’s restric- 
tive press laws suffered defeat 
when a Rome Magistrate’s Court 
freed a newspaper editor who had 
been ordered to stand trial for 
publishing an obnoxious book 
review. 
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Outdoor Ad Co. 


Named in Suit 


CuicaGo — Two civil anti-trust 
suits have been filed here in Fed- 
eral Court by the Justice Depart- 
ment, charging the outdoor adver- 
tising industry with restraint of 
trade and monopolistic practices. 

One suit accused General Out- 
door Advertising Co., with na- 
tional headquarters here, with 
monopolizing the billboard adver- 
tising business in about 1,500 
cities, towns and markets east of 
the Rocky Mountains, and agree- 
ing with its largest competitor, 
Foster & Kleiser, San Francisco, 
Calif., to operate only east of the 
Rockies while the latter firm op- 
erates only to the west. 

The second suit charges mem- 
bers of the Outdoor Advertising 
Association of America, Inc., the 
Outdoor Advertising Association 
of the Northern States, and 46 
state associations with eliminating 
competition by dividing the mar- 
kets among their members. The 
associations are also charged with 
conspiring to fix commissions pay- 
able to advertising agencies for 


securing contracts with national 
advertisers for association mem- 
bers. 


The law firm representing Gen- 
eral Outdoor Advertising Co., is- 
sued the following statement: 
“The company has scrupulously 
tried to observe and live within 
the anti-trust laws at all times. 
We are confident that we have 
done so. Respecting size, our vol- 
ume of business is a relatively 
small proportion of the total of 
the outdoor advertising medium. 
We are in no sense a monopoly 
and never have been. The charges 
are without factual or legal foun- 
dation.” 
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Award to Hearst 


Los ANGELES— William Ran- 
dolph Hearst was presented with 
the National Americanism Award 
of the Veterans of Foreign Wars 
at their annual convention, Santa 
Monica, June 26. David W. 
Hearst, publisher, Los Angeles 
Herald-Express, accepted the 
award for his father. 
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Now scientists at RCA Laboratories 
work with slivers of time too infini- 
tesimal for most of us to imagine. 
Their new electron tube, the Graphe- 
chon, makes it possible. 


For instance, in atomic research, a 
burst of nuclear energy may flare up and 
vanish in a hundred-millionth of a sec- 
ond. The Graphechon tube oscillograph 
takes the pattern of this burst from an 
electronic circuit, recreates it in a slow 
motion image. Scientists may then ob- 
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New RCA electron tube “freezes” 








movements that occur, and are ended, in millionths of a second! 


we'a soper te slice of time [ 


serve the pattern of the burst . . . meas- 
ure its energy and duration. 

With Graphechon we can watch fleeting 
phenomena which occur outside our con- 
trol. It is not only applied to nuclear re- 
search, but also to studies of electrical 
current... or in new uses of radar and tele- 
vision. Like so many products of RCA re- 
search Graphechon widens man’s horizons. 

* * * 

See the latest wonders of radio, television, 
and electronics at RCA Exhibition Hall, 36 
West 49th St., N. Y. Admission is free. Radio 
Corporation of America, Radio City, N. Y. 20. 


Saat 
Research like that which gave us the 
Graphechon tube accounts for the 
superiority of RCA Victor’s new 
1950 home television receivers. 


RADIO CORPORATION -f AMERICA 
World Leader in Radio — First in Television 
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JOURNALISM EDUCATION 





Merger Now Depends 
On Action By AASDJ 


By Dwight Bentel 


MERGING of the three national 
journalism education organizations 
now depends upon favorable ac- 
tion by the Association of Accred- 
ited Schools and Departments of 
Journalism at the joint national 
convention in Madison, Wis., Aug. 
28-30. 

The American Society of Jour- 
nalism of Journalism School Ad- 
ministrators, one of the other two 
groups, has formally approved the 
union, it is announced in the 
Bulletin being distributed to mem- 
bers of the organization. 

The third group, American As- 
sociation of Teachers of Journal- 
ism, voted for merger at the joint 
national convention in Minneapolis 
last summer. 

AASDJ and ASJSA voted for 
the proposition “in principle” at 
the Minneapolis meeting pending 
formal ratification by the mem- 
bership. 


ASJSA has voted for entering 
the over-all organization by mail 
ballet, its Bulletin announces, thus 
leaving only AASDJ to take the 
step. Dean Frank L. Mott of the 
University of Missouri has ex- 
plained that his group constitu- 
tionally is not able to take action 
on the proposal by mail, as did 
ASJSA. 

‘Merger Ceremonies’ 

The Administrators’ bulletin 
states that “merger ceremonies” 
will be part of the activities at 
Madison when the three groups 
meet as guests of the University 
of Wisconsin. Such “ceremonies,” 
however, are dependent upon a 
favorable vote at that time by 
AASDJ. 

AASDJ’s approval of the plan 
“in principle” at Minneapolis. was 
construed at that time by officers 
of the organization as a “commit- 
ment,” hence ratification of the de- 
cision is expected. 

Name of the new over-all orga- 
nization will be the Association for 
Education in Journalism. A nomi- 
nating committee headed by Neil 
Plummer of Kentucky and repre- 
senting all three organizations is 
now scanning the field for poten- 
tial officers. 

ASJSA and AASDJ, who will 
be “coordinates” within the over- 
all group and maintain their au- 
tonomy, will continue to elect of- 
ficers of their own organizations. 
In question is a provision in the 
AEJ constitution which creates a 
single secretary-treasurer for all 
three groups. 

Interpretations of the class will 
be discussed at Madison, with ob- 
jection expected to any interpre- 
tation that the co-ordinate organi- 
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zations do not administer their own 
treasuries. 

Ed Gerald of the University of 
Minnesota school of journalism, 
chairman of the merger committee, 
was largely responsible for the 
new constitution. 


Administrator Defends 
‘Small’ J-Schools 

DANDER of more than one 
“small school” journalism adminis- 
trator was raised by the Journalism 
Education column (E&P, June 17, 
p. 62) quoting respondents to a 
questionnaire who declared in con- 
siderable number that “there are 
too many schools of journalism.” 

Some of the respondents im- 
plied that there are “too many” 
small or unaccredited schools, 
some just plain said so. 

A number of those saying they 
believe there are “too many 
schools teaching journalism” were 
not administrators of accredited 
schools. Nevertheless the col- 
umn didn’t set well with a num- 
ber of small or unaccredited 
school administrators. Among 
them is E. E. Roberts of the de- 
partment of journalism of Beth- 
any college, who says: 

‘Employers Come Back’ 

“First, it seems to contend that 
only accredited journalism 
schools’ have any right to live. 

“Second, by inference, at least, 
it contends that only ‘large’ schools 
should presume to train journal- 
ists. 

“One glaring fault of every ‘ac- 
credited J-school’ and every large 
school of which I have any knowl- 
edge has been scrupulously con- 
cealed: to wit, the fact that (be- 
cause of this very ‘largeness’) in- 
dividual attention is next to im- 
possible. Students are not taught 
to write simple, effective English. 

“We are a very small ‘journal- 
ism school’ at Bethany College, 
but every graduate-major since 
that ‘school’s’ inception in 1936 
(save one) is working in the field 
of his major. We spend two years 
preparing each student for a par- 
ticular job—and he gets that job. 

“AND employers come back for 
more.” 

“This year we had 11 grad- 
majors, 10 of whom were em- 
ployed in good jobs befcre they 
graduated. The lowest started at 
$40 a week, the highest at $70.00. 
A third-year out man started with 
DuPont in Richmond at $4,800. 

“With only 14 years in teaching 
journalism we have majors head- 
ing AP and U.P. bureaus, majors 
editing agricultural and religious 
journals, a feature editor on Jour- 


nal of Living, education editor on 
Cleveland Press, an assistant pro- 
fessor at Yale, a former columnist 
on the Washington Post. We have 
had four majors accepted in three 
years by Pulitzer School—a rec- 
ord which the ‘accredited schools’ 
will find difficult to match. 

“Your own West Coast Editor 
is a graduate of Bethany—even be- 
fore we called journalism by its 
proper name. Four of our grad- 
uates have been considered good 
enough by four different accred- 
ited schools to be made teachers 
by them. 

“Now we have no quarrel with 
the ‘accredited schools’ and no de- 
sire to become accredited our- 
selves, but we do question the 
ethics of these schools and of E&P 
when they attempt to ‘smear’ all 
unaccredited schools in order to 
make it easier for their graduates 
to dominate the field. 

“Would it be too much for 
E&P to admit that there just might 
be some small, unaccredited 
schools of journalism that are do- 
ing a good job? After all, the so- 
called accrediting was done by the 
schools that are now accredited. 
They organized and accredited 
themselves—which is all right by 
us, but to assume a_ holier-than- 
thou attitude so soon is not all 
right.” 


Guide for J-Student 
Published by TDNA 

THe Texas Daily Newspaper 
Association has issued a 32-page 
brochure on “Newspaper Oppor- 
tunities” for use by the schools 
of journalism. 

The brochure, which is a prod- 
uct of the association’s program 
of cooperation with the Texas 
journalism schools, presents in pic- 
ture and text each type of news- 
paper activity which offers voca- 
tional opportunity. Editorial, cir- 
culation, advertising departments, 
the business office, mechanical de- 


partment, are considered, and 
“special opportunities” discussed. 
“Newspaper work, like any 


work, has its foundations in an 
humble day-to-day devotion to 
duty,” says a foreword. “However, 
when the basic lessons are learned 
and the humble tasks accom- 
plished there are special rewards 
that only the profession of jour- 
nalism can offer... .” 


Teachers College Offers 
Journalism Workshop 

For the first time in many 
years a course for the school 
journalism advisor will be offered 
at the 1950 summer session by 


Teachers College of Columbia 
University. 

The course is a workshop in 
school journalism and _ related 


communications arts. It is planned 
to meet the needs of teachers 
called on to organize and manage 
school newspapers and will be con- 
ducted in cooperation with the 
Columbia Scholastic Press Asso- 
ciation. Dr. William D. Boutwell 
will be in charge. 





Bright Flows 


Vacation Postcards 

THe Pottstown (Pa.) Mercury 
is running a summer feature 
titled “Vacationing With Mercury 
Readers.” It features cuts of post- 
cards sent in by subscribers on 
vacation in various parts of the 
country and the messages which 
appear on the back. 





Father of the Year 

More THAN 10,000 ballots were 
entered in the Charleston (W.Va.) 
Daily Mail’s “Father of the Year” 
contest, embracing 12 counties of 
southern West Virginia. Merchants 
donated $800 worth of merchan- 
dise to the winner. In another 
contest, 5,000 readers competed 
in guessing the Charleston 1950 
census. The Daily Mail awarded 
a $25 cash prize in that contest. 


Mutt Dog Contest 

More THAN 300 curried and 
scrubbed pooches vied for the 
crown of “King of Northwest 
Mutts” at the annual Mutt Dog 
Parade sponsored by the Young 
Oregonians, youth department of 
the Portland (Ore.) Oregonian. 
The youth group also sponsored 
a tennis clinic, with 300 beginners 
receiving instruction. News of the 
youth department appears in a 
daily column with stories by 
members of the Y. O. Reporters 
Club. 


Vacation Readers 

THE Camden (N.J.) Courier- 
Post helped to promote its summer 
circulation by running a news pic- 
ture showing a group of girls in 
bathing suits reading the paper at 
Ocean City while on vacation. 





Journalism Books 
Via Care-Unesco Plan 

IN RESPONSE to numerous re- 
quests from foreign colleges and 
high schools, journalism has been 
added to the categories of books 
which can be sent overseas through 
the CARE-UNESCO Book Fund, 
which provides-new American sci- 
entific and technical books for ed- 
ucational institutions in 20 Euro- 
pean and Asian countries. 

A desire to help establish a free 
and constructive press was voiced 
by the many institutions which 
listed journalism in the lists of 
book needs gathered by CARE 
representatives abroad. 


Heitman to Teach 
TuscaLoosa, Ala. —J. Russell 
Heitman, secretary-field manager 
of the Alabama Press Association 
for the past two years, and a fac- 
ulty member of the University of 
Alabama School of Journalism, 
has resigned to become head of 
the journalism department of the 
Texas Tech College at Lubbock, 
Texas. His resignation becomes 


effective Sept. 1. 
EDITOR & PUBLISHER for July 8, 1950 
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ASSOCIATION OF AMERICAN RAILROADS 
TRANSPORTATION BUILDING 
WASHINGTON 6, D. C. 


WILLIAM T. FARICY 


PRESIDENT 


July 6, 1950 


To the PRESS and RADIO: 


Subject: IMPROVING THE RAILROADS 





Another milestone in the railroads' never-ending search for 
improved methods was reached recently when a new million-dollar research 
laboratory built by the Association of American Railroads was opened on 
the campus of the Illinois Institute of Technology in Chicago. This labora- 
tory is the nerve center for research in the railroad industry. Here will 
be the headquarters for engineering, mechanical and shipping container 
research, as well as facilities for testing many other kinds of railroad 
equipment. 


This laboratory 1s just another example of how the railroads have 
carried on continuous research in every part of the railroad plant and equip- 
ment and in every phase of railroad operation since the very beginning of 
railroads in America. 


The net result we see all about us, in a railroad plant and rail-= 
road methods which are producing more and better service than the pioneers 
could possibly have dreamed of. 


But it is as true today as it ever was that the railroads are a 
product of research, and for this reason the kind of research which has given 
us the finest rail transportation system in the world is being carried on in 
more directions and with greater intensity than ever before. 


This research is being carried on by the railroads themselves, by 
the Association of American Railroads and by the manufacturers who supply the 
railroad industry. It is going forward in university laboratories, in techno- 
logical institutions and in railroad plants. It is also being conducted by 
railroad workers in offices and shops and out along the right-of-way where day= 
by-day operations are the real proving ground for technological advances. 


This broad program of research on the railroads is another assurance 
that we in America will have even safer, more dependable, more efficient and 


more economical rail transportation service in the years ahead. 


Sincerely yours, 


N Maas T fy 
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SYNDICATES 





UFS Signs ‘ L’il Folk,’ 
‘Howdy Doody’ Page 


By Jane McMaster 


TV’s “Howpy Doopy” has had 
about everything a little cowboy 
puppet could want. Friends (an 
estimated audience of 5,000,000 





Smith Stone 


small and large fry see him five 
days a week); memorabilia; mu- 
sic; and regular trips to the Ring- 
ling Bros. Barnum & Bailey circus. 

But this week UNITED FEATURE 
SYNDICATE announced plans to 
win him more friends. A “Howdy 
Doody” Sunday page will be ready 
for newspapers in early fall. 

Just to get the record straight 
on the “Howdy Doody” phenom- 
enon, flourishing since 1947, we 
went to see Martin Stone of Mar- 
tin Stone Associates. Mr. Stone, 
whose penthouse offices on 58th 
St. overlook Central Park, is co- 
owner with Bob Smith of the 
“Howdy Doody” TV show. He’s 
co-producer (with Roger Muir of 
NBC) of the show and controls 
the licensing rights. 

“I think this is significant be- 
cause it’s the first time a charac- 
ter originated on television has 
gone into the comic strip field,” 
said Mr. Stone looking toward the 
end of his office decorated with 
embattled books. Another show 
of Mr. Stone’s is “Author Meets 
the Critics.” 

The radio- video producer 
hastened to point out that he had- 
n’t forgotten “Hopalong Cassidy,” 
that other TV star. However, 
Hoppie was known in books, mo- 
vies and radio long before he hit 
the home flickers. On the other 
hand, “H D,” he said, is indubita- 
bly a TV baby. 

“I’m not sure it won’t be the 
beginning of a trend,” commented 
Mr. Stone of TV-comic strip get- 
togethers. “The impact of TV on 
children, especially, but adults too, 
is fantastic.’ 

Mr. Stone said he’d been ap- 
proached about a possible news- 
paper strip from time to time but 
he’d held off until he could de- 
velop one in his own office. The 
Sunday page, result of over a 
year’s work, will carry the by-line 
of “Chad” but will be the joint 
work of Chad Grothkopf, artist, 
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and Milt Neil, writer. Both are 
members of Martin Stone Associ- 
ates staff. 

As an added fillip, the Stone 
office expects to do a bang-up pro- 
motion job in newspaper towns. 
“Howdy Doody,” puppet friends 
and Actor Bob Smith will be on 
hand for personal appearances at 
launchings of the strip. 

* * 

“LrL FOLK,” gag-a-day about 
kids being readied by UNITED 
FEATURE SYNDICATE for early fall 
release, is a li'l 
strip. It’s just 
1% inches deep, 
and the width 
is three or four 
columns, instead 
of the conven- 
tional four or 
five. 

The space 
bogey had a lot 
to do with the 
size, naturally. 
Syndicate folk Schulz 
point out four columns can be ar- 
ranged two on two for a panel 
effect. 

Artist is 27-year-old Charles M. 
Schulz who learned his trade well 
from an art instruction corres- 
pondence course and a few night 
sketching classes at the School of 
Art in his native Minneapolis. 

He’s now an instructor at Art 
Instruction, Inc., and has made a 
number of sells to the Saturday 
Evening Post. He sold “Li’l Folks” 
(plural then) to the St. Paul Pio- 
neer Press as a weekly feature for 
two years. 


Groucho Looks At Serial 

GrRoucHO Marx poked his cigar 
into the syndicate field long 
enough to give an endorsement to 
a new Des MOINES REGISTER AND 
TRIBUNE SYNDICATE serial by Kyle 
Crichton. Mr. Crichton doesn’t 
look as glamorous as Kathleen 
Winsor, Mr. Marx points out, but 
“he’s still alive, which is more 
than I can say for Shakespeare, 
Dickens and Oscar Wilde.” 

The book, incidentally, is named 
“The Marx Brothers” and is ren- 
dered in 18 easy instalments. 


we 


Appeal Denied 

Hearst Corp. and King Fea- 
tures Syndicate have been denied 
leave to appeal a recent 3-2 deci- 
sion by the Appellate Division of 
Supreme Court in a $120,000 in- 
vasion of privacy suit brought by 
Mildred Fitzpatrick Sutton. The 
defense had lost a motion to dis- 
miss the complaint for insuffi- 
ciency. (E&P, June 17, p. 57.) 








Daily to Sponsor 
$45,000 Tourney 


PITTSBURGH — The Pittsburgh 
Post-Gazette Dapper Dan Club 
will sponsor the PGA National 
Championship tournament, golf’s 
biggest, in Pittsburgh in 1951. The 
richest PGA ever, $45,000, will be 
sponsored by the Post-Gazette 
Dapper Dan Club at the Oakmont 
County Club June 28 to July 4, 
next year. Al Abrams, P. G. sports 
editor, is president of the Dapper 
Dans. The Club has raised more 
than $100,000 for children’s char- 
ities through sponsoring sporting 
events. 





News and Notes 

WILLIAM MATHEws, editor-pub- 
lisher-co-owner of the Arizona 
Daily Star, Tucson, was due back 
June 29 after a two-week air trek 
to Tokyo and Korea. His dis- 
patches from Tokyo were dis- 
tributed by AP and a series of 
interpretative articles is being of- 
fered by West-Ways FEATURE 
SYNDICATE, Tucson. 

* 


Pearson Il 
WASHINGTON—Columnist Drew 
Pearson is a patient at George 
Washington Hospital here. Hos- 
pital authorities would not reveal 
the nature of his ailment. 
2 


Progress Edition 

The Racine (Wis.) Journal- 
Times issued a special “Half Cen- 
tury of Progress” edition June 30, 
totaling 98 pages. Each of four 
sections had a front page in color. 


o 
Nurse Campaign Begins 
The 10th nurse _ recruitment 
campaign of the Advertising Coun- 
cil is being handled voluntarily 
by the J. Walter Thompson Co. 


Names of Race 
News Users 
Placed in Record 


WASHINGTON — Thousands of 
names of individuals, clubs, news- 
papers, radio stations, and press 
associations which receive race 
track news through interstate com- 
munications have been placed in 
the record of the senate commit- 
tee probing nationwide gambling 
this week. 

The committee’s study was con- 
fined principally to Continental 
Press Service and its customers 
and sub-distributors, and while it 
made no finding as to the legality 
of use of the transmissions—that 
is, whether in promotion of off- 
track bookmaking—it has this to 
say of the “Independent Position 
of Press”: 

“At present the major press as- 
sociations rely to some extent upon 
CPA for racing news, i.e., entries 
and results. This dependence is 
explained by the fact that the 
CPS service is offered to them at 
such nominal charges, made pos- 
sible no doubt by the heavy 
charges levied against its other 
customers, and is not attributable 
to any inability on the part of 
those associations to obtain the 
news without the aid of CPS. On 
the contrary, as has been shown, 
each recognized press association 
could secure the news required 
for publication purposes  inde- 
pendently and at reasonable ex- 


pense.” 
s 


Sponsor Cruise 

BuFFALO, N. Y.—The Buffalo 
Courier-Express will sponsor an 
eight-day Saguenay River Cruise 
July 15 to 23 at an all-expense 
fare of $125. 





GIGS and GAGS 


Chet Adams 


Mollie Slott, Manager. 





Syndicate 


when peace came returned to the drawing ‘| 
board, added to his reputation, augmented 
his fame and following...draws one of 
today’s goofiest comic gag cartoons, 
where the reader recognizes the foibles 
of himself and friends—a favorite of 
the public and the circulation manager. 
For open territory, proofs, prices, write 


... during the war, Private Paskewitz, unkempt 
and unregimented, good for a guffah at the 
expense of captains and colonels, was 
a popular hero of GI Joe, appeared in 
Quartermaster’s Journal, and other service 
magazines, won its creator a Legion of Merit. £ 








Chicago Tribune-New York News 


News Building, New York 
Tribune Tower, Chicago 
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Honor Paxton, 


Ky. Publisher 
For 50 Years 


PapucaH, Ky. — Edwin J. Pax- 
ton, publisher of the Paducah Sun- 
Democrat, was honored by fellow- 





Mrs. Alben W. Barkley, wife of 

the Vice President, and Edwin J. 

Paxton, Paducah Sun - Democrat 
publisher. 


townsmen at a dinner June 30 for 
his 50 years of community serv- 
ice as a newspaper man. The din- 
ner was attended by 205 persons. 

Mr. Paxton became associated 
with the Paducah Evening Sun 
June 10, 1900, and before long 
was its editor and publisher. In 
1929 he bought the Paducah News- 
Democrat and merged it with the 
Sun, the name becoming the Sun- 
Democrat. 

Barkley Was Speaker 

Vice-President Alben W. Bark- 
ley was the principal speaker at 
the dinner honoring the 73-year- 
old Paducah publisher. 

Employes of The Sun-Democrat 
presented Mr. Paxton an oil paint- 
ing of himself and a Morocco- 
leather-bound scrap book. 

Citizens presented him with a 
gold plaque inscribed with a mes- 
sage of appreciation “for a half 
century of outstanding community 
service.” The Paducah Junior 
Chamber of Commerce gave the 
publisher a plaque for his service 
to the organization. 


Mr. Paxton is known as the 
father of the Paducah Junior 





Breakfast Briefs 


Senate Democrats apparently 
don’t intend to let the Republi- 
cans play an important role in 
the investigation of the link be- 
tween crime and politics. They 
don’t want the investigation car- 
ried on in a state of indignation 
or the state of Missouri. 


Our Department of Defense de- 
nies vigorously that there is any 
such thing as a flying saucer. 
Seeing, the department advises 
us, is not believing. 


From The Cleveland Plain Dealer 
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Chamber of Commerce. An 18- 
hole municipal golf course, built 
by the Jaycees with financial help 
and guidance from Mr. Paxton, is 
named in his honor. 
Serves Community 

Mayor Stuart Johnston pointed 
out that Mr. Paxton serves the city 
in three capacities—as chairman 
of the municipal water works 
commission, as a member of the 
Paxton Park board, and as a mem- 
ber of the city’s labor-manage- 
ment committee. 

Mr. Paxton received from Gov. 
Earle Clements of Kentucky a 


commission as a Kentucky Colonel. 

Lawrence Hager, publisher of 
the Owensboro Messenger (Ky.) 
and Enquirer, who entered the 
publishing business June 10, 1910, 
10 years to the day after Mr. Pax- 
ton started with the Evening Sun, 
and a 40-year friend of the Padu- 
cahan, spoke briefly at the dinner. 


Joins Metro Service 


The Washington (D. C.) Star 
has joined Metropolitan Group’s 
Editorial Service. 


Solves Zoo Crisis 

Denizens of the Portland (Ore.) 
Washington Park zoo finally got 
their daily bread ration, in spite 
of Portland’s bakery strike. Mon- 
keys, bears, camels and other 
tenants were down to the last 
frustrating crumbs when an Ore- 
gonian reporter and photographer 
reported the crisis. Thanks to the 
Oregonian’s report, Superintendent 
Jack Marks said groceries and 
restaurants made an initial contri- 
bution of 600 pounds of bread, 
which amount to about one 
week’s supply. 
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The life insurance business is built on 
the confidence of the public .. . so nat- 
urally we at Mutual Life are interested 
in keeping track of public opinion. 
To learn what people think of the 
life insurance business in general and 
The Mutual Life in particular, we 
conduct surveys . . . among our policy- 
holders, the general public, home office 
employees. And, coming up for a re- 
check this year, are surveys among 
branch office personnel, our own sales- 
men and the salesmen of competing 
companies. Each group is surveyed 


periodically—with sufficient time be- 
tween surveys for new opinions to form 
and impressions to take definite shape. 

Our basic question is an easy one: 
“What do you think of us?” This is ex- 
panded into questionnaires that cover 
many specific phases of our business 
. .. from selling methods to adminis- 
trative operation. The answers pro- 
vide us with many constructive sug- 
gestions. We value these surveys as 
one of our important contacts with 
those who influence our business 
directly or indirectly. 


THE MUTUAL LIFE 


INSURANCE COMPANY of NEW YORK 
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NOT AN EXPERIMENT 


LAST WEEK newspaper publishers in Wash- 

ington, D. C., signed a contract with the 
International Typographical Union giving the 
union jurisdiction over the operation of tele- 
typesetters and setting up a labor-manage- 
ment “Joint Experimental Committee” “to 
gather information relating to the operation 
of the devices and to work out procedures 
and conditions covering the introduction of, 
training for, proper manning requirements, 
standards of competency, scales of wages 
and other matters pertaining to their use and 
operation.” 

With all due respect to the Washington 
publishers who undoubtedly signed the best 
possible contract they could obtain, the oper- 
ation of teletypesetters is no longer an “ex- 
periment.” 

Dozens of newspaper plants around the 
country have been using these labor-saving 
devices for several years. The degree of com- 
petency required, rate of production, cost of 
operation, anything one would want to know 
is either a matter of public record or could 
be obtained easily. The teletypesetter is an 
important factor in newspaper production in 
many cities. 

We do not believe operation of the device 
should come within ITU jurisdiction although 
a few newspapers have. signed away that 
recognition. The people who punch tape for 
this machine should no more belong to a 
printers’ union than the people who operate 
similar machines in a Western Union or a 
press association office. What happens to the 
tape after it is punched is beside the point at 
question. — 

Granting jurisdiction to ITU as a bargain- 
ing device is a trick that may come back to 
haunt newspapermen who now look on it 
as a cheap and effective trading point. 


AD EXPENDITURES 


ELSEWHERE in this issue readers will find 

a listing of all national advertisers who 
spent more than $25,000 in newspaper ad- 
vertising during 1949. It is an impressive list. 

It is more impressive when examining the 
list of the “first 100” you realize that all of 
them spent more than $600,000 in that one 
medium during the year. 

There are 100 priceless testimonials backed 
up by dollar expenditures—such faith must 
- be deserved. 

Is this faith blind or proven? 

Well, the top 100 advertisers spent 47% 
more in the medium in 1949 than they did 
in 1948. That’s pretty strong evidence that 
these advertisers must have found it paid off. 

Go down the list and see how General 
Motors spent 62% —$10,000,000—more than 
the year before in newspapers. Ford spent 
84% — $6,000,000 — more. Chrysler spent 
273 % —$5,000,000—more. 

Those millions are not easily spent with- 
out reason. Newspapers must provide the 
reason because these advertisers and others 
are today spending more in that medium than 
they did in 1949. 

Then take a look at RCA which survives 
because of radio. This manufacturer of radio 
and television sets is buying 12 and 16-page 
newspaper sections to tell its story. 

Surely, newspapers have something the 
others don’t have. 
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For which of you, intending to build a 
tower, sitteth not down first, and counteth 
the cost, whether he have sufficient to finish 
it?—St. Luke, XIV; 28. 





BE PREPARED 


IT HAS been going on for two weeks now— 

this war in Korea—and so far there hasn't 
been any great press “incident.” It may be 
because the cold war has suddenly become 
hot in only one place. But it is certainly 
warm enough to make us think a little about 
“preparedness” for the main events, should it 
be upon us suddenly. 

To us on the East Coast the fighting in 
Korea is a long way off—it is difficult to im- 
agine that our troops, planes and ships are 
engaged in mortal combat. On the West 
Coast, the fighting is three thousand miles 
closer and the realization of the dangers is 
that much more evident. And yet, newspaper- 
men ply their daily trade in words in blind 
faith that controls “in the next war,” if it 
comes, will be just about the same as in the 
*41-"45 war. How do we know? 

What makes us think that in an atomic 
war we will have as much newsprint as we 
had last time even though production ca- 
pacity is much higher than then? Isn’t it 
possible newspapers might be forced to get 
along on less than half their World War II 
allotments because of manpower problems or 
newly-developed wartime uses for newsprint? 

What makes us think that security controls 
will permit voluntary censorship codes as in 
the last war? 

And how about censorship of news at the 
source? General MacArthur has started out 
in a modest way by asking the cooperation of 
correspondents in a voluntary plan. If the 
Korean “front” spreads out to other spots 
isn’t it likely that wartime censors will take 
over in a manner more strict than five years 
ago? 

We don’t happen to be among those who 
take the pessimistic view of the Korean epi- 
sode being the forerunner of a third world 
war. However, we are no more infallible 
than the next guy and for that reason we 
believe the press of the U. S. should attempt 
to obtain some answers to these questions. 

On another page of this issue a story from 
Washington reports that the National Se- 
curity Resources Board has various “blue- 
prints” available for varying degrees of con- 
trol depending on the size and type of emer- 
gency. 

We think leaders in the newspaper industry 
ought to visit Washington to find out the 
worst that might be in store for them. At 
least newspapermen ought to be on record 
as to what they think about such controls 
before they are made effective. 


UNION RESPONSIBILITY 


BEFORE members of the American News- 
paper Guild vote in referendum on the 
proposal to invest $50,000 of its surplus 
funds in cooperative newspaper publishing 
ventures with other labor unions, civic groups 
or private individuals, it may be well for 
guildsmen to consider their responsibility— 
along with other unions—to present em- 
ployers and to the public as a whole. 

It is one thing to claim deterioration of 
the newspaper publishing business from the 
standpoint of mergers and subsequent loss of 
jobs; but when the Guild joins with printing 
trades unions to pressure a newspaper to 
meet union demands, then the Guild is guilty 
of helping to destroy newspaper properties, 
or crippling them economically. 

What appears to be taking shape in New 
York is a concerted effort toward one union 
in the newspaper business—at best toward 
similar simultaneous contracts. If such is the 
case, then publishers must be prepared to 
meet this new type of “union unity” in fu- 
ture collective bargaining. Aside from the 
fact that international unions in the printing 
trades are openly violating their present con- 
tracts in the New York situation, there is the 
apparent danger of complete breakdown of 
conciliation and arbitration in future news- 
paper-union relations. 

The Guild has spoken of “monopolies” in 
the newspaper business. It should consider 
the much more dangerous and threatening 
monopoly it is helping to create among news- 
paper workers. 

If there is to be “one union” in the news- 
paper field, then the “security council” of 
that “United Union” must recognize its re- 
sponsibilities to the public. Newspaper pub- 
lishers must have some assurance, which they 
are not getting at the present in New York, 
that union officers and members can be 
trusted to honor their own contract. For 
without such a guarantee, how can press 
freedom be maintained? Pressure strikes can 
deprive the public of its right to know just 
as any other pressure group—economic or 
political—can force a newspaper to cease 
publication. And control of the raw material 
—whether it be newsprint, news or labor— 
is a sure way to throttle a free press—or to 
make it subservient to one point of view or 
one school of political thought. 

It is encouraging to note that delegates to 
the Guild convention in Washington last 
week voted down a proposal by Guild officers 
that the union publish its own daily news- 
paper. In support of that vote was a com- 
mittee report, warning that journalistic ethics 
would not be served if any labor union con- 
trolled its own newspaper. Journalistic efhics 
would be served even less if a powerful com- 
bination of labor unions is able to turn the 
free press tap on and off depending on the 
success or lack of success of its current eco- 
nomic demands. 


Existing newspapers should be exposed to 
competition if those cities can economically 
support more newspapers. If they can’t, the 
situation will soon return to the status quo. 
But for unions to close down existing dailies, 
through pressure strikes, and then seek to 
start cooperative publishing ventures, will 
only result in fewer independent daily news- 
papers. 
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PERSONAL 
MENTION 


Cot. RoBerT R. McCormick, 
editor and publisher of the Chi- 
cago Tribune, is the author of a 
new Civil War 
history, “The 
War Without 
Grant,” in which 
he reviews 21 
battles in which 
Grant did not 
participate. Col. 
McCormick is [7 
the author of & 
‘*Ulysses S. 
Grant,” a biogra- 
phy fully cover- 
ing Grant’s part 
in the war. The new book will be 
published in October. 

R. F. Hupson, Sr., publisher 
of the Montgomery (Ala.) Adver- 
tiser-Journal, has been appointed 
to membership on the Transpor- 
tation and Communications Com- 
mittee of the United States Cham- 
ber of Commerce. 

LAWRENCE’ Rosasci, former 
publisher of the Healdsburg 
(Calif.) Tribune, has purchased 
the Petaluma (Calif.) News. 

RosBerT W. JOHNSON, editor of 
the Wilkes-Barre (Pa.) Record, 
has been named a member of the 
board of directors and a member 
of the executive committee of the 
Wilkes-Barre Publishing Co. 

CHARLES A. SPRAGUE, publisher 
of the Salem (Ore.) Statesman, 
and W. VERNE MCKINNEY, co- 
publisher of the Hillsboro (Ore.) 
Argus, have been named to the 
advisory board of the Republican 
Statesman, new GOP magazine. 

WILLIAM SHANDS MEACHAM, as- 
sociate editor of the Norfolk 
(Va.) Virginian-Pilot and an edi- 
torial contributor to the New 
York Times and a former editor 
of the Richmond (Va.) Times- 
Dispatch, has been appointed by 
the State Department to attend 
the 12th International Penal Con- 
gress at The Hague, Holland, in 
August. Mr. Meacham was Vir- 
ginia’s first director of parole. 

HAROLD Essex, vicepresident of 
the Piedmont Publishing Co., pub- 
lishers of the Winston-Salem 
(N. C.) Journal and Sentinel, and 
A. A. Morissey, a reporter on the 
newspapers, have been named 
members of Gov. W. KERR 
Scott’s Traffic Safety Committee. 

Cot. Harry M. AYERS, pub- 
lisher of the Anniston (Ala.) Star, 
was honored by the dedication of 
a booklet describing the history of 
dairy farming in Calhoun County, 
Ga., to him for his “lifetime of 
profound thought, unfailing good 
counsel, generous support and jn- 
spiring leadership.” 

PHILIP MAXWELL of the Chi- 
cago Tribune received a certificate 
for distinguished service from the 
Cooperators Club of Chicago for 
his service to youth through his 
“Citizens of Tomorrow” radio 
programs. 
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IT’S MEIGS FIELD 
Merrill C. Meigs, former publish- 
er of the old Chicago Evening 
American and vicepresident of 
Hearst Corporation, speaks at 
dedication ceremonies of Meigs 
Field, Chicago’s lakefront airport 
named in his honor on Northerly 
Isle. Mr. Meigs is chairman of 
Chicago Aero Commission. He 
was guest of honor at ceremonies 
attend by more than 3,000 avia- 
tion enthusiasts, including 1,200 

Prairieland Flying Farmers. 





On the Business Side 





ROBERT BLACK, who joined the 
display advertising staff in 1947, 
has been promoted to manager of 
the classified department of the 
St. Joseph (Mo.) News-Press and 
the St. Joseph Gazette. 

Max GuTMaNn, formerly on the 
local display staff of the Cincin- 
nati (O.) Post and for the Jast 
year on the advertising staff of 
the San Diego (Calif.) Daily 
Journal, has been named advertis- 
ing director of the San Diego 
Daily Transcript. 

RICHARD E. HoGan, formerly of 
the San Francisco office of Batten, 
Barton, Durstine & Osborn, Inc., 
has joined the San Francisco sales 
staff of Gilman, Nicoll & Ruth- 
man, publishers’ representatives. 

ALEXANDER SWANN, III, has 
been appointed local advertising 
manager of the Los Angeles 


(Calif.) Examiner. Mr. Swann, 
prior to joining the display staff a 
year ago, served with the Holly- 
wood (Calif.) Citizen-News and 
the Christian Science Monitor, 
Boston, Mass. Procror WEIR 
was named as assistant to Mr. 
Swann. 

CuaRLES L. NICHOLSON, former 
Scripps-Howard newspaper execu- 
tive and until recently with the 
San Francisco (Calif.) News as 
promotion manager, is serving 
temporarily as advertising consul- 
tant of the Turlock (Calif.) Jour- 
nal, of which RoBerT D. AMES 
is the new advertising manager. 

THoMaAS MarRENA is joining the 
Paterson (N. J.) Evening News as 
circulation promotion manager, 
starting July 10. 

Miss Dorotuy SEIGLER of Wil- 
mington, N. C., has joined the 
national advertising staff of the 
Raleigh (N. C.) News & Ob- 
server, filling a vacancy caused by 
the promotion of Miss WILLIE 
LEA BaucoM to be assistant cash- 
ier of the newspaper. 


HELEN SCHROTH, former secre- 
tary to DavE RoBeERTS, Cincinnati 
(O.) Enquirer travel editor, has 
taken a similar position with Ev- 
GENE S. DUFFIELD, assistant pub- 
lisher of the Enquirer. 


ALLAN FRANKLIN, formerly with 
the New York Sun, has joined the 
Eastern sales staff of Redbook 
Magazine. 

KEN FOLKESTAD, 1950 graduate 
of the University of Montana 
School of Journalism, is a new 
member of the advertising staff 
of the Bozeman (Mont.) Daily 
Chronicle. 





In the Editorial Rooms 


BARBARA SMITH, formerly a 
copyreader with the Watertown 
(N. Y.) Times, has accepted a 
position on the rim of the Utica 
(N. Y.) Observer-Dispatch copy- 
desk. 

Tuomas F. Conroy of the New 
York Times has been elected 
president of the World Trade 
Writers Association of New York. 

GROVER HENLEY, staff photog- 

(Continued on next page) 








THE MARX 


Crichton has written a crisp, 


wire for samples; terms. 





Here’s Your Summer Special! 


By Kyle Crichton 
18 Instalments, Illustrated 


From rags to riches by riot, the Marx Brothers in real life 
are even funnier than they are on the stage and screen. 
story-packed condensation of his 
brand new book, and it will keep your readers chuckling. 
refreshing and light, and just right for summer reading. 


The Register and Tribune Syndicate 


BROTHERS 


Kyle 


It’s 
Phone or 


488 Madison Ave., New York 
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NANCY — Ist 
Among All Comics 


COURIER-POST 
Camden, N. J. 


NANCY — “most 
popular comic.” 
NEWS-SENTINEL 


Knoxville, Tenn. 


NANCY—“My favor- 
ite Nashville Banner 
comic is Nancy... 
I like it better than 
all the other comics 
because she is excit- 
ing and always into 
something just like 
I am.” 

Dillye Jean Harris, Age 7 
Comic Quiz Contest Winner 
NASHVILLE BANNER 

7 


Nancy Appears Daily 
and/or Sunday 
In Over 500 Newspapers 


Wire for Samples 
and Rate Today 
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In the Editorial Rooms 


continued from page 41 





rapher and _ special assignment 
writer for the Jacksonville (Fla.) 
Times-Union, was awarded the 
Honorary State Farmer Degree 
by the Florida Association of Fu- 
ture Farmers of America for his 
assistance to the FFA and voca- 
tional agriculture. 

W. F. Bracc, former editorial 


staff member of the Fresno 
(Calif.) Bee, has had his third 
western novel, “Range Camp” 


published by Phoenix Press, New 
York. 

TimBeEs (Tm) Riey, formerly 
of the Cordele (Ga.) Daily Dis- 
patch and with the INS in Atlanta 
and Miami, has joined the copy- 
desk of the Memphis (Tenn.) 
Commercial Appeal. 

KENNETH N. STEWART, profes- 
sor of journalism at New York 
University, will instruct at the 
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University of Wisconsin School of 
Journalism, Madison, this summer. 
Mr. Stewart, a former reporter, 
foreign correspondent and editor, 
was a Nieman Fellow at Harvard 
in 1941-42. 

Joyce SOLOMON has joined the 
Utica (N. Y.) Observer Dispatch 
as a copygirl during the vacation 
period. 

JosEPpH E. LAMBRIGHT, Jr., for- 
merly a reporter, has been pro- 
moted to feature editor and edi- 
torial assistant of the Savannah 
(Ga.) Morning News. Joserx T. 
LANSDELL, reporter, has been pro- 
moted to assistant city editor, and 
RoGeR A. WILLIAMS has been pro- 
moted to state editor. 

KirK BRAUN and DUNCAN 
(Duke) Faus, members of the 
editorial staff of the Portland 
(Ore.) Oregonian, have received 
degrees from the University of 
Oregon and Lewis and Clark Col- 
lege, respectively, for burning the 
midnight oil. 

E. B. Stone, formerly a staff 
writer for the Greensboro (N. C.) 
Daily News, has been named edi- 
tor of the Lumberton (N. C.) 
Post. 

DARRELL Coover, 1950 gradu- 
ate of the University of Minne- 
sota School of Journalism, has 
joined the reportorial staff of the 
Bozeman (Mont.) Daily Chron- 
icle. 

HUuDSON PHILuips, former finan- 
cial and business news writer for 
the Associated Press in New York 
City, has been named acting direc- 
tor of public relations for Consoli- 
dated Vultee Aircraft Corp., with 
headquarters in San Diego, Calif. 

ROBERT W. FINKLEA, former 
Dallas (Tex.) News reporter and 
now a lawyer, has been elected a 
director of the Garland (Tex.) 
State Bank, whose board chair- 
man is W. H. BRADFIELD, Sr., 
publisher of the Garland News. 

RICHARD SPAFFORD, photogra- 
pher, Hartford (Conn.) Times, 
and Mrs. SPAFFORD have an- 
nounced the birth of a son, 
STEVEN RICHARD. 

ANN REED BurRNs (Mrs. ROL- 
LIN BOLEsS) has resigned after 10 
years as a news editor in the 
Portland, Ore. bureau of the As- 
sociated Press. GORMAN HOGAN 
has moved over from the radio 
side to fill the vacancy and GLENN 
E. GILLESPIE, recent graduate of 
the University of Oregon, has 
joined the staff to fill the radio va- 


cancy. 
CHARLES H. NILEs, theater edi- 
tor of the AHartford (Conn.) 


Times, has been named to serve 
on the judges’ committee for the 
Wesleyan University, Middletown 
(Conn.) Play Festival. 

C. W. CARPENTER a June jour- 
nalism graduate at Texas Christian 
University, Fort Worth, has joined 
the editorial staff of the San An- 
tonio (Tex.) Express. 

THOMAS J. BERNARD, who before 
joining the Radio Corporation of 
America, was a reporter on the 
Cincinnati (O.) Enquirer, has been 
appointed assistant director of pub- 
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lications of the RCA Victor Divi- 
sion at Camden, N. J. 

Marvin Sosna, former editor of 
the Perth Amboy (N. J.) Com- 
munity Review, has resigned as 
assistant editor of the Lakewood 
(N. J.) Daily Times. 

BARNEY BARTHOLOMEW, of the 
Eugene (Ore.) Register - Guard 
sports staff, is resigning to study 
for the priesthood. 

Ruth Ellen (Lovrein) Church, 
known professionally as MARY 
MeEabE, Chicago Tribune home 
economics editor, is the first food 
editor to receive the distinguished 
service award of Theta Sigma Phi, 
women’s journalistic fraternity. 
She has also received awards from 
the American Meat Institute and 
the American Dairy Association. 

Hy GARDNER, former columnist 
for Parade and the Brooklyn Daily 
Eagle and radio commentator, has 
begun a new Monday - through- 
Friday column entitled “Early 
Bird on Broadway” in the New 
York Herald Tribune’s Early Bird 
edition. 


Wedding Bells 


ROBERT BARNARD, reporter for 
the Winston-Salem (N. C.) Jour- 
nal, and Miss ANN CANON BRUN- 
DAGE of Tryon, N. C., June 17, 
at Tryon. 

DorotTHy MAHONEY, San Diego 
(Calif.) Evening Tribune radio- 
television columnist, and JERRY 
COHEN, general assignment re- 
porter for the San Diego Journal 
until its suspension in May, June 
24 in Yuma, Ariz. 

JaMEs Jag, Jr., editor and pub- 
lisher, Bourbon (Mo.) Standard 
and Cuba (Mo.) News & Review, 
and Maize Lou Coe, Clayton, 
Mo., July 1, at Webster Groves, 
Mo. Mr. Jae is the son of JAMES 
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F. Jar, St. Louis (Mo.) Globe- 
Democrat circulation manager. 
The former Miss Coe was a con- 
tinuity editor of radio station 
KSD, St. Louis. She and her hus- 
band were graduates with the 
class of 1947 from the University 
of Missouri School of Journalism. 


$500,000 Park 


Built in 2 Days 

CHARLESTON, W. Va. —Led by 
the Charleston Gazette, Kanawha 
Valley construction firms and 
labor unions built and equipped an 
825-acre public park in just two 
working days last week. 

The entire project was com- 
pleted at no cost to taxpayers. 

“Operation Coonskin,” so named 
because of the park’s location in 
Charleston’s Coonskin Addition 
adjoining Kanawha Airport, re- 
sulted in the development of the 
area’s first public recreation spot. 

With labor and management 
donating time, labor, materials and 
more than half a million dollars 
worth of construction equipment, 
the park was carved from steep 
hillsides and thickly-wooded low- 
lands on the county-owned prop- 
erty. 

Workmen built trail-type gravel 
roads, two artificial lakes, a mod- 
ern dance pavilion which will be 
used also for outdoor concerts, 
restrooms, picnic tables, shelters, 
stone fireplaces, playgrounds and a 
baseball diamond. 

Coonskin Park was opened to 
the public at the end of the sec- 
ond day with a celebration that 
included a fireworks display, 2 
baseball game, a dance at the new 
pavilion and other entertainment. 

Frank A. Knight, assistant to 
the publisher of the Gazette, was 
vicechairman of “Operation Coon- 
skin.” 
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Drops Datelines 
And ‘Caps’ 
In Headlines 


AucusTa, Ga.—The Augusta 
Chronicle has inaugurated a new 
headline style. 

Under the new system, all head- 
lines are written as body type with 
caps appearing only on the first 
word of the headlines and on 
proper nouns. 

Chronicle Managing Editor 
Louis C. Harris said that the new 
system makes headlines much 
easier to read and understand. 

An example of the new system 
is as follows: 

Airplane is missing 
with fifteen aboard 

In announcing the new headline 
style to its readers the Chronicle 
said it believes the new system is 
easier on the eye and definitely 
clearer to the mind than the all 
caps or caps and lower case style 
previously employed. 

Another change was made on 
the same day when the Chronicle 
started omitting all dates from 
“datelines” from stories. 

Managing Editor Harris said 
much confusion can be omitted in 
the minds of readers by eliminat- 
ing the date and making all sub- 
ject matter read true to the day of 
publication. 

Under the old system, Harris 
explained that a story datelined 
June 20 appeared in the Chron- 
icle on the morning of June 21 
and under the dateline “today” 
was actually “yesterday” and “to- 
morrow” was actually “today.” 

« 


16-Acre Play Area 
For 1,000 Employes 


INDIANAPOLIS—More than 1,000 
employees of the Star and the 
News and their families, took part 
June 25 in a “christening” of the 
16-acre recreation area tailored for 
their use in a wooded sector north 
of the city. 

Billed as the Star-News Family 
Picnic, a big contingent of wives, 
husbands, sweethearts and children 
romped around the _ grounds, 
played softball, pitched horse- 
shoes, swam in the 25-meter pool, 
or just relaxed in the spacious 
shelter house. 

The land for the play site was 
acquired in the spring of 1949 and 
actual construction of the pool, 
buildings and parking lots began 
that summer. 

a 


Named Professor 


CrapeL Hii, N. C.—John Rob- 
ert Riley, feature editor of the 
Raleigh (N. C.) News and Ob- 
server, has been appointed asso- 
ciate professor of journalism at 
the University of North Carolina, 
effective Sept. 1. A _ native of 
Durham, N. C., Mr. Riley re- 
ceived his A.B. in journalism at 
the University of North Carolina 
in 1933. 
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11 Home Freezers 
Given Away in Denver 


More than 62,000 entries were 
received in the Denver Post's lat- 
est “Freezer-A-Day” contest. 

Object of the contest was. to 
give away a famous-make home 
freezer every day for 11 days. 
The home freezers, total value of 
which exceeded $3,000, were do- 
nated by 11 different freezer dis- 
tributors in Denver. 

A fourteen-page special section 
on home freezers sparked the 
contest midway in the event. 

To win a freezer, contest en- 
trants had to complete the follow- 
ing statement in twenty-five words 
or less. 

“A home freezer in my home 
would mean... .” 

Publicity on the contest started , 
Sunday, June 4. 

The first winner was announced 
on Friday, June 9. Thereafter— 
every day but Sundays through 
June 21—a new winner with a 
new home freezer was announced. 


She makes us 
a nation 


of neighbors 


N. Y. Librarians Meet 


Recently elected officers of New 
York’s newspaper division of the 
Special Libraries Association met 
last week at an informal luncheon 
with former national chairmen of 
the division for a discussion of 
meeting plans for the local group’s 
1950-51 season. Present were: Miss 
Leonore Tully, reference librarian 
of the Fairchild Publications, the 
new chairman of the New York 
Newspaper Division; John Ying- 
ling, head of the photo library, 
New York Times, incoming 
vice-chairman; Miss Janet Haslett, 
librarian of Eprror & PUBLISHER, 
secretary-treasurer since 1948; 
Maurice Symonds, librarian, Daily 
News, and Charles Stolberg, form- 
er librarian of the late New York 
Sun. The two last named were 
formerly national newspaper group 
chairmen. Betty Hale, Brooklyn 
Eagle, is retiring chairman of the 
N. Y. group. 


New homes go up all over the map. New 
families form. More and more people want 
to keep in touch. And your Long Distance 
telephone operator keeps right on tying all 
these varied voices together. 


TV Section 


Rock Island (Ill.) Argus and 
Moline (Ill.) Dispatch published a 
special television section of 20 
pages June 27 in an announcement 
of the opening of station WHBF- 
TV an affiliate of the Argus. 


At her finger tips, she has a nationwide 
web of wires, cables and switchboards. In 
little more than a minute, she can take you 
to visit friends in Miami or Minneapolis 
or to do business in Seattle or Syracuse. 

Every Long Distance call is personal and 
made to your order with quiet courtesy. 
Every call is handled as if the whole Bell 
System had been built just for you. 


hah 


...do the Big-Money 
Space-buyers at the 
top agencies read 
) Te 


SEE PAGE 46 
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Fast, clear and constantly improving 
Long Distance service helps keep this big, 
busy country a nation of neighbors. And it 
does this at remarkably low cost to the user. 
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PROMOTION 





‘Sunshine Offer’ to Have 
40th Anniversary 


By T. S. Irvin 


One oF the truly great news- 
paper promotions of all time is 
the practice of the St. Petersburg 
(Fla.) Evening Independent of 
giving the paper away free any 
day the sun fails to shine in St. 
Pete before press time. 

It is also one of the oldest con- 
tinuous newspaper promotions. 
Comes September, and St. Pete 
will join with the Independent in 
celebrating the “Sunshine Offer’s” 
40th anniversary. 

* It was in September of 1910 
that the late Major Lew B. Brown, 
the Independent’s publisher, hit 
on the idea as one that would 
promote his paper as well as his 
city. 

Faith Paid Off 

It was a daring offer. Circula- 
tion revenue was more important 
in those days than in some later 
years. The cycle has come around 
again, and it is a daring offer for 
the same reason today, too. But 
L. C. Brown, the Independent’s 
publisher today, and the Major’s 
son, sticks by it. He has his fa- 
ther’s faith in St. Pete’s weather. 

That faith has paid off in many 
ways, and as richly for the city 
as for the paper. Today St. Pete 
is known all over as “The Sun- 
shine City.” And Florida pro- 
motes itself as “The Sunshine 
State.” 

Ironically enough, Major Brown 
had no sooner announced the of- 
fer than he had to make good on 
it. For two consecutive days the 
sun failed to back him up. But in 
the 40 years since, the Indepen- 
dent has been given away free 
only 181 times, or four and a 
half times a year. 

Those free copies, incidentally, 
are prized as souvenirs—and every 
one, although issued on a cloudy 
or a rainy day, promotes the sun’s 
constancy in St. Pete far more 
than it emphasizes the sun’s rare 
lapses. 

A promotion of this kind, of 
course, is a natural. It is worth 
far more than it costs. It is the 
kind of promotion, however, that 
needs a little promotion itself. 
Without some hoop-la to keep in- 
terest in it lively, it runs the dan- 
ger of becoming a tradition and 
a habit, and, like traditions, of 
growing whiskers. Perhaps the 
civic celebration in September will 
serve to whip up renewed interest. 


Dollar Day Special 

NOT A WEEK goes by that Ep1- 
TOR & PUBLISHER fails to report 
publication of some fewspaper 
special section. So it would seem 
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to the casual observer that the 
special is a well exploited field of 
newspaper promotion. Yet this is 
not so. The opportunities are so 
many and so varied that twice as 
many specials could be produced 
and the field would still yield 
more. 

In Chicago, the Sun-Times on 
July 4th carried a 20-page adver- 
tising section promoting Gold- 
blatt’s Dollar Day. It was the 
largest section from a single de- 
partment store chain ever pub- 
lished by the Sun-Times. What 
is of greatest interest about it, 
however, certainly for promotion 
people, is the way the Sun-Times 
promoted the section to Gold- 
blatt’s personnel. 

The Sun-Times wrapped the 
20-page section in a 4-page sec- 
tion of its own that simulated the 
paper’s regular style, but did it 
with broad humor both in pictures 
and stories. This wrapper should 
be kept long after the section it 
contained is thrown away. It 
makes some kind of retailing his- 
tory. 

More than 6,000 of these spe- 
cially wrapped sections were dis- 
tributed July 3rd to Goldblatt 
sales personnel in its 13 stores to 
give them a laugh and a chuckle 
before the big event. Our bet is 
that the wrapper contributed to 
the success of the whole advertis- 
ing event. 


Two Billion Pittsburgh 


ONE OF the liveliest market pre- 
sentations we have seen in a Jong, 
long time has just been released 
by the Pittsburgh (Pa.) Press. Jt 
is a 48-page file-size book titled 
provocatively “Are you getting 
your share of sales from the $2 
billion Pittsburgh retail market?” 

Interesting, too, is the thinking 
behind its publication, as given by 
Earl J. Gaines, advertising direc- 
tor. 

“Pittsburgh is well into an al- 
most sensational renaissance peri- 
od,” he writes. “What has been 
done is notable, but what is in 
process is really terrific. With this 
in mind, we originally decided to 
put into the hands of Pitts- 
burgh retailers a tool which would 
convince any of their resources of 
the necessity of advertising at the 
local level. 

“Now that the book is com- 
pleted, we realize that not only re- 
tailers, but distributors, brokers 
and manufacturer’s representatives 
will find it an invaluable aid in 
picturing and selling the greatly 
expanded Pittsburgh market.” 





Donnie Dingbat 





The book, done in lively but 
easy-to-follow style, amply illus- 
trated, divides into three parts. 
The first provides highlights and 
a factual presentation of the mar- 
ket and how it has expanded and 
continues to expand. 

The second part provides an 
analytical presentation of the five- 
county Pittsburgh metropolitan 
market, along with more proof of 
post-war expansion. The third 
part shows the advertiser how to 
get his share of sales in the mar- 
ket. 

A pocket on the inside back 
cover of the book contains the 
standard market data folder on 
Pittsburgh. 

This is the kind of presentation 
that whips up dramatic interest in 
a market without sacrificing any 
of the facts. 


In the Bag 

CurRRENT issue of Scripps-How- 
ard News features cover story 
about Robert C. Berkeley, promo- 
tion manager of the Memphis 
(Tenn.) Press-Scimitar and Com- 
mercial Appeal. Cover caricature 
looks more like Churchill than 
Berkeley. 

With school just out, Oklahoma 
City Daily Oklahoman is timely 
with a promotional folder on its 
Sunday Magazine that says “Take 
a look at our report card!” The 
report is all good, too. 

Chicago Herald-American cele- 
brates its golden anniversary this 
mid-century year, and is out with 
an announcement of its Mid-Cen- 
tury Dedication Issue, which will 
be published September 17. 

a 


Form Credit Union 

DaLitas, Tex. — The Dallas 
News Employees’ Federal Credit 
Union was formed in June. The 
News chapel of the typographical 
union bought the first shares. All 
employes of A. H. Belo Corp., 
owner of the News and its radio 
affiliates, are eligible for member- 
ship on payment of a 25-cent fee 
and agreeing to save at least 25 
cents monthly toward purchase of 
a $5 share. 


Talking Bird 
Used in Popular 
Promotion Stunt 


PirtsBuRGH—An idea, conceived 
from a gyrating, remote-controlled 
refrigerator, has developed into 
one of the most-popular, continu- 
ous promotion stunts in the his- 
tory of the Pittsburgh Press. 

Although he doesn’t resemble in 
the slightest degree a refrigerator, 
“Donnie Dingbat” has been turn- 
ing out cubes of publicity for the 
paper. 

Visits Schools 

“Donnie” is a boy-sized impish 
caricature of a bird who can talk 
and answer questions and give a 
humorous safety lecture besides— 
all by remote control of course. 

Since last September he has ap- 
peared in 264 schools and clubs 
for an audience of 125,474 adults 
and children. That doesn’t include 
several hundred thousand who 
viewed him at the Allegheny 
County Fair. Requests are already 
piling in for next fall. 

The germ of the idea for “Don- 
nie” was born last summer. Ed- 
ward P. Kasun, Press general pro- 
motion manager, was attending a 
home exhibition at a Pittsburgh 
department store. 

One of the things that took Ka- 
sun’s attention was a remote-con- 
trolled refrigerator, the door of 
which opened automatically, a 
voice answered questions; all the 
while it moved automatically on 
the floor. 

Kasun wondered if he could use 
some sort of a device for promo- 
tion purposes. The idea was ban- 
tered around and finally Artist 
Ralph Reichhold suggested “Don- 
nie. 

Weather “Bird” 

During the war, when the gov- 
ernment put a damper on weather 
information, Reichhold created 
“Donnie Dingbat” for a half-col- 
umn cut to give a light touch to 
the weather stories. The war is 
past but “Donnie” is still with the 
Press daily. 

A display company built “Don- 
nie” at a cost of several thousand 
dollars. A radio announcer, Otto 
Krenn, was hired as a full-time op- 
erator of the show. 


Krenn sits in a lighthouse—the 
Scripps-Howard s ymbol — and 
views the audience by Chinese 
mirrors. “Donnie’s” bill waggles 
up and down by automatic activa- 
tion when Krenn speaks through a 
microphone. Krenn wears ear- 
phones which are connected with 
a pickup microphone inside “Don- 
nie.” The operator then hears the 
questions asked by the bedazzled 
kids, 

The show has been lauded by 
the Better Traffic Committee and 
the supervisor on safety education 
for the Pittsburgh Public Schools 

The children also are taught 
“Donnie Dingbat” safety jingles. 
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What Our 
Kenadave Say 


Biographers Seek Data 
On Mannix (Leonard) 


To THE EDITOR:—We are writ- 
ing a biography of William Francis 
Mannix, also known in the news- 
paper field as William G. Leonard, 
and we'd like to hear from any 
rewspaper editors or _ reporters 
who may have crossed his path 
during his wide travels. 

M annix was born in or near 
Glens Falls, N.Y., prior to 1880, 
and may have worked as a cub 
there or elsewhere in upstate New 
York. He first achieved fame as 
correspondent for the New York 
Times in Cuba during the 1895-96 
rebellion. His Cuban dispatches 
were also carried in the Philadel- 
phia Press, and he subsequently 
worked as a reporter on the Press. 





He served in the American 
Ninth Infantry in China during the 
Boxer Rebellion, and thereafter 
worked on papers in Boise, Idaho 
and throughout the West. From 
1911 to 1914 he was in Honolulu, 
where he wrote the celebrated 
‘Memoirs of Li Hung Chang,” first 
syndicated by the New York Sun 
and London Observer, and subse- 
quently published in book form by 
Houghton Mifflin and Constable’s. 
He wrote for the Century, Inde- 
pendent, Review of Reviews, Out- 
ing, etc. 


From 1914 on, he lived chiefly 
on the West Coast, and under the 
name William G. Leonard prob- 
ably worked on newspapers from 
San Francisco to San Diego. 


Mannix’s writings had a flavor 
and quality which we believe de- 
serve to be better known, and 
we'd welcome information from 
those who knew him or have news- 
paper files concerning him or his 
work. 


Mr. and Mrs. Edward M. Brecher 
125 Crescent Avenue 
Leonia, N. J. 


Editor Hits Papers 
Who Rely on PAs 


Sitver City, N. M.—Newspa- 
pers which rely on, and carry, 
stories prepared by press agents 
are likely to be performing a dis- 
loyal service to their readers, 
Harry Montgomery, executive ed- 
itor of the Arizona Republic and 
Phoenix Gazette, warned members 
of the New Mexico Press Associ- 
ation here recently. 

He cited examples of press 
agents in schools, government and 
business who were successful in 
burying a good news story “be- 
cause the newspapers waited for 
the news to be brought to them. 
Not enough are going out to get 
it themselves.” 

- 


Tax on Newspapers 
Legal in Georgia 

Co._umsus, Ga.—Attorney Gen- 
eral Eugene Cook has ruled that 
Georgia cities may tax newspa- 
pers, like other business firms, to 
help support the government, but 
they cannot impose a regulatory 
fee. 

The ruling was issued in re- 
sponse to inquiry by Maynard R. 
Ashworth, publisher of the Colum- 
bus Ledger-Enquirer, to Gov. Her- 
man Talmadge. 

Mr. Ashworth contended such 
licenses, used in regulatory fash- 
ion, could hamper a free press. 

a 


Guessing Contesi 
MeEmMpPHis, Tenn.—A_ week-long 
census guessing contest conducted 
by the Commercial Appeal brought 
more than 33,000 entries from as 
far away as California on the 
West Coast and New Jersey on the 
East. A $100 savings bond was 
offered as first prize. All three 
prizes were won by women. 


x 
Camp for 41 

SCRANTON, Pa.—Forty-one boys 
and girls from this area who are 
financially unable to enjoy vaca- 
tions are to enjoy camp life for 
two weeks through the generosity 
of the Scrantonian-Tribune Char- 
ity Foundation fund. 
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From where J sit 


4y Joe Marsh 





Watch Out 
For The Symptoms! 


Laughed out loud when I first heard 
Hoot Davis was down with the Chicken 
Pox. Imagine a man of forty-five 
catching a kid’s disease! 

So I went to see him, armed with 
jokes about “second childhood” but 
forgot them fast when I got to his 
house. Hoot looked terrible and he had 
quite a fever. 

While we talked, I come to think of 
how Chicken Pox is a lot like other 
‘‘diseases’’ —diseases of the character, 
such as intolerance, self-righteousness 
or ignorance. They’re excusable in 
children, but when they come out in 
adults they’re ten times as bad—and 
can be mighty “‘contagious.” 

From where I sit, we should all watch 
out for the ‘“‘symptoms’’—little things 
like criticizing a person’s preference 
for a friendly glass of temperate beer 
or ale. We’ve seen personal freedom 
wither away in other countries, when 
individual intolerance was allowed to 
get out of hand and become a nation- 


wide epidemic. 
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page. 


“My reading time is limited and how 
much I read depends largely on how 
good the headlines are. My objective 
is to try to keep up to date, try to 
find myself in the position of being 
familiar with all new developments 
among newspapers and also to know 


what other advertisers are doing, in- 


DANIEL M. GORDON outlines the 
over-all strategy in spending 
several millions 
annually in newspaper space 
for leading newspaper spend- 
ers like those on the opposite 


of dollars 


“E & P has always given me a lot of 
valuable data about newspapers,” 


STATES DANIEL M. GORDON, VICE-PRESIDENT AND MEDIA DIRECTOR, RUTHRAUFF & RYAN, INC. 


cluding news about advertising folks 


that E & P carries. 


“E & P has always concentrated on 
the subject of newspapers and it has 
fed me a lot of data I was interested 
to know about in the fifteen years I’ve 
been reading it. Eprror & PUBLISHER 
makes a very valuable contribution 


to the advertising fraternity.” 


Almost all important media buyers read E & P . 


EDITOR & PUBLISHER 


--- to sell Big-Money Newspaper Buyers 


VITAL STATISTICS. . . Last year 44 top advertising agencies billed over a billion dollars (in all media). It is within 
this group that E & P is read and rated highly. That is why there is no more direct, economical or resultful way of reach- 
ing the actual buyers of newspaper space in these big-money agencies than via the advertising pages of Entror & PUBLISHER. 
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...and here are 


some of the 
RUTHRAUF 
& RYAN 


accounts spending 


$25,000 or more 


in N *k 
In ewspapers 
American Airlines, Inc. ...... $1,179,250 
PE DO siciccvecudunds 179,941 
WD sich cdedandeeusaaen 163,920 
Brown-Forman Distillers Corp. . 402,612 
Florence Stove Co. .......... 76,204 
Garrett & Co., Inc. ......... 77,056 
gk re 1,543,731 
$3,622,714 
*Figures from a Bureau of Advertis- 


ing Study of National Advertisers 
spending $25,000 or more in news- 


papers in 1948. 
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Ad Men Question Price 
Of Their ‘Sacred Cows’ 


By Lawrence Farrant 


ADVERTISING EXECUTIVES on 
Madison Avenue flinched this 
week, not under heavy - handed 
clubbing by the Federal Trade 
Commission or other government 
agencies in Washington, but rather 
under the whip of professional 
self-criticism snapped by the Grey 
Advertising Agency in its latest 
bulletin, “Grey Matter.” 

Grey Advertising, with good 
humor but timely seriousness, 
pulled apart one of the Sacred 
Cows of the advertising fraternity: 
No Damaging Admissions. 

“We submit that there are ad- 
vantages to be derived from adver- 
tising that anticipates the objec- 
tions the reader may entertain— 
and discusses them boldly,” the 
bulletin argued. 

But such is not the view of most 
advertisers, account executives and 
copywriters. A look at ad copy 
publicity releases from big manu- 
facturers proves the point. It hap- 
pens in advertising of what Amer- 
icans wear, what they smoke, 
drink, eat, read, write with, dab 
on their faces, or buy for other 
reasons. 

Faith Is_ Essential 

“Unquestionably,” says Grey 
Advertising, “it is highly necessary 
for an organization to have a 
sublime faith in its merchandise. 
Unquestionably, it is vital that an 
advertising agency acquire a meas- 
ure of that same faith. In truth, 
if an advertising agency has no 
great faith in a line, it should 
have the greatness to decline or 
resign the account.” 

What happens is that almost 
every man and woman who 
handles ad copy for a cigarette, 
for example, becomes a_ puffing 
partisan of that particular brand. 
And as soon as he switches to 
another agency handling another 
brand, he smokes the company 
product. 

“It is this serious attitude to- 
ward the product; this attitude of 
solemnity; this pious worshipping 
of the very ground on which the 
product treads—that accounts for 
so much of the insistence on ‘no 
admission — damaging or other- 
wise’” Grey agency declares. 

Is this effective advertising 
policy? The agency says an em- 
phatic “No!” 

“When policy commands ‘admit 
nothing’ then advertising is limi- 
ted to rear-guard action,” the 
bulletin says. “And that hardly 
provides an opportunity for ad- 
vertising that is both believable 
and striking.” 

What Does the Reader Say? 

Believability is the key word. 
In a recent editorial, the New 


York Times noted that readers of 
advertising recognize that ad copy 
is always weighted on the side of 
the buyer of space. Grey Matter 
agrees, “Our people have become 
quite advertising-wise. After hav- 
ing been exposed, in the last 25 
years alone, to some $100 bil- 
lion of advertising, the public has 
learned a thing or two about ad- 
vertising.” 

People now discount many of 
the claims made for products. 
But instead of being reasonable 
about ad copy, they use an axe. 
This hurts the effectiveness of all 
advertising. 

Ammoniated dentifrice copy 
has been a recent example. Latest 
twist is counter-claims for non- 
ammoniated toothpastes and pow- 
ders. Which should the public 
believe? 

There have been, Grey Matter 
notes, some successful campaigns 
that have built up credibility for 
products by making what might 
be considered damaging admis- 
sions. The Plymouth automobile 
admitted it had competition, for 
example, when the company asked 
potential customers to “Try All 
Three.” 

And the makers of Windex, the 
window washing spray, advertised 
that they had lost some of their 
market to Glass Wax, without 
naming Glass Wax itself. “We’re 
changing back to Windex Spray,” 
the copy read, “Sure, I tried those 
other glass cleaners. What a time 
I had rubbing that dust out.” It 
was a successful theme. 

“Maybe human nature is much 
the same all over the world,” 
Grey Advertising says. “But we’re 
positive that it is part of the 
American nature to applaud all 
those attributes that we lump to- 
gether in the term ‘sportsmanship.’ 
It’s sporting to be courageous. It’s 
sporting to confess that you’re not 
quite omnipotent.” 


4-A Releases 
Roster of Members 


The 1950 “Roster and Organi- 
zation” of the American Associa- 
tion of Advertising Agencies has 
been issued. 

The new Roster lists 246 AAAA 
member agencies as of May 30, 
an increase of 7 over the 1949 
listing. Since May 30, member- 
ship has risen to 247, largest in 
the Association’s history. 

The 246 member agencies listed 
operate 398 offices in 61 U. S. 
cities, and 53 offices in 26 foreign 
cities. New York City has most 
offices with 91; next in order are 
Chicago with 35, Los Angeles with 
33 and San Francisco with 27. 
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BOOKS IN REVIEW 





Scholars and Reporter 
Tell of Germany Today 


By Prof. Roscoe Ellard 


Graduate School of Journalism, Columbia University, New York 


THE SOCIAL SCIENCES IN WEST- 
ERN GERMANY. A Postwar Survey 
by Dolf Sternberger. Washington, 
D. C.: Library of Congress, Euro- 
pean Affairs Division. 63 pp. 
WESTERN powers, one reads, are 

alert for “a possible Soviet move” 

in Germany, on the excuse of 

“preventing further American in- 

terference.” German “social dis- 

quiet” might serve as the tinder- 
box. 

This gives a news impact to this 
postwar survey just released by 
the European Affairs Division of 
the Library of Congress. Its au- 
thor, Dr. Dolf Sternberger, was 
formerly a German newspaper- 
man. He now is foreign consultant 
on Germany to the Library of 
Congress. 

He quotes Professor Karl Jas- 
pers, “a representative German 
philosopher,” as declaring in 1949: 

The mass is inarticulate, not 
conscious of itself. It is homo- 
genous and quantitatively without 
character and tradition. It is root- 
less and void. It is the object of 
propaganda and suggestion, with- 
out responsibility, living on the 
lowest level of consciousness. 

Jaspers further characterizes the 
mass as “human beings thrown 
together like a sand heap that can 
be used, expended, deported, and 
numerically treated according to 
counted and tested characteris- 
tics.” 

Sternberger points out however 
that Jaspers is not wholly the new 
Nietzsche that those utterances 
may suggest. Jaspers really was 
relentlessly characterizing the de- 
cay in human society resulting 
from totalitarian systems. Or in- 
deed, the extent of social decay 
that made totalitarian systems 
possible. 

Jaspers does not exclude the 
possibility of German society’s de- 
veloping a free and ordered exist- 
ence through schooling, competi- 
tion, and defense against political 
terror and social oppression. 

Sternberger quotes a report of 
surveyed German opinion on mar- 
riage and sexual morals. The 
survey was directed by Dr. Elisa- 
beth Noelle-Neumann in 1949 as 
head of the Institut fur Demos- 
kopie. (Elisabeth Noelle in 1937 
was a German exchange student 
in the United States from the 
University of Munich). 

Dr. Noelle-Neumann summar- 
izes German answers to this ques- 
tion among others: “Do you think 
intimate sex relations between un- 
married persons necessary, permis- 
sible, or reprehensible?” Fifty-eight 
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per cent replied that such relations 
were permissible. An additional 
13% held them necessary. Only 
16% declared them reprehensible. 
The remainder stated no opinion. 

This Library of Congress mon- 
ograph of nine chapters and an 
appendix discusses also the sci- 
entific organization of the social 
sciences in Germany; social phil- 
osophy in Germany; social policy; 
labor research, and analysis of 
public opinion. 

Dr. Harry J. Krould, chief of 
the European Affairs Division, has 
directed the preparation and pub- 
lication of several recent scholarly 
surveys and bibliographies of post- 
war newspapers, books, and politi- 
cal conditions in Europe. 


Correspondent's Novel 
SHRIEK WITH PLEASURE. By Toni 

Howard. New York: Prentice-Hall, 

Inc., 257 pp. $2.75. 

FICTION can be stronger than 
truth, John Hersey declared. And 
John has done tolerably well, like 
Dickens, Kipling, and Bud Guth- 
rie, at both forms of reporting. 

In “Shriek With Pleasure,” Toni 
Howard, its author, tries desper- 
ately, and certainly erotically, .to 
give readers the “feel” of decad- 
ence in postwar Germany. And 
despite the succession of boudoir 
and meadow vignetttes, I think 
she succeeds. 

Not definitively. Few teachers 
of Contemporary Europe will rec- 
ommend this particular “Shriek” 
as corollary reading for under- 
graduates. But Toni was a news- 
paperman herself once in postwar 
Europe. For Newsweek. And she 
feeds a lot of expository reporting 
into her almost continuously ec- 
static plot. “Shriek” does indeed; 
and it’s no pastoral for readers 
who shock easily. But neither is 
any occupied country. And this 
tale with a reportorial purpose is 


extremely well written, though 
almost indigestibly condiment- 
ed. 


Readers simply do not feel sta- 
tistics or declarative sentences. It 
is pretty futile to expect villagers 
in Potsdam, N. Y., for instance, 
to comprehend political terror by 
means of a sentence stating that 
2,063,213 persons were tortured 
by Storm Troops or OGPU. They 
come a lot closer to the scene and 
the moment of history when an 
effective writer lets them hear the 
cries and cringe with the contor- 
tions of a little man named Green- 
baum who died by hand in a 
sullen gray house on a Sunday 


afternoon while it was raining. 

Likewise, take food in Ger- 
many, Toni Howard seems to 
argue in this book. So she takes 
you to a party of gourmands in 
Munich—and in familiar uniform. 

Nearly all are drunk and laugh- 
ing “like farmhands at a burlesque 
show.” With the author you pre- 
viously have walked dark streets 
and talked desperately with haunt- 
ing individuals who are very 
hungry. So you know just what a 
girl correspondent means when she 
observes in the midst of the gorg- 
ing: 
SYou can’t teach people democ- 
racy when their stomachs are 
howling for food. Starvation never 
taught anyone anything except the 
value of bread.” 

Of course you whimsically re- 
call where she picked up her lines 
for the food observation—from a 
male correspondent the night be- 
fore in a bedroom. That is the 
plainless way of the story. 

In fact, the book so painlessly 
injects its serum of fact in an 
opiate of seduction that hardly 
till you finish the last page is 
the impact of occupation-zone 
debacle in the book quite clear. 

True, this “Shriek With Pleas- 
ure” could serve as a handbook 
for lady wolves, if one were need- 
ed. But far more, it leaves an im- 
pression of chaos, like the gray 
house where you watched Hans 
Greenbaum die. And that is 
needed. 


New Type Faces 

The Milwaukee Journal has 
switched to Regal No. 1, 8 point 
on 8% point for body type from 
7% point on 8%. Regent type, 
cut especially for the Journal 
classified, is 542 point on 5 point 
slug. 

The former type was 5 on S. 
The Stevens Point (Wis.) Daily 
Journal has adopted Regal No. 2, 
8 on 9 for its editorial columns, 
replacing Ideal, 7 on 8. 


Air Writers Elect 


Ansel E. Talbert, aviation ed- 
itor of the New York Herald 
Tribune, was reelected president 
of the Aviation Writers Associa- 
tion at its annual convention. 





Why? 


. . . have important 


sel cte blo Melt a-Vette) ¢-MM of 1-51 
reading E & P for 


years? 


SEE PAGE 46 








Journal Bldg. 
For Kansas U. 


LawrENCE, Kan.—Bids for the 
new $300,000 building of the Wil- 
liam Allen White School of Jour- 
nalism and Public Information at 
the University of Kansas will be 

ened July 27. 

"sae Ani architect Charles 
L. Marshall said that the building 
should be finished in time for the 
fall semester of 1951. 

A two-story stone structure, the 
old Fowler shops on the Kansas 
campus will be completely re- 
modeled and overhauled to house 
the journalism school. The legis- 
lature has appropriated $300,000 
for the project. 

Modern & Complete 

The rebuilding of Fowler shops 
will give the journalism school 
one of the most modern and com- 
plete layouts in the nation, Mar- 
shall said. Dean Burton W. Mar- 
vin, Elmer F. Beth, former acting 
director of the school, and T. C. 
Ryther, superintendent of the Uni- 
versity of Kansas Press, have 
traveled thousands of miles and 
visited dozens of schools and 
plants in the past five years gath- 
ering planning data. i 

The journalism school is now in 
a building built in 1883, second 
oldest on the Kansas campus. 

& 


Expansion Plan 


St. PETERSBURG, Fla. — St. 
Petersburg Times General Man- 
ager Max Ulrich announced July 1 
that plans have been completed 
for doubling the Times press ca- 
pacity to eight units with the ad- 
dition of four Goss units and the 
construction of a new press build- 
ing. Mr.Ulrich said work on the 
new press building will start early 
in 1951. 


Photos of 282 Grads 


Astoria, Ore.—In a special 16- 
page tabloid section, the Astorian- 
Budget published the pictures and 
names of the 282 graduates of the 
Astoria, Seaside, Warrenton, West- 
port, Star of the Sea, Knappa- 
Svensen, Ilwaco, Naselle and 
Jewell high schools. 
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TWSPAPER NEWS 5 
Australia 


@ The only journal giving the 
news of advertisers, advertis- 
ing, publishing, printing and 
commercial a in 
Australia and New Zealand. 
lf you are planning sales 
campaigns or are interested 
in these territories read 


NEWSPAPER NEWS 


Sydney, Australia 
Published Monthly, Subscription Rate $4.58 
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PD...Q Is Out, 
It's Schaefer's 
Pale Dry Beer 


PD... Q, the first teaser cam- 
paign in New York in several 
years, bothered city folk during an 
eight-day build-up which ended 
recently when seven daily news- 
papers serving the metropolitan 
area broke the answer: Get 
Schaefer’s Pale Dry . . . Quick! 

Conceived by the staff of Bat- 
ten, Barton, Durstine & Osborn, 
Inc., under Account Executive 
John Johns, the campaign was not 
intended to replace regular pro- 
motional copy but simply to be a 
change of pace before the hot 
weather came in. 

Even the sales staff of F. & M. 
Schaefer Brewing Co. was mysti- 
fied by the five 100-line ads which 
appeared June 12-16. 

Texans Can't Get It 

On the first day the five ads ran 
on different pages of each paper 
but carried only the letters: 
PD ...Q. Next day and there- 
after, the theme was added to with 
suggestions that “You can get it 
but Texans can’t,” and similar 
copy. 

The Schaefer sales staff was let 
in on the secret on Thursday. On 
Friday, readers were told it was 
brewed for them. Saturday and 
Sunday, skywriting at 35,000 feet 


spread the letters over Manhattan. 
They floated east as far as New 
London, about 150 miles away, 
before the letters disappeared in 
the blue. 

Monday, another five 100-liners 
appeared in the six New York 
papers. And on Tuesday, full-page 
ads on back pages explained the 
PD ... Q, with full pages inside 
in tabloids. The theme will be 
plugged in other media for the 
next week or two. 

a 


Plan Ad Campaign 
Promoting South 


A vigorous advertising cam- 
paign to attract new industries and 
businesses to the South was an- 
nounced recently by E. A. Yates, 
chairman of the board of The 
Southern Company. 

In addition to the nation-wide 
advertising program which will 
emphasize the great movement of 
industry to the South, the intensive 
diversification in agriculture, its 
growing markets, ideal climate and 
skilled workers, advertisements 
will be published in Southern news- 
papers. They will run in all daily 
newspapers throughout the four- 
state area served by The Southern 
Company and its four associated 
operating companies — Alabama 
Power Company, Georgia Power 
Company, Gulf Power Company 
and Mississippi Power Company. 

Liller, Neal & Battle, Atlanta, 
will handle the account. 


Funeral Home 
Ads Increase 


With Gimmick 


BostoN—Funeral Directors are 
buying almost twice as much 
space in the Boston, (Mass.) 
Herald as they did a year ago, 
chiefly because of a “gimmick” 
conceived by Gordon A. Speedie, 
advertising consultant, of Arling- 
ton, Mass. 

The gimmick is a supply of 
cuts for different-sized ads, kept 
in hand by the advertiser for in- 
sertion in dailies according to a 
program worked out by Mr. 
Speedie within budgetary limita- 
tions. Mr. Speedie told Eprror 
& PUBLISHER he designs the ads 
for funeral directors. Then mas- 
ter engravings are made in one 
and two column sizes. 

The advertiser decides on his 
budget. Mr. Speedie makes up 
the schedule, planning insertions 
so that the same ad will not be 
repeated regularly on the same 
day each week. For example, 
instead of small ads every day, 
he plans a small ad one day, 
skips a day, and then takes space 
for a large ad. Even on the 
smallest budget, he never calls 
for insertion every seventh day. 


The advertiser orders electro- 
plates to be run off from the 
engraving to match the space 
taken under the schedules. 


The advertiser pays Mr. Speedie 
a fee for his original layout. Cost 
of the engraving and the electro- 
plates is also paid by the adver- 
tiser. 

The advertiser gets better re- 


productions in the newspapers 
and other funeral directors no- 
tice the ads. They think all of 
them are big ones because of 
the repetition in design, no matter 
what the size. Result: To meet 
the competition everybody takes 
more space. 


7 

Davis Promoted 
Robert A. Davis has been 

named product advertising mana- 
ger in charge of the advertising of 
Kraft Foods Company’s salad 
dressings, margarine, malted milk, 
caramels and mustards, according 
to an announcement by John H. 
Platt, vicepresident in charge of 
advertising and public relations. 
Mr. Davis came to Kraft in 1947 
as a salesman with the Chicago 
city sales department. He trans- 
ferred to the advertising depart- 
ment in 1948 as an assistant to the 
advertising manager. 

a 


Newspapers Are First 

PanWaff, a new batter for pan- 
cakes and waffles, will get its first 
shove into the national merchan- 
dising limelight through advertis- 
ing in newspapers and on TV, 
Robert E. Peters, president of 
PanWaff, Inc., announced _ this 
week. 
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New Quarters Befit 
Prize-Winning Staff 


By James L. Collings 


IT HAS NEVER happened before. 
It’s not likely that it will happen 
again. But this one year was a 
glory year for three staffers of the 
Oakland (Calif.) Tribune. Among 
them they won four national pho- 
tographic contests. 

The men, their pictures and the 
prizes are: 

William F. Crouch, who made 
“Whoosh!,” a picture showing two 


Dennison 


planes missing each other by the 
width of a gnat’s eyelash. This 
earned the Pulitzer honors. 

JoHN F. McBrIDE was No. 1 
man in Eprror & PUBLISHER’S con- 
test with “Singed.” Here a truck 
driver, trapped in a blazing gaso- 
line carrier, seems about three 
licks of the flames away from cre- 
mation. He escaped, miraculously, 
and recovered quickly. 


Double Winner 
A slightly different version of 
the same picture brought a bigger 
dividend to Russell Reed. “Trap- 
ped” is what Mr. Reed called his, 
and it took the spot news prizes 
in the National Press Photogra- 
phers Association and the Graflex 
contests. There are less flames, 

more body in this shot. 


If one quick stab at editorial- 
izing is permitted, it is proper 
that this crew of national award 
winners, along with their 14 fel- 
low workers, now has new quar- 
ters. Soon the boys will even have 
a display case for their trophies. 
The indications are that it will be 
a fair-sized case with plenty of 
room for more prize pieces. 

The lab is large now, is so ar- 
ranged that it can be made Jarger, 
and equipment includes Joud- 
speaker intercommunication with 
the city desk. The report is there’s 
open-field space for every man. 
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They work under Keith Dennison, 
chief photographer. 

E. A. (Doc) Rogers, who re- 
corded the San Francisco earth- 
quake-fire of 1906, has outsized 
provisions because he _ prepares 
special layouts from old glass 
plates for a Sunday edition fea- 
ture. His room is bigger by a 
dozen square feet than the others, 
which are 8 x 6. 

Mr. Rogers, by the way, is still 
on general assignment. He uses a 
5x7 Elwood enlarger. Other 
rooms have 4x5 Omega enlarg- 
ers, and all rooms are equipped 
with stainless steel tubs, individual 
paper safes and special lights. 

Several Advantages 

Mr. Dennison said there have 
been immediate advantages from 
the new setup. He remarked the 
air-conditioning, for one thing, has 
improved the efficiency of the men 
by eliminating fatigue, and, for 
another, the more spacious fa- 
cilities make it possible to have 
the staffers available in the right 
spot. Formerly, he _ explained, 
crowded quarters meant moving 
the men into other departments 
while they awaited assignments. 

Cam Watson, E&P’s supplier 
of information on the West Coast, 
says: 

“Every member of the Tribune 
staff has a prize-winning photo of 
some sort, and the glass exhibit 
display case will be 16x 20 feet. 

“Questioned on the staff’s prize- 
capturing ability, Leo C. Levy, 
managing editor, said it was ‘most- 
ly luck.’ But he noted with pride 
that the Tribune runs a heavy 
budget of local pictures and has 
been stressing photo coverage with 
a growing staff for years. 

“Photo -consciousness of the 
Tribune stems from the top, as 
J. R. Knowland was the first pub- 
lisher to install and use Associ- 
ated Press Wirephoto service in 
northern California.” 


Case of the Camera Smasher 

CAN a photographer make a 
picture of a person at the scene 
of a fire? That’s the question out 
in Oakland, Calif., that a jury 
will have to decide. 

Recently, Carl Nilson, the fire 
onlooker, was accused of smash- 
ing Robert Stinnett’s camera. Mr. 
Stinnett was covering for the Oak- 
land Tribune. The photographer 
said Nilson seized his camera after 
he made a picture of him, tripped 
over a firehose, fell on top of 
the camera, then took out his 
anger by pounding the camera up 
and down on the pavement. 

“The camera,” Mr. _ Stinnett 


said, “was totally destroyed.” 

Nilson was arrested, then re- 
leased on $100 bail. The alleged 
attacker, identified as manager of 
one of the firms using the de- 
stroyed building, put in a not- 
guilty plea and demanded a jury 
hearing when brought into court 
on a charge of malicious mis- 
chief. 

Witnesses to the smash job in- 
cluded Sam Houston of the Asso- 
ciated Press. Mr. Houston made 
a shot of the arrest. The picture 
shows Mr. Stinnett inspecting his 
camera while nearby stand Nilson 
and the arresting officer. 


‘Dear Eastman Kodak’ 

JoHN L. O’Hara of Waynes- 
burg, Pa., writes in with a sugges- 
tion he wants relayed to Eastman 
Kodak. 

“Why not,” he asks, “have the 
black paper packaging around 
sheet film so designed that it 
would be in a packet form that 
could be opened in the darkroom 
with the emulsion side up and 
ready to be placed in the hold- 
ers? 

“As it is now, the black paper 
covering is merely folded at each 
end, and it’s a matter of guessing 
which end to tear loose so as to 
be able to slide the sheets of film 
out so they can be handled with 
maximum ease and rapidity. That 
is, in cases where a person will 
use only part of the box. 

“My idea, if it isn’t clear from 
the above, is merely this: Have 
the black covering sealed or so 
folded that one end will be solidly 
shut. Have the other end shut 
with something in the nature of a 
string or a gummed tape which 
can be pulled off in total darkness 
by sense of touch. 

“Then have the film loaded so 
that the emulsion notches will all 
be in the lower right-hand corner 
of that end. Think that over and 
I believe you will agree it will 
speed up handling unexposed neg- 
atives in the darkroom.” 


Hitch-Hike Across 
U. S.— with $10! 


CuHICAGO—Two reporters for the 
Jersey City (N. J.) Jersey Journal 
landed here last week on a hitch- 
hiking assignment that is taking 
them across the continent on a 
$10 bill. 

The “vagabonds” are Paul Mc- 
Elaney, 27, and Gene Scanlon, 24, 
who were given $5 apiece recently 
by their managing editor and told 
to get to Los Angeles and back 


in six weeks—living “off the 
land.” 
They found Chicago such a 


big-hearted town that they stayed 
three days. When they reached 
here they had $7 and glowing 
praise for motorists who gave 
them rides and generous persons 
who fed and sheltered them along 
the way. They are testing Amer- 
ican hospitality, from coast to 
coast. 


Sports Editors 
Favor Local, 
But Use Wire 


ALBION, Mich.—Sports editors 
of Michigan’s dailies are almost 
unanimous in advocating emphasis 
on local copy, but a seminar sur- 
vey conducted at Albion College 
shows that many find it impos- 
sible to adhere to the theory. 

The survey, conducted under 
the supervision of Dr. J. J. Irwin, 
professor of English and journal- 
ism, fell into two main branches. 
The sports editors of 51 of the 
state’s 54 dailies returned a ques- 
tionnaire answering 14 queries 
about his department, its prac- 
tices, and policies. The other part 
was a study of at least a week’s 
issues of each paper. 

The smaller dailies were espe- 
cially concerned with an emphasis 
on local sports. The most com- 
mon practice is to use all of the 
local sports news first and then 
devote the remaining space to wire 
copy. Some of the sports editors 
admitted, however, that because 
of staff and time limitations they 
are forced to use much more 
wire copy than their actual policy 
calls for. 

The sports staffs range in size 
from many one-man departments 
to the Detroit Free Press staff of 
10 writers, four deskmen and 
three copy boys. Actually in 
many one-man departments, the 
sports editor is called upon for 
other editorial duties after meet- 
ing the early deadline on his page. 

Many papers use part-time help 
from other branches of the edi- 
torial staff, and 13 papers em- 
ploy students part-time. Thirty 
of the papers answering showed a 
total of 56 sports staffers with 
a college education. 

Of the 47 evening papers men- 
tioning their deadlines for copy, 
42 have deadlines of 10 a.m. or 
earlier. 

The Detroit Times is the 
heaviest user of sports copy with 
a total of 166 columns a week 
allotted to the department. The 
Flint Journal’s 126-136 column 
weekly total ranked second. 

Nearly every sports editor’s re- 
turned questionnaire revealed an 
awareness of the importance of 
a local sports column carried on 
regular days. 


* 

Art Exhibition 

PORTLAND, Ore. — “An unusual 
activity for any newspaper,” in the 
words of P. L. Jackson, publisher 
of the Journal, was that news- 
paper’s presentation of the art 
works of C. S. Price, well known 
Northwest artist who died this 
year. Twenty-five pictures, repre- 
sentative of 50 years of the artist’s 
life, were on display for one week 
in the Journal auditorium, open to 
the public without charge. Miss 
Louise Aaron, Journal art editor, 
arranged for the exhibition. 
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Calif. Editors 
Devote Time to 
Mech. Problems 


STANFORD UNIVERSITY, Calif.— 
Mechanical problems drew top 
attention here as the California 
Editorial Conference met in its 
twelfth annual session. 

Drawing the most questions and 
thus indicating the editors’ gener- 
al interest in newspaper color was 
Harry Wingard, press room fore- 
man of the Monterey (Calif.) 
Peninsula Herald. He urged direct 
color plate printing and imple- 
mented his message with display 
of copies of a Peninsula Herald 
with three color pages containing 
reproductions of oil paintings. 

Top speakers included Gilbert 
Farrar, who advocated more at- 
tention to makeup, better organi- 
zation, attention to classification 
of pages and other steps to pro- 
vide a “better package.” To em- 
phasize his views, the New York 
City type expert showed samples 
of newspapers produced through- 
out the nation. 

Need Better Makeup 

Improved makeup can _ build 
circulation better than any other 
factor—and it will draw circula- 
tion without the use of premiums 
—declared Mr. Farrar. He quo- 
ted comparative statistics in proof 
of this contention. 

“Make it simple, for eight out 
of 10 should, four of 10 will wear 
eye glasses after the age of 35, so 
you have a cockeyed audience to 
start with,” the dynamic Mr. Far- 
rar urged. He suggested flush 
left heads, a two-column folio 
inside, masthead at the bottom of 
the editorial page, a picture on 
each inside page, a ban on side 
rules, kicker heads, the use of 
eight-point body type and of leads 
after heads of 36 point and larger. 

Too many editorial pages are 
so made up they give “as much 
enthusiasm as a dead duck,” and 
sparkle is the great need, Mr. 
Farrar said. Reduction of heads 
to fewer sizes and styles of type 
can eliminate composing room 
congestion and cut composing 
room costs as well as improve the 
paper’s appearance, he observed. 

“Papers are going to become 
more classified,” he forecast. 
“We've only started to make good- 
looking newspapers.” 

Uses 75-Line Screen 

Successful use of color printing 
direct from zinc plates is just a 
sample of what newspapers can 
accomplish, Mr. Wingard told the 
editors. The Peninsula Herald 
now uses 75-line cuts, but 120 
screen has been used on rotary 
presses, he reported. 

“I believe in time this will prove 
to be just the beginning of the 
changes that are going to come 
into the mechanical end of the 
newspaper,” he declared. His pa- 
per is now in the second year of 


using direct printing of pictures, 
and has had as many as 22 half- 
tones in a section. 

The Peninsula Herald uses nor- 
mal heavy zinc of 16 gage, curves 
the cuts on a roller which for- 
merly served in tin-bending, at- 
taches the plates with two-inch 
strips of’ double Scotch tape, and 
later pounds the cuts back flat in 
event they are worth morgue use. 


National Ad 
Expenditures 


continued from page 5 








peak of $445,015,000, put news- 
papers in the No. 1 position com- 
pared with all other media. 

This represented: 

More than 15 times as much 
as in farm magazines. 

More than twice as much as in 
all four of the great national radio 
networks combined. 

$32,000,000 more than in all 
general magazines combined. 

Over $4,000,000 more than in 
all general and all farm magazines 
put together. 

“Expressed in share of the na- 
tional advertising dollar,” the 
Bureau said, “newspapers in 1949 
obtained 34% against 31.4% for 
general magazines, almost exactly 
reversing the percentages obtained 
by each in 1948 when the score 
was 34% for magazines and 
30.7% for newspapers. 

Part of the study was devoted 
to analyzing the record by clas- 
sification of business. All but five 
of the 23 major groups registered 
gains in expenditures for news- 
paper space, compared with 1948. 

Motors Lead Parade 

In the automotive classification, 
the increase over 1948 was 44.8%, 
largest of any group. Other in- 
creases were: toilet requisites, up 
29.6%; confections, up 26.6%; 
alcoholic beverages, up 24.6%; 
tobacco, up 22.5%. 

The 100 top national advertisers 
in newspapers were listed with 
comparisons against 1948 expen- 
ditures for each. Not only was 
GM’s budget, in first place, up 
62.7% with an added $9% mil- 
lion, but expenditures of the ad- 
vertiser in 100th place, Jacob 
Ruppert Brewery, stood at $606,- 
531, compared with the $463,239 
spent on national advertising in 
newspapers by the 100th on the 
list in 1948. 

Such expansion of expenditures 
on the list of the top 100 pushed 
many companies out of the run- 
ning after making the list in 1948. 
The 1949 list contained 26 new 
names. 

The Wrigley Co., not on the 
1948 list, took 36th place in 1949. 
The company’s expenditures shot 
up 460.6%, the highest per cent 
of increase scored by any com- 
pany in the top 100. 

Of the 74 advertisers continuing 
on the list from 1948, 63 hiked 
their budgets. Percentagewise, the 
biggest hikes, after Wrigley, were: 
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American Safety Razor Corp. 
(not on 1948 list), up 420.3%. 

International Cellucotton (not 
on 1948 list), up 437.6%. 

Standard Oil of California (not 
on 1948 list), up 372.4%. 

Manhattan Soap (not on 1948 
list), up 308.7%. 

Block Drug Co. (not on 1948 
list), up 308.3%. 

Chrysler, up 273.6%. 

Wildroot Co. (not on. 1948 list), 
up 272.8%. 

Carnation Co. 
list), up 265.5%. 

Studebaker Corp., up 207.5%. 

Pepsi on List 

Other newcomers to the list 
were Pepsi-Cola Co., Institute of 
Life Insurance, Shell Oil, William 
H. Wise & Co., Bristol-Myers, 
Johnson & Johnson, U. S. Steel, 
Brown Forman Distillers; 


Unicorn Press, S. C. Johnson & 
Sons, Thomas Leeming & Co., 
Ralston Purina, Corn Products Re- 
fining, Northwest Airlines, Du- 
mont Laboratories, Seven-Up Co., 
W. A. Sheaffer Pen Co., and Ja- 
cob Ruppert Brewery. 

Breaking down expenditures by 
industry classifications, the Bureau 
reported the largest amount was 
spent to advertise groceries, with 
a total of $112,465,000 in 1949 
compared with $103,568,000 in 
1948. 

Analysis of the grocery classifi- 
cation showed more was put out 
for space to promote laundry 
soaps and cleansers, with $26,356,- 
000; followed by $21,554,000 for 
miscellaneous groceries; $17,415,- 
000 for beverages—including $9,- 
030,000 for coffee and tea—and 
$16,591,000 for baking products. 


(not on 1948 


Other major industry expedi- 
tures were: 
Agriculture ......... $ 5,931,000 
Alcoholic Beverages .. 42,375,000 
Amusements ........ 878,000 
Automotive ......... 85,856,000 
Confections ......... 3,350,000 
Educational ........ 1,070,000 
Hotels and Resorts .. 8,599,000 
Housing Equipment & 

errr 19,928,000 
[err 10,507,000 
eee 3,726,000 
Jewelry & Silverware . 1,288,000 
| eer 19,213,000 
Miscellaneous ...... 14,408,000 
Professional & Service 367,000 
Publications ........ 15,984,000 
Public Utilities ...... 7,553,000 
Radio & Television .. 12,756,000 
Sporting Goods ..... 1,822,000 
PONE, Aeaecdeases 19,970,000 
Toilet Requisites .... 30,549,000 
Transportation ...... 20,048,000 
Wearing Apparel .... 6,372,000 


AP Spreads Out 


Distribution of Associated Press 
services has been extended to the 
Anglo-Egyptian Sudan and to Por- 
tugal, making a total of 70 coun- 
tries and territories now being 
served. The Sudan Star at Khar- 
toum and O Comercio at Oporto 
are the latest subscribers to AP 
services. 


Food Ad Linage 
Follows Cook 
Book Promotion 


Cuicaco—-Newspapers using the 
cook book promotion offered by 
Consolidated Book Publishers have 
found that it is not only a good- 
will and circulation builder, but 
also helps to increase food linage 
from local tie-ins and from na- 
tional sources. 

Such has been the experience of 
approximateiy 75 newspapers that 
have used the promotion to date, 
most of whom have handled the 
distribution of the 24 cook books 
through local food outlets. Some 
papers, however, have confined 
the offer primarily to circulation 
building, reporting excellent re- 
sults. 

High Reader Respense 

Regardless of the tie-up, a news- 
paper finds that housewives are 
anxious to purchase the series of 
24 books, at 15 cents a copy, plus 
a coupon from the paper. Reader 
response to the offer has been out- 
standing, according to replies re- 
ceived by Leonard Davidow, pres- 
ident of Consolidated Book Pub- 
lishers. 

Testing of recipes requires ad- 
ditional food purchases, and this 
is where the food stores enter the 
picture. Many stores have found 
it profitable to tie-in with the pro- 
motion sponsored by the local 
newspaper. When the booklets 
are made available only through 
advertising food stores, new cus- 
tomers come in for their cook 
books regularly each week during 
the life of the promotion. 

“Food stores are impressed by 
the pulling power of newspapers 
using this promotion and many 
are induced to increase their ad- 
vertising linage,’ stated Mr. 
Davidow. “It gives the paper an 
excellent opportunity to sell food 
advertisers who are not regularly 
using the newspapers. It gives 
their special representative a plan 
to lay before national food ad- 
vertisers.” 

First introduced in October, 
1949, in the Chicago Sun-Times 
as a circulation builder, the cook 
book promotion has spread across 
the country in both large and 
small dailies. 

Salt Lake City will not soon 
forget that 60,000 Tribune-Tele- 
gram cook books were rung up on 
cash registers of stores every week 
for 24 weeks. The Painesville 
(O.) Telegraph, a small daily, re- 
ported added food linage as a 
result of more than 5,000 books 
sold each week. 

The Columbus (O.) Citizen in- 
troduced its promotion through 
large food advertisers and its cam- 
paign is now in progress. Experi- 
ence has proved that distribution 
through food stores—both chain 
and independent — moves many 
more books than any other meth- 
od, according to Mr. Davidow. 
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All numbers are important in a type face... 


especially in a type face designed for newspapers. 
More than most figures, though, the “5” shows how Regal 
is adapted to today’s exacting production techniques. 
Its round, open structure eliminates ink traps; 
its sturdy “‘hairlines” won’t break under pressure; 
and, like all Intertype Regal characters, 
it’s legible . . . legible on newsprint! 


10 PT REGAL 


Intertype 


ENLARGED FROM /4 POINT 


The Intertype Fotosetter® Machine 
will be on public display for the first time 
Chicago Exposition, Sept. 11-23. 








This Businessman is a very impor- 
tant character too...important to 
you. Influential, exacting, he de- 
pends on his daily newspaper for 
many of the facts and figures he 
needs for the efficient conduct of 
his business. 


Persuade him to depend on your 
newspaper (setting your accurate 
reports in easy-reading Regal isa 
good way to start!) and his de- 
cisive influence will be felt all 
along the line—in news coverage, 
community service, and advertis- 
ing linage. 
So call your Intertype man today 
—or write to your nearest Inter- 
type district office—for specimen 
sheets of the world’s most legible 
newsface: Intertype Regal! 

8 PTREGAL2ON9 


Brooklyn 2, N. Y. 
Chicago 5, Ill. 

San Francisco 11, Cal. 
Los Angeles 15, Cal. 
New Orleans 10, La. 
Boston 10, Mass. 
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Chicago Tribune Tower Addition 
Expands Productivity and Service 


TWENTY-FIFTH anniversary of 
Tribune Tower, which houses the 
Chicago Tribune and its radio 
affiliate, WGN, Inc., was marked 
by the laying of a new corner- 
stone for the nearly - completed 
l1-story addition on July 6. 

An estimated 20,000 persons 
inspected the 36-story Tower on 
July 6, 1925, when the new build- 
ing was first opened to the public. 
Millions have visited the skyscrap- 
er structure since. Within a dec- 
ade after Tribune Tower opened, 
the WGN studio building was 
added to Tribune Square. The 
latest addition is the first major 
expansion of Tribune newspaper 
and radio facilities since the orig- 
inal Tribune Tower was construc- 
ted. 

Press Capacity Increased 45% 

A 45% production capacity in- 
crease in the Tribune pressroom is 
one of the big aspects of the pres- 
ent expansion program that in- 
cludes composing room, engraving, 
circulation and editorial depart- 
ments. A 26.6% overall increase 
in space has been achieved by the 
addition of 99,358 square feet to 
the working areas of various Trib- 
une departments. The new addi- 
tion is also being shared with 
WGN for its radio and television 
operations, including new TV and 
AM studios and all WGN depart- 
ments. (E&P, Feb. 18, p. 36). 

Thirty-nine black press units, 
eight color decks and seven fol- 
ders have been added to the Trib- 
une’s pressroom. The 87 black 
press units, 15 color decks and 17 
folders, which were in operation 
in 1948 after removal of 14 black 
press units and two folders for 
replacement, have been increased 
to 126 black press units, 23 color 
decks and 24 folders. 

Pressroom area has been in- 
creased by 25,000 square feet, or 
56%, with the press units ar- 
ranged in four blocklong rows. 
One of these rows is completely 
new with 30 Goss Headliner units, 
five color decks and five folders. 

Composing Room Enlarged 

Important aspects of the im- 
provements in the composing 
room include soundproofing of the 
ceiling, improvement and expan- 
sion of fluorescent lighting, and re- 
placement of the original wooden 
flooring with yellow pine blocks 
on a solid concrete base. 

Composing room space has been 
increased 34% with the addition 
of 7,500 square feet of floor area. 
Installation of 14 new typesetting 
machines brought the total to 110 
with 38 assigned to ads, 62 to 


editorial matter, and 10 in use for 
setting heads and making correc- 
tions. Two new material-making 
machines have been added, bring- 
ing the total to eight. Other new 
equipment includes two proof 
presses, one Ludlow machine, one 
slug caster, six saws for cutting 
full slugs, three mitering machines, 
a slug stripper, etc. 

Other composing room inprove- 
ments include addition of a new 
metal remelt room and a com- 
plete rearrangement of equipment 
with ad setting machines grouped 
in the south and west portions of 
the room and news machines in 
the north and south. A new 28- 
by-36 foot, glass- enclosed proof 
room in the center is readily ac- 
cessible from both areas. 

New Color Engraving Dept. 

Stereotyping department im- 
provements include a larger cast- 
ing room with new automatic 
double Autoplate casting machine, 
a new and larger color room, with 
a new casting box and equipment 
for an improved nickeling process, 
a new metal job room, and the 
addition of a new flat bed direct 
pressure molder. 

The Tribune has a completely 
new color engraving department. 
This branch not only moved into 
new quarters on the fourth floor 
of the addition, but also installed 
new equipment. Of 56 pieces, only 
seven items—a whirler, two gas 
stoves, a cooler, a motor router, 
a circular saw, and an air router 
—were moved from the old space. 








New color engraving equipment 
includes three 3l-inch precision 
darkroom cameras, each equipped 
with a Luxometer to provide au- 
tomatic exposures and a vacuum 
back from which negatives can 
be unloaded directly in accom- 
panying darkrooms. Six eight-foot 
stainless steel sinks, all equipped 
with temperature controls to keep 
processing solutions at a uniform 
temperature, have been installed. 

Expand B & W Facilities 

Two new stripping tables have 
blue glass tops which can be 
raised, lowered, or tilted and are 
lighted by fluorescent lights below. 
New work benches, double sets 
of fluorescent lights for work 
tables, a new routing machine, 
jigsaw, beveler, and register ma- 
chine, and four new Vandercook 
proof presses have also been added 
in the color department. 

Black and white engraving fa- 
cilities likewise have been ex- 
panded with an additional 1,058 
square feet of space, 24% more 
than was previously devoted to 
that operation, Four new dark- 
room cameras have replaced the 
wet plate type previously in use. 
Two new proof presses, powder 
boxes, etching machines, stainless 
steel sinks, trimmers, jigsaws and 
drilling machines have been added. 
Also improved and enlarged are 
the Ben Day and Jem metal etch- 
ing rooms. 

Editorial department expansion 
has added 11,500 square feet to 
the space devoted to that phase of 
operations in both Tribune Tower 
and the new addition, representing 
an increase of 28.9%. Additional 
photographic facilities, including 
new darkrooms, color photo fa- 
cilities and dressing room, have 





Surrounding Edgar Mahar, Chicago Tribune pressroom superintend- 

ent, as he puts 39th new Goss Headliner unit, in service are, left to 

right, N. E. Myers, assistant superintendent; Otto Wolf, assistant pro- 
duction manager; and John W. Park, production manager. 
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Tribune Tower and 


Addition 
Chicago Tribune Tower which 
observed its 25th anniversary, 


July 6, with new 11-story addition 
nearing completion. 


been provided. New filtering, heat- 
ing and chilling equipment has 
been applied exclusively to the 
water supply for photo processing 
use. 

New Test Kitchen 


Part of the editorial department 
expansion is devoted to a new 
kitchen-dining room combination 
where recipes are tested by Mary 
Meade, Tribune food editor, and 
her staff, and where food is pho- 
tographed for both color and 
black and white reproduction. 

Service divisions of Tribune op- 
erations have been expanded as 
well as those departments devoted 
to actual newspaper production. 
More than 50% more space in the 
new ninth floor phone room quar- 
ters provides sufficient area not 
only for the immediate addition 
of two switchboard positions, but 
also for future expansion. Com- 
pletely new and modern switch- 
board equipment is designed to 
speed and simplify handling of 
telephone calls. 

Space devoted to the Tribune’s 
medical department has been 
doubled and transfer of the de- 
partment from the 14th floor of 
Tribune Tower to the sixth floor 
of the plant building makes its 
services readily accessible to more 
employes. 

At the Tribune  rotogravure 
plant, improved color separations 
can be obtained now as a result 


(Continued on page 57) 
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How Milwaukee Journal Dispatch Dept. 
Handles 41 Million Ad Lines in Year 


By D. B. ABERT 
Business Manager, Milwaukee 
Journal 


Eradication 2 “nightmare 
copy” from local advertisers is 
one of the aims of the Mil- 
waukee (Wis.) Journal system 
of planning and dispatching in 
the production department. D. 
B. Avert, business manager of 
the paper, described the oper- 
ation at the ANPA Mechanical 
Conference last month. Here- 
with is a partial text of his 
address. 


IN 1949 the Milwaukee Journal 
published 41,107,266 lines of ad- 
vertising. All but 566,702 lines 
(This Week Magazine) of that 
copy was handled in our own 
composing room and every line of 
what we printed in our plant had 
to pass from its point of origin 
through several handlings before 
it finally appeared in the paper. 
This volume included 1,113,000 
individual want ads in addition 
to the thousands of large and 
small display units. 

In the day-to-day operation of 
the composing room, the most im- 
portant single factor is controlling 
the flow of advertising copy. Con- 
sider that the Journal published 
41 million lines of advertising 
last year, besides the 18 million 
lines of editorial matter, with a 
composing room force, including 
proofreaders and machinists, aver- 
aging 185 men. Our overtime bill 
was high simply because addi- 
tional manpower was not immedi- 
ately available to meet the on- 
Slaught of the greatly enlarged 
volume. We operate day and night 
shifts, and they are staggered to 
start at 6 a.m., 7:30 a.m., 9 a.m., 
4 p.m. and 6:40 p.m. 

31 Typesetting Machines 

We have 31 typesetting ma- 
chines. Eleven of these are ad 
machines, all of which have eight 
magazines—4 main magazines and 
4 side magazines. Six of our news 
machines are also multiple mag- 
azine types aiid can be used for 
setting ad copy. You will clearly 
perceive that we are not over- 
extended on machines and there- 
fore need a constant, well- 
controlled flow of copy to meet 
our production demartd. 

_ Our practice is to give adver- 
tisers 24-hour proof service. This 
means that if a store gets copy 
in the shop Tuesday noon, first 
proofs on that copy go to the 
advertiser no later than Wednes- 
day noon. The Journal instituted 
this policy some 10 years ago 
and it has worked very well. It 
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establishes an undeviating time 
schedule, the performance of 
which requires a bit of  self- 


prodding on our part. We can’t 
procrastinate. 

A second vital thing in main- 
taining good composing room serv- 
ice is the copy itself—how it is 
prepared and how it comes in. 

The Journal requires that copy 
come in to the composing room 
in clear, neat and complete form. 
We encourage advertisers to avoid 
tight composition and angled ele- 
ments as much as possible. We try 
to have them eliminate extensive 
morticing of cuts of casts and 
complicated borders requiring spe- 
cial fitting. We are not adamant 
about this but we have worked 
with our advertisers to improve 
the appearance of their copy and 
pretty generally have persuaded 
the offenders to run better appear- 
ing, more effective ads _ which 
means simplified composition for 
us. 

Copy and layout must carry dis- 
tinct instructions and copy must 
be legibly typed on separate paper, 
not exceeding 8% x 11! inches in 
size. This latter is important be- 
cause of the size of the machine 
copy board. We also require com- 
plete information on materials— 
where, when and what on engrav- 
ings, mats, casts, etc. And we 
ask that all material be submitted 
with copy, if at all possible, or 
that the layouts show the illustra- 


tions in actual size to avoid re- 
setting when the cuts come 
through. Larger stores using full- 
page ads are asked to submit 
their corrections in quarter-page 
units. 


$4.50 per 
alterations 


The Journal charges 
hour for all advertising 


after the first revise. The mini- 
mum charge is $1. Alteration 
charges run between $400 and 


$600 per month for a cquple of 
our large advertisers. 

We have in our set-up what we 
call our planning and dispatching 
department, located adjacent to 
the composing room and near the 
art, engraving and photo depart- 
ments. 

The dispatch office manager and 
his assistants are charged with the 
responsibility of keeping copy ad- 
vanced to its farthest point at all 
times. They check with large ad- 
vertisers far in advance so that 
space can be reserved and infor- 
mation can be supplied to the 
composing room as to what 
amount of copy to expect on a 
given day. For example, the dis- 
patch manager might call the ad- 
vertising department of one of our 
large stores and ask for their 
schedule as far ahead as they can 
give it to him. Perhaps they are 
planning a big promotion for six 
weeks from now. It will require an 
eight-page section with color on 
the cover. Our man will schedule 
the advertising tentatively and ask 
when we may receive the first 
pages. Generally he works with 
the department stores and other 
large advertisers three or four 
weeks in advance and keeps a day- 
to-day register which he checks 
constantly sc that the copy flow 
can be kept on schedule. 








THAT'S ANOTHER ONE, GANG! 

Chairman Edwin H. Evers, left, of the ANPA Mechanical Committee 
looks over the program of the 22nd Mechanical Conference at Buffalo 
in June, with some of his co-workers. Everyone agreed it was another 
successful management job by Ed, production chief of the St. Louis 
(Mo.) Globe-Democrat. With him are: Bernard F. Garrity, Gannett 
Newspapers; Vernon A. Spitaleri, manager of ANPA’s Mechanical 
Department; and William E. Gibbons, Chicago Herald-American. 
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At this point and in many other 
ways, the dispatch office staff are 
sales and promotion men. In the 
liaison work they do every day, 
they effectively sell Journal service 
and policies to advertisers. They 
explain our mechanical problems 
better than our salesmen can be- 
cause they are right on the firing 
line. 

How Makeup Is Handled 

Page makeup of the daily and 
Sunday Journal is handled in the 
dispatch office in close coopera- 
tion with the advertising and the 
editorial departments. Problems 
with respect to the positioning 
of advertisers are brought to the 
attention of the advertising man- 
ager and his assistants. Final au- 
thority for the advertising makeup 
of the paper is the function of the 
advertising management, just as 
the final control over the editorial 
makeup and format of the paper 
is the responsibility of the editorial 
department. However, within the 
framework of policies and prac- 
tices set by the responsible de- 
partments and the general manage- 
ment, the planning and dispatch- 
ing office acts as a liaison force 
in the day-to-day mechanics of 
getting out the paper. 

All art work, cuts and mats 
and photographic orders are chan- 
neled through the dispatch office. 
Therefore, another function of this 
department is to supply informa- 
tion to the accounting department 
for statistical records and billing. 
For instance, composing room, art 
department and engraving depart- 
ment orders are made out here. 
A copy of each order is sent to 
the accounting department. Art 
and engraving orders used for 
billing accounts are closed out on 
the basis of fixed price schedules. 
The dispatch office also provides 
cut and mat service to advertisers. 

This department picks up copy 
and maintains messenger service 
on proofs, getting proofs to and 
from advertisers. All copy is or- 
dered through in triplicate with 
one copy ‘of the order going to 
the composing room, one to the 
accounting department and one 
used for dispatch office checking 
purposes. An accurate record is 
kept of all copy and corrections 
with a time stamp on each order 
for all steps in the process. The 
heart of this function is the proof 
record file at the copy desk. This 
is the control center. Bins for 
each day contain the proof records 
for that day’s insertions. By re- 
ferring to the time-stamped record 
of each ad we know what stage 
of preparation the copy is in at 
any given moment. A keying sys- 
tem is used to identify each ad 
and a proof file is maintained. 

Clerks in this division take cor- 
rections by telephone and answer 
advertisers’ queries on the time 
to expect proofs, reasons for re- 
jections of late corrections, advice 
on mechanical details and general 
complaints and misunderstandings. 


(Continued on page 59) 
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‘ac- SCOTT Newspaper Presses are known by the excellent quality of the 
4 product obtained from them—WELL PRINTED, NEATLY FOLDED NEWS- 
oe PAPERS—these make satisfied readers and advertisers. 
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EQUIPMENT REVIEW 


Duluth Plant 
Remade in Stages 


DuLuTH, Minn. — The Duluth 
News-Tribune and Herald plant is 
undergoing extensive remodeling 
and modernization. Changes are 
being completed in stages so that 
normal publication may continue. 

Prominent among new features 

will be a five-unit, arch-type super 
production Hoe press. It will oc- 
cupy the space which until recent- 
ly was the foundation of the first 
building erected on the lower side 
of West First street’s 400 block. 
This building has been razed and 
will be replaced by a new fire- 
proof structure which will em- 
brace, besides the press, the Du- 
luth Women’s Institute and the 
composing and stereotyping de- 
partments. 
_ The old Duluth Herald build- 
ing will be remodeled and jnte- 
grated with the new construction, 
immediately adjacent. 

Executive and editorial depart- 
ments will be on the second floor, 
easily acecessible to the new sec- 
ond-floor composing room and to 
the street level by a new fireproof 
staircase. The editorial rooms are 
now on the first floor. 

The want ad counters will be 
at the front of the building. A 
new elevator connecting the base- 
ment and the third- floor pent- 
house photography and engraving 
sections, and installation of all 
new washrooms and lavatories are 
planned. 


Chicago Exhibif 
Of Printing Readied 


The Sixth Educational Graphic 
Arts Exposition, Sept. 11-23 in 
the International Amphitheater, 
Chicago, is already the “world’s 
greatest printing plant,” in the 
blueprint stage. 

All of the 338 exhibit booths, 
leased by 200 printing equipment 
manufacturers and suppliers, will 
be scenes of action at the trade 
show. It will be the Graphics Art 
World in action. 

Eleven years have passed since 
the Fifth Exposition at Grand 
Central Palace, New York. But 
the man who conducted the 1927 
and 1939 shows is doing the 1950 
one. He is August E. Geigengack, 
former Public Printer of the 
United States who is now execu- 
tive vicepresident of Lanston 
Monotype Co., Philadelphia. 

Value of equipment on exhibit 
will exceed $10,000,000 and will 
include the latest photo-compos- 
ing machines and other devices 
pertinent to newspaper publishing. 
More than 2,000 persons will be 
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HEAD IOWA MECHANICAL GROUP 





Officers of the Iowa Newspaper Mechanical Conference elected re- 
cently in Ottumwa, Iowa, are, I. to r.: L. T. Caldwell, Cedar Rapids 
Gazette, president; Ross DeVine, Davenport Times, first vicepresident; 
Howard Lee, Ottumwa Courier, retiring president; Paul F. Kamler, 
Clinton Herald, secretary-treasurer; and Jerry Weis, Dubuque Tele- 


graph-Herald, second vicepresident. 


Cedar Rapids was selected as the 


1950 meeting place May 5-7. 





on duty, including manufacturers, 
engineers, salesmen and office per- 
sonnel. The exhibit will be open to 
the trade only. 


The remodeled face of the build- 
ing will present a_ buffed - brick 
facade 100 feet wide and two sto- 
ries high. New construction will 
increase the total plant area by 
more than 8,000 square feet. A 
number of departments will be 
provided additional area through 
more efficient integration of the 
two buildings. 

Passersby on West First street 
will still be able to see the press 
in operation. 

To handle the increased pro- 
duction of the press, the mailing 
room will be streamlined. 

Plates will be delivered by a 
plate drop directly to the working 
level of the press, from the stereo- 
type department which will be on 
the second floor in the composing 
room. Now the stereotype depart- 
ment is in the basement near the 
press. 

When building work is com- 
plete, paper storage space will be 
greatly increased. The old press 
room and part of the present press 
room will be used for that pur- 
pose. 

A monorail will be installed to 
facilitate unloading of paper. 

Ink tanks will be installed un- 
der sidewalks in front of the 
building, providing space to hold 
a four and one-half months sup- 
ply of ink. 


Former White House 
Proofreader on Daily 


MontTGoMery, Ala.—John D. 
Koerber, Montgomery Advertiser 
proofreader who once had the 
job of reading proof on all Sen- 





ate bills before they were sent to 
the White House for the Presi- 
dent’s signature, was awarded a 
40-year service button by the In- 
ternational Typographical Union 
in brief ceremonies here. 

He considers his most ‘impor- 
tant job the White House assign- 
ment. He was with the Govern- 
ment Printing Office, but was de- 
tached and sent over to the White 
House, where, after a while, it 
became his duty to read proof in 
the office of the Secretary of State. 
He was soon charged with proof- 
teading all the Senate bills. 


His printing career took him 
to Birmingham, Chicago, Minne- 
apolis, Seattle, Denver, Salt Lake 
City, Portland and Mobile. 

Retiring some years ago, he 
came back to the state of his birth 
and bought a home in Mont- 
gomery. When Columnist Atticos 
Mullin, his brother-in-law, learned 
the Advertiser was in need of a 
proofreader, Mr. Koerber couldn’t 
resist rushing into the breach. 


Monotype School 


- Invites Veterans 


The Lanston Monotype School, 
approved for veterans, is prepar- 
ing young men and young women 
for one of the highest paid trades 
in the country. Located in the 
Monotype Factory Building in 
Philadelphia, the courses train 
students to become Monotype op- 
erators of the Keyboard, the Com- 
position-Caster, or a combination. 

The demand for Monotype op- 
erators is steadily increasing in this 
trade, and the school maintains 
a placement service for its grad- 
uates. The courses and instructors 
are approved by the Pennsylvania 
State Board of Private Trade 
Schools. The Chief Instructor is 
an experienced machine builder 
with Pennsylvania Teacher’s Cer- 
tificate. His assistant is a printer- 
keyboard operator with 20 years’ 
practical experience on all classes 
of commercial printing. 

Qualified veterans (both men 
and women in the Keyboard Di- 
vision) are offered the facilities of 
the school in prescribed courses 
of 20 weeks at a cost of $200. 
The Composition-Caster course re- 
quires 12 weeks at a cost of $120 
and the course offering a combi- 
nation of these two requires 30 
weeks at a cost of $300. Veterans 
are accepted under the G.I. Bill. 

Demand for Monotype opera- 
tors exceeds the supply, with wage 
rates averaging well above $2 an 
hour. United States Civil Service 
has recently announced an exami- 
nation for Monotype operators at 
a rate above $2.40 an hour. 


Hoe in St. Louis 


R. Hoe & Co. has called E & P’s 
attention to an erroneous state- 
ment in a story in June Equipment 
Review referring to all - Wood 
equipment in the St. Louis (Mo.) 
Post-Dispatch plant. To correct 
the record: the P-D has 14 Hoe 
Super- Production Rotogravure 
Units, Hoe folders and Hoe reels, 
tensions and pasters. 








business. 








USE YOUR LOCAL ARCHITECT 


If you are contemplating a new building, or an 
addition, your local architect is entitled to your 
He does not, however, know anything 
about a newspaper plant. 


Our engineers have had over 30 years’ experi- 
ence in plant and equipment layout for the most 
efficient production of newspapers, and will give 
complete co-operation with your architect. 


SWIFT ENGINEERING COMPANY 


Engineering Building, 205 W. Wacker Drive, 
Chicago 46, 





Illinois; John 8B. Swift, Pres. 
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Photographic problems as well as modern cooking figured in the 
planning of the new Mary Meade kitchen, built as part of the Chicago 
Tribune’s post-war expansion program. Mary Burnham, shown at 
left as she works out a photo presentation with Rosemary Fox, and 


Photographer Cy Wolf. 





Tribune Addition 
Expands Production 


continued from page 53 


of installing two new darkroom 
precision cameras in an air-condi- 
tioned camera room. Luxometer 
attachments on both cameras auto- 
matically adjust exposures to al- 
low for fluctuations in electric 
current. 

In Chicago’s loop, where the 


Tribune maintains a downtown 
office at Madison and Dearborn 
streets, the want ad and public 


service offices have been enlarged 
and remodeled. Flooring is of 
gray, marbelized rubber tile; an 
acoustical ceiling covers working 
areas. 

Even famed Tribune Tower has 
figured in the improvement pro- 
gram. New signalling, controlling 
and dispatching equipment is be- 
ing installed to speed elevator 
service. Likewise, WGN studio 
building is being modernized to 
accommodate radio and television 
audiences. 

Paid $100,000 for Design 

Construction of Tribune Tower 
began in May, 1923, after selec- 
tion of the design through a $100,- 
000 international competition. Jn- 
dicative of the care devoted to 
every detail of construction is the 
fact that the cost of the building 
exceeded by 40 cents the cost per 
cubic foot of any other skyscraper 
at that time. 

The Tower, of Gothic architec- 
ture, rises 36 stories, 456 feet 
above the level of Michigan Ave- 
nue. Its 60 caissons descend 125 
feet to bed rock. Below the street 
level are seven floors with space 
given over to presses, heating and 
lighting plants, paper storage and 
various other departments. 

At the time the building was 
opened, the first floor through the 
12th were occupied by the Trib- 
une. Eleven floors were designed 
for occupancy by companies other 


than the Tribune. First Tribune 
Tower tenant was the John Budd 
Co., newspaper advertising repre- 
sentatives who are still in the 
Tower. 
25 Yr. Growth 

During the past 25 years, Trib- 
une growth has resulted in the 
newspaper itself taking over a 
greater and greater share of Trib- 
une Tower. 


Medford, Racette 
Retire from N. Y. News 


Walter Medford and Henry Ra- 
cette retired June | after 29 years 
of service in the New York News 
composing room. They joined the 
paper when it moved from the old 
Mail building to its own plant 
in 1921. Mr. Medford was the 
paper’s first machinist and he be- 
came head machinist in 1925. 

One of Mr. Medford’s inven- 
tions for which patents have been 
granted now is incorporated in 
most typecasting machines. It is 
a squirt guard designed to protect 
operators from burns by molten 
lead which might squirt from the 
machines when they are in opera- 
tion. 
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FILMS 

CARBON TISSUE 
CAMERAS 

DARKROOM EQUIPMENT 
STRIPPING EQUIPMENT 
SENSITIZING EQUIPMENT 


PRINTING EQUIPMENT 
DEVELOPING EQUIPMENT 
ETCHING EQUIPMENT 
CHEMICALS 

TOOLS AND SUPPLIES 














































or the weekly or the 
daily newspaper 


A way to reduce production costs ...a way to 


save time.. 
paper . 
engravings: A modern, well equipped engraving depart- 


. a way to print a better looking news- 


. a way to control the speed and quality of 


ment, RIGHT IN YOUR OWN PLANT, Can give your newspaper 


all of these advantages and more! 


You may be thinking of such equipment now. 
and Chemco is ready to help you with suggestions, 
ideas and estimates of costs based on years of expe- 
rience in building and supplying the finest engraving 
equipment and supplies. 


Later, you will find it worthwhile to learn how, 
specifically, your plant can benefit through use of 
one or more Chemco units. 


Don't hesitate to write for further information. 


PHOTOPRODUCTS COMPANY, INC. 


FACTORY AND GENERAL OFFICES 
GLEN COVE, N. Y. 


Peeteraeeects comrant. tac 
etecent_at 


BRANCHES: New York Chicago Detroit New Orleans 


Boston Atlanta Dallas 





Equipment Review 





Time's Electronic Scanner Is Described 
As Tool for Superior Color Printing 


a 
Time, Inc., Springdale 

Laboratory: has been making 

news in the graphic arts in- 

dustry with its color scanner. 

This is an authentic descrip- 

tion of the device. 

* 

THE TIME color scanner is an 
instrument combining the tech- 
niques of electronics, optics, and 
photography, which has been de- 
signed for the production of bal- 
anced, continuous-tone, three-color 
and black separation negatives 
from transparent copy. 

The color separations produced 
by the scanner are referred to as 
“balanced” because of the three 
major functions performed during 
the scanning process, which make 
the product quite different from 
conventional camera separations. 

First, the color separations are 
color corrected. Second, the black 
separation, which is computed 
electronically, is in perfect bal- 
ance at all points in the picture 
with the three color separations. 
Third, the three color separations 
have had the proper amount of 
undercolor removed to balance 
with the black separation. 

Better Than Masking 

Photographic masking _ tech- 
niques in various forms have been 
used for some time in the photo- 
engraving industry. The general 
objective of such techniques is 
identical to the three major func- 
tions of the color scanner as de- 
fined above. Unfortunately, how- 
ever, photographic masking tech- 
niques fall far short of the at- 
tainment of the desirable end re- 
sult; namely, a well balanced set 
of separations including color cor- 
rection, undercolor removal, and 
black separation balance with the 
color separations. 

This statement is particularly 
true with reference to the under- 
color removal and the black sepa- 
ration balance. Electronic color 
scanning, however, with its ability 
of color analysis of each minute 
point of the picture and its ability 
to compute color masking, under- 
color removal, and proper black 
separation density in a minute 
fraction of a second, imposes no 
inherent limitation on the produc- 
tion of color separations which 
meet all the requirements for a 
well-balanced set. 

It is obvious from a production 
and quality standpoint that the 
substitution of electronic and in- 
stantaneous computation for a suc- 
cession of photographic masking 
steps is highly desirable. 

Transparency on Drum 
A brief description of the ‘oper- 
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ation of the Time color scanner 
will be helpful in understanding 
its potential application in the 
printing field. The color trans- 
parency is wrapped around a 
transparent drum. This transpar- 
ent drum is a continuation of a 
steel drum around which are 
wrapped four sheets of unexposed 
process film. White light from an 
incandescent lamp is focused to 
a minute spot on the inner sur- 
face of the color transparency. 
This light, after passing through 
the color transparency, takes on 
the color characteristics of the 
color transparency at that spot. 

The colored light is then picked 
up by a lens and split into three 
paths, all having the same color 
characteristics. Conventional red, 
green and blue color separation 
filters are inserted in each of the 
three paths. The color character- 
istics of the light in each of these 
paths are therefore modified by 
the color characteristics of the 
spot on the color transparency 
and the particular color separation 
filter in question. These three 
paths of color separated light are 
then projected onto three photo- 
electric tubes which have the char- 
acteristic of producing a current 
proportional to the intensity of 
the light striking them. 

The color spot on the transpar- 
ency has now been separated into 
three electrical signals. These three 
electrical signals then pass through 
a succession of electronic circuits 
which instantaneously perform the 
functions of color correction or 
masking, undercolor removal, and 
black separation computation. 

The end results of this succes- 
sion of electronic manipulations 
are four electrical signals, the 
three colors and the black signal, 
which are applied to four devices 
called glow lamps. These glow 
lamps transform the varying elec- 
trical currents into varying light 
intensities which are subsequently 
used to expose the four process 
films. 

Scanning the whole picture is 
accomplished by rotating the drum 
carrying the original color trans- 
parency and the process film, and 
advancing the rotating drum 
along its axis with respect to the 
original spot of white light on the 
color transparency and the four 


spots of light produced by the 
glow lamps. 
The entire scanning . process 


takes one hour and five minutes 
for an 8 by 10-inch subject scan- 
ned at 250 lines to the inch. This 
time is doubled when the scan- 
ning is done at 500 lines to the 
inch. 

First and foremost, the Time 
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Lancaster (Pa.) Newspapers ad 

compositor demonstrating new ad 

proof cabinet designed by M. L. 
Detwiler. 





color scanner in its present form 
has been designed specifically for 
the production of continuous-tone, 
three-color and black separation 
negatives from transparent copy in 
the form of Kodachromes, Ektach- 
romes, etc. The separations taken 
from the machine are the same 
size as the transparent copy 
scanned. The scanner may now be 
used at a scanning pitch of 250 
or 500 lines to the inch. This al- 
lows a blow-up after scanning of 
1% to 1 in the case of 250-line 
scan, or 3 to 1 in the case of 
500-line scan. 

These blow-up figures are based 
on experience with Life editorial 
copy. In cases where extremely 
fine detail is of the utmost im- 
portance in the printed picture, 
the 250-line scanned separations 
should be limited to 1 to 1 blow- 
up and the 500-line scan separa- 
tions to 2 to 1 blow-up. 

Enlargement Method 

Color transparency enlargement 
is necessary before the scanning 
process in cases where the original 
transparency size is too small for 
direct scanning at either 250 or 
500 lines and where the printed 
reproduction will exceed the al- 
lowable blow-ups as stated above. 
At the present level of technical 
development this is now handled 
by enlarging the original transpar- 
ency onto Ektachrome film. 

The techniques for retaining the 
color values of the original copy 
in the color enlargement process 
have been brought under control, 
and as a matter of fact, the en- 
larged color transparency in many 
cases is a better color reproduc- 
tion of the subject than the origi- 
nal color transparency. In addi- 
tion, such a technique allows the 
art editor to specify, and to have 
executed, color changes in the 
transparent copy to meet his re- 
quirements before scanning. Un- 
der these conditions the enlarged 
copy becomes the color guide for 
the engraver or lithographer. 

The color scanner is limited in 
its present application to the prep- 
aration of separations from trans- 
parent copy. 
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Detwiler Designs 
Ad Proof Cabinet 


An ad proof cabinet, designed 
by M. L. Detwiler, mechanical su- 
perintendent of the Lancaster (Pa.) 
Newspapers, has saved time and 
money in composing room opera- 
tions. 

The cabinet accommodates 
proofs for each day in the week 
and includes a “hold” slide and a 
“special” slide. It is sturdily built 
out of aluminum and brass and 
occupies very little floor space. 

One reason which led Mr. 
Detwiler to develop the ad proof 
cabinet was that he personally 
spent a half hour hunting for a 
department store proof one after- 
noon when using the spike 
method. 

Mr. Detwiler said a check has 
been made in the Lancaster 
Newspapers composing room by 
ad foremen on both day and night 
and they claim that cabinet has 
saved them approximately one and 
one half hours on each shift. 

Also, when they receive a cor- 
rection over the telephone from 
an advertiser, they have all the 
proofs at their finger tips. 

If an average of one hour 
a day is saved, Mr. Detwiler said, 
in a year’s time there would: be a 
saving of approximately 704 man 
hours. 

The ad proof cabinet designed 
by Mr. Detwiler is now in the 
process of manufacture by the 
American Publishers Supply, Inc., 
Lynnfield, Mass. 


Easier for Readers 


PORTLAND, Ore.—The Journal is 
easier on the eyes with the change 
from 7'4-point Corona type on an 
8'%4-point slug to 7'%-point Co- 
rona type on a 9-point base. This 
is the second major “white space” 
improvement made by the Journal 
in less than a year. 





BEN SHULMAN 
ASSOCIATES, INC. 


* 
Newspaper Presses 
Printing Equipment 

Bought and Sold 
= 
Plant Layout 
Mechanical Production 
Service 
At Your Disposal 

« 

Complete Plants Equipped 
Large or Small 

* 

500 Fifth Avenue 
New York 18, N. Y. 
' BRyant 9-1132 
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Dispatchers Handle 
41 Millon Ad Lines 


continued from page 54 





They also get answers to compos- 
ing room queries on the time to 
expect copy or corrections, Jour 
nal policy rulings, conflicts be- 
tween mechanical limitations and 
layout requirements and confusion 
in copy and layouts. 

The dispatch office must pick 
up and return merchandise used 
for art work. It also makes out 
receipts for merchandise handled. 
The engraving clerks in the Dis- 
patch Office make out art and en- 
graving orders, notify solicitors 
when drawings are ready for O.K., 
deliver artwork to the engraving 
department and make out memo 
orders for advertisers’ art. These 
clerks also handle type proofs for 
double print engravings. To keep 
an even flow on advertisers’ en- 
graving work, daily calls are made 
to the production departments of 
the various stores to ascertain the 
amount of engraving to be ex- 
pected. Timing these elements to 
the copy flow is an all-important 
phase of the coordinating process. 


Messenger Service 

The engraving clerks also keep 
an engraving order register. They 
close out engraving orders after 
transferring items to duplicate 
order and make out memo bills 
on outside charges. It is their re- 
sponsibility to see that the cuts 
coming through from the engrav- 
ing department are filed properly 
in the composing room and ready 
for the compositor when ads are 
assembled. These clerks handle 
approximately 125 advertising en- 
graving orders and 60 photo or- 
ders daily. 


The cut and mat clerks also 
contribute vitally to the mainte- 
nance of the copy flow by securing 
mats and cuts from the files as 
the copy comes in. They pass this 
material out to the composing 
room and run down any missing 
cuts. After ads are published the 
cuts are returned to the proper 





OLD-TIMERS HONORED BY MEMPHIS DAILIES 


Long-time printers in the Memphis (Tenn.) Commercial Appeal and Press-Scimitar composing rooms got 

lapel pins and congratulations at annual picnic of Memphis Typographical Union No. 11. At the event 

were (left to right) Gene Bernero, local president; R. J. Richardson, mechanical superintendent of the 

two newspapers, who received a 40-year pin; Frank R. Ahlgren, editor of the Commercial Appeal; Ed- 

ward J. Meeman, editor of the Press-Scimitar; Jose ph I. Roemer, who received a 60-year pin; and J. H. 

Dickey, O. C. Hundley and C. E. Williams, all of whom received 40-year pins. Not present were W. L. 
Goodwin and W. M. Holmes, both 60-year men. 





advertisers. The cut and mat 
clerks file electros from national 
accounts with identification cards 
kept in cross-files. They file signa- 
tures and logos after the runs. It 
is their job also to separate and 
file mats used the previous day. 
These clerks are in charge of our 
advertisers’ mat services and from 
these files they obtain mats for 
solicitors and small advertisers. 


A large segment of our plan- 
ning and dispatching office is the 
messenger staff. These messengers 
pick up proofs, mats and cuts, 
copy, merchandise and art work 
and many miscellaneous items. 
Pickups average 200 psr day. De- 
liveries are made of proofs, mats 
and cuts, merchandise and art 
work and tear sheets. There are 


425 deliveries per day. Messengers | 


also 
which 


segregate the tear sheets 


play purposes. 


The personnel of the Journal 
planning and dispatch office in- 
cludes five clerks working on local 
advertising with the desk covered 
between 6 a.m. and 8 p.m.; three 
engraving clerks on duty between 
7 am. and 5 p.m. daily with one 
clerk working until 1:30 a.m. 
Sunday for editorial cuts: three 
cut and mat clerks on duty be- 
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NEW PLANTS ... REMODELING 
SURVEYS ... CONSULTATION 


Morton L. Pereira & Associates 


ENGINEERS « ARCHITECTS 
.100 WEST MONROE BUILDING CHICAGO 3, ILLINOIS 
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are sent to advertisers as | 
proof of publication and for dis- | 


tween 8 a.m. and 8 p.m.; and a 
classified clerk who sorts want 
ads, alphabetizes larger classifica- 
tions and assists in the cut room. 
In addition, there are 8 full-time 
messengers on duty between 8:30 
a.m. and 4:10 p.m. six days per 
week and 8 part-time messengers 
(students) starting at 4:10 p.m. 
and working as long as needed. 
There is one switchboard operator 
and one man who is in charge of 
general supervision of classified 
and national copy as well as make- 
up of the paper and special sec- 
tions. There are two men for ac- 
tual paper layout and, of course, 
there is a dispatch office manager 
who is in overall charge. 


Pete Burton Joins 
Payne & Craig Staff 


“Pete” Burton, widely-known 
throughout the newspaper and 
printing trades and for the past 
16 years Newspaper Consultant 
for the Mergenthaler Linotype 
Co., is now associated with the 
Payne & Craig Corp., dealers in 
new and used printing equipment, 
as special representative. He will 
serve newspapers and other plants 
in New York State, New England, 
New Jersey, Eastern Pennsylvania, 
Baltimore and Washington. 

He will serve as a newspaper 
consultant. 








| 





LINK PAPER COMPANY 


' No Substitutes Accepted 


There's no need to accept sub- 
stitutes for Link Papers for 
Teletype and other communi- 
cation machines. Our produc- 
tion facilities are at an all-time 
high, and our delivery service 
is the best ever. 

A trial run of Link Paper on 
your communication machines 
will convince you that they're 
the best in the industry, and 
best for you. 

Available in all colors, and for 
every type of machine. And if 
you have any special problem, 
Link engineers will gladly 
work with you. 
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220 Broadway, New York 7, N. Y. 


Paper and Tapes for Teletype 
and other C icati: 
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CONSIDER ALL THE ADVANTAGES OF 
THE PONY AUTOPLATE 


Here is a WOOD machine that can work 
a near miracle in your stereotype department! In one 
continuous operation, the WOOD Pony Autoplate 
casts, shapes, shaves, trims, cools and delivers plates 
... better plates . . . ready for the press. 

There are numerous other benefits in which 
you're sure to be interested: You get lighter plates 


with considerable saving of metal . . . you reduce 


THE WOOD AUTOMILLER 


A time saving, companion machine to the WOOD Pony Auto- 
plate where Tension Plate Lock Up is required. It mills pockets 
to accommodate lock up fingers. Production is rapid, accu- 
rate and automatic. Can also be used to register color plates 


cast in Pony, Junior and Automatic Autoplate Machines. 


power bills . . . your plates are more accurate, and 
uniform in thickness and curvature... you get longer 
life from press blankets and rollers... and you need 
only half the floor space required for handbox 
equipment. 

... and, the most important advantage of 


all...a better looking newspaper! 








WOOD NEWSPAPER MACHINERY CORPORATION 
PLAINFIELD, NEW JERSEY © SALES OFFICE: S01 FIFTH AVENUE, NEW YORK 17 
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American Brewing Co. 


National Advertising In Newspapers: 1949 


Herewith a listing of advertis- 
ing expenditures above $25,000 
placed in newspapers during 1949 
by national advertisers. Compiled 
by the Bureau of Advertising 
from Media Records and pub- 
lisher-contributed data, the figures 
are based on actual linage reports 
from 984 newspapers published 
in 727 cities of 10,000 population 
and above with combined week- 
day circulation of 47,074,807 
(91.4% of the total weekday cir- 
culation) and 365 Sunday papers 
in 315 cities with 43,917,643 cir- 
culation (or 96.3% of the total). 

i 


A 
Abbott's Dairies Inc 
Abbott’s Cheese 
Abbott’s Milk 
Abbott’s Ice Cream 





Abbott’s Products 4 6.676 
Jane Logan Ice Cream 8,494 
42,137 


Acme Breweries 
Acme Beer 


245,989 
Admiral Corp. 





Radio... . 128,222 
Radio and Television 65,67 
Range aa aon 1,546 
Refrigerator 236,984 
Television 666,782 
Products 17 916 
Ry 117, 1 21 
Affiliated Gas Equipment Inc 
Bryant Heating Equipment. 38,341 
Bryant Water Heater 24,538 
Payne Furnaces 24,144 
87,023 
Aggeler & Musser Seed Co. P 28,512 
Air America Inc.... 72,997 
Air France (French National 
Airlines) 58,565 
Airline Foods Corp. 
Airline Pie Filling. . ; 4,936 
Airline Prune Juice. . ‘ 4,212 
Baron’s Sundaettes. . . 15,969 
Caruso Macaroni Products 72 


Henri Products. . 
Old Judge Coffee 





78,804 
Airline Tickets Inc 72,825 
Alabama Power Co 37,402 
Aladdin Co. 
Homes 31,819 
Albert’s Products Ce 
Portland Punch. . 34,480 
All American Airways 56,261 
Alles & Fisher Inc. 
Air Flo 63 Cigars $9,907 
JA Cigars 17,734 
67,641 


Allied Chemical & Dye Corp 
Airex 253,784 
Semet-Solvay Coke 9,096 


Products 1,062 


263,942 

Allied Food Industries 
Holiday Cookie Mix 13,865 
Holiday Macaroon Mix 1,261 


Holiday Mixes 15,037 
30,163 

All-Purpose Cleaner Barcolene Co. 

Barcolene. 28,647 
Altes Brewing Co 

Altes Beer 89 463 
Aluminum Co. of America 

Alcoa Steamship Co. Inc 23,099 


Institutional 55,039 


78,138 
Aluminum Cooking Utensil Co. 

Wear-Ever Aluminum Utensils 41,647 
Amend Co., Fred W. 

Chuckles. 110,683 
American Airlines Inc 855,896 
American & Delta Airlines 48,941 
American Bakeries Co. 

Merita Products 89,507 
American Brewery Inc. 

American Beer 76,554 


Regal Beer and Ale... 116,854 
American Bu; Lines Inc... 75,188 
American Chicle Co. 


Adams Chewing Gum 19,611 
Dentyne Chewing Gum 4,141 
Yucatan Gum 4,037 

27,789 


EDITOR & PUBLISHER for July 8, 


American Cranberry SERPS 


Eatmor Cranberries... .. 199,237 
American Dairy Assn 113,641 
American Distilling Co. Inc. 

Burton’s 51 Whiskey...... 8,306 

Good Old Guckenheimer . 18,512 

Stillbrook Whiskey... ... 17,344 

Town Club Whiskey. ie 344 

Whiskies......... ; 1,941 

~ 46, 675 

American Export Lines Inc. . 145,679 
American Express Co. 

Tours and Travel.. 336,139 


American Fruit Growers Inc. 





Blue Goose Frozen Foods. . 16,977 

Blue Goose Fruits and Vege- 
tables , 10,224 
27 201 


American Home Products Corp 


Aerowax 479,092 
American Home Foods Prod- 

WR .. 6 6:0 ua 267 
Anacin 91,478 
Antol 4,765 
Bi-so-dol 70,626 
Black Flag Products 14,988 
Burnett’s Extracts ; 47,742 
Chef Boy-ar-dge Products 411,802 
Clapp’s Baby Foods 212,474 
Duft’s Cake Mix 299,704 
Duff's Gingerbread Mix 65,096 
Duff's Hot Roll Mixes 282,829 


Duff’s Mixes... 

Duff’s Muffin Nad 

Duff’s Waffle W& 

Edna Wallace ne 7 


arations. . 32,680 
Freezone 8,496 


113,751 
5,663 
11,416 


Frey’s Pin Worm Remedy 6,816 
G. Washington Instant Coffee 151,495 
Se 14,318 
Kolynos Anti-Decay Tooth 

Powder 23,570 
Kolynos Tooth Paste 103,077 
Kolynos Tooth Powder 4,801 
RAR et 3,066 
Mystic Cream 18,330 
Neet...... Bate 18,695 
Outgro gn iaes Unease’ 4,972 
Petro-Syllium , 7,696 
Plastic Wood........ 5,723 
Silver Spray 255 
Snarol Garden P roducts. : 4,574 
Tassid 1,087 
3-in-One Oil 10,851 
Whitehall Pharmacal Products 14,624 


2, 546,819 


American Iron & Steel Institute 54,058 
American Lady Inc. 
Corsets 25,380 
American Maize-Products Co. 
Amazo Instant Dessert 178,683 
American Maize... 477 
Speedway Starch 101 
179,261 
American Meat Institute 168,569 
American Molasses Co 
American Molasses : 641 
Grandma’s Molasses 30,346 


30,987 

American Oil Co. 
Amoco Tires 587 
Fuel Oil 133 
Gasoline and Oils... 


35,763 
American Pop Corn Co. 

Jolly Time Pop Corn 
American President Lines 
American Safety Razor Corp. 

A-S-R Lighter 

E- er-Ready Shaving Brushes 

Gem Razors and Blades... 

Silver Star Razor Plades 

Star Razors and Blades 

Treet Plades 


45,942 
91,483 


1,259, 789 

American Sugar Refining Co 
Domino Sugar 239,837 
Franklin Cane Sugar 41,539 
Sunny Cane Sugar 30,957 
Products : 2,402 
314, 735 

Anu Telephone & Tele- 

graph Ca 

Bell Telephone System 285,897 
Western Electric Hearing Aid 78,340 
Western Electric Products 5,426 





369,663 
American Tobacco Co. 


Lucky Strikes. ~ 2,970,675 
Pall Malls. 473,377 
Products 5,921 


3,449,973 
1950 


Anthracite Ir 


» 





Atchison, 


American Trucking Assns. Inc.. 
American War Orphans Contest 


Amity Leather Products Co. 


Rolfs Rillfolds 
Products 


Amurol Products Co. 


Tooth Paste... 
Tooth Powder. 


Anahist Co. Inc. 


Anahist. 


Andrea Radio Corp. 


Television . 


Anheuser- Busch. Inc. 


Anheuser-Busch Syrup 
Bud Syrup... 
Rudweiser Beer 

Delta Syrup 
Muenchener Beer 


itute 
Appalachian ctric Power Co 
—_ Electrical Mfg. Co. 
Ape x Was sher 
Products 








Appleton-Century-Crofts Inc 


Books... ‘ 
Arakelian Inc., K 

Madera Wines. . 

Mission Bell Wines 


Arden Farms 


Cottage Cheese 
Dairy Products 
Ice Cream. 
Milk. 


Arkansas Rice (¢ 
ative Assn. 
Piceland Rice 

Armour & Co. 

Armour’s Cheese 

Armour’s Chop Suey and Beet 
Stew. 

Armoutr’s Cloverbloom E ggs 

Armour's Cloverbloom Frozen 
Poultry F 

Armour’s Fertilizer ; 

Armour’s Frankfurters 

Armour’s Mayflower Mar- 
garine..... 

Armour’s Products 

Armour’s Soap Prod icts aw 

Armour’s Star Lard 

Armour’s Star Meat Products 

Armour’s Velvetgreen Plant 
Food eee 

Chiffon Soap Flakes 

Dash Dog Food 

Dial Soap 

Perk Soap 

Three L ittle Kitte ns C at Food 

Treet 


rrowers Cooper- 


rnold Bakers Inc. 
Brick Oven Bread 
Products 


Arnold, Schwinn & Co. 


Bicycles 


Artistic F oundations Inc. 


Foundations 
Sea Mold Swim Suits 


Associated Commercial Co. Ltd. 


Tom Moore Whiskey 


Associated Products Inc. 


Five Day Deodorant Pads... 

Topeka & Santa Fe 
Railway System 

Bus Transport . 

Rail Transport. 


Atlantic Co. 


Atlantic Beer and Ale... 


Atlantic Coast Line Railroad. 
Atlantic Mutual Insurance Co. 
Atlantic Refining Co. 


Gasoline and Oils 


Atlantic Sales Corp. 


French's Instant Potato. 
French's Products... 
Good Luck Pie Crust Mix. 
Good Luck Pie Products. 


37,881 
81,089 


16,624 
25,326 


41,950 





16,831 
47,461 





64,292 
256,801 
54,419 
837 


245 
343,25 56 


346,051 


294,183 
46,433 


32,414 


32,620 
23,718 
9,418 
33,136 
7,205 
28.456 
78.414 
4,489 
118,564 
76,252 
9,434 
635 

1,601 


4,136 
1,960 
2,319 


108,080 
10,584 
12,926 





2,814,009 


34,857 
109,141 


143,998 


59,464 


169,902 


5,278 


175,180 


33,853 


155,716 


13,467 
401,054 


414,521 


40,997 
175,049 
30,141 


71,836 


336,175 
18,890 
2,401 
76,349 
1,114 





434,929 


Atlas Brewing Co. 
Atlas Prager Beer 
Audel & Co., Theo. 


Books 
Austin Motor Co. Ltd. (Eng.). 
Avco Mfg. Corp. 
American Kitchens......... 
eee 
rosley Frostmaster. . . 
Crosley Products........... 
Crosley Radio. . 
Crosley Radio and Television 
Crosley Range. ... 
Crosley Seilauben. 
Crosley Television. . . 


Avon Products Inc. 
Toilet Preparations 


B 
B. B. Pen Co 
Babbitt Inc., B. T. 
Bab-O. 
Glim 
Products 


B. C. Remedy Co 
Baker Co., John C. 
Paker’s Hair Tonic 
Ball Bros. Co. 
Jars and Lids 
Ball Clinic... 
Ballantine & Sons, P. 
Beer and Ale. 
Ballard & Ballard Co. 


Cake Mix.. ey 
Corn Bread Mix.... «oe 
Frozen Rolls. ~~ 


Hot Roll Mix 

Mixes. . 

Obelisk Flour......... 
Ovenready Biscuits. 
Pancake Flour. ... 
Products. . 


Bali Brassiere Co. Inc...... 
Paltimore & Ohio Railroad . 
Bankers Life & Casualty Co 
Banquet Canning Co. 

Chicken Products... .. 
Parton Mfg. Co. 

Dyanshine........... 
Basch & Co. Herman 

Hammer Brand ~~ Lamb 
Battle Creek Food Cc 

Vita Bran Sendaate. 
Bayuk Cigars Inc. 

Phillies. . . 

Prince Hamlet 


Beacon Co. 
Beacon Floor Wax 

Bear Brand Hosiery Co 

Beatrice Foods Co. 
Chox 4 ‘ 
La Choy Food Products... 
La Choy Sauce... : 
Meadow Gold Butter 
Meadow Gold Cheese 
Meadow Gold C hocolate 

Drink.. ; ‘ 

Meadow Gold Ice Cream.. 
Meadow Gold Milk........ 
Meadow Gold Products 
Vegemato Juice. 


Beaute Vues Corp. 
Nutri-Tonic : ‘ 

Beech-Nut Packing ¢ Co. 
Baby Foods. P 
Coffee 
Gum.. - 
Products 


Bell Brand Foods Ltd. 

Bell & Co. Inc. 
Bell-Ans. . 

Bell & Howell Co. 
Cameras. 
Projectors 


Beltone Hearing Aid Co. 

Pendix Aviation Corp. 
Television . PETS 
Institutional...... 


Bendix Home Appliances Inc. 


Products. ... 


83,373 


35,588 
160,800 


149,707 
15,169 


9, 
48,303 
11,434 

350,770 

1,356,158 


25,829 


213,063 
92,486 
306 ,.QSe 
47 * 


446, 0: 50 
247,533 
57,592 


63,951 
110,947 


79,022 





3,596 
14,091 





"138,581 
60,547 
226,397 
63.321 
36,526 
79,065 
27,527 


58,388 


447 ,087 
47,595 





494,682 


10,013 


162,720 


105,978 


63,411 
13,042 





76,453 
134,631 


53,023 
1,879 


54,902 


19,368 
313,651 
29,512 
362,531 
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Pen Hur Products Inc. 
All Breeds Cog Food 
Pen Hur Coffee. ...... 
Ben Hur Extracts. . 
Ben Hur Food Products 
Ben Hur Jell-a-teen..... 
Ben Hur Mustard.... 
Ben Hur Spices. . . 

Golden West Coffee. . 


Benjamin & Johnes Inc. 
Foundations and Brassieres. . 
Ben Mont Papers Inc. 
Co. 
Penson & Hedges 
Penson & Hedges... 
Parliament Cigarets 
Virginia Rounds.... 


Perghoff Brewing Corp. 
Berghoff Beer. 
Berghoff Malt Extrz act 


Berke Pros. Distilleries Inc. 
Bin-Bottle Wines r 
Old Mr. Boston Liquors. . 
Old Mr. Boston Rocking 

Chair Whiskey 


Old Mr. Boston Spot Bottle 
Whiske 
Old Mr. Boston Whiskey 
Old Mr. Boston Wines 
Berry Tours 


Best Foods Inc. 

Best Foods and 
Mayonnaise . 

Best Foods Mayonnaise 

Best Foods Products ° 

Best Foods Mustard-With- 
Horse Radish 

Best Foods Sandwich Spread 

H-O Farina Cereals 

H-O Oats 

Hellmann's Mayonnaise 

Jet-Oil 

Nucoa oe arg: arine 

Presto Cake Flour 

Shinola. 

Two-in-One Shoe P olish 


Hellmann's 


Beverwyck Ereweries Inc. 
Beverwyck Beer and Ale 
Bigelow-Sanford Carpet Co. 
Carpets and co 
Glamorug. : 


Black, Inc., Walter J. 
Black’s Readers Service Co 
Classics Club. 

Detective Book Club. 


Plackstone Corp. 
Blackstone Washer 

Blanton Co. 
Creamo Margarine 

Block Drug Co. Inc. 
Amm-!I-Dent Toothpaste 
Amm-1I-Dent Tooth Powder 
Dentur-Grip 
Dionol 
Innerclean....... 
Minipoo Shampoo 
Omega Oil.. 
Polident 
Poli Grip. 
Poslam 
Pycopay 


1 


Tooth Powder 


Blue Cross Plan 

Blue Moon Foods Inc. 
Blue Moon Cheese 
Gold-N-Rich Cheese 
June Dairy Putter 
June Dairy Products 


Bobbs- Merrill Co. 
eee 
Bob-Lo Excursion Co 
Bohemian Brewing Co. 
Bohemian Club Peer 
Boller Beverage Co. 
Beverages........ 
Bon Ami Co. 
Bon Ami... 
Glass Gloss 


Bonito Star Products 
Bonnie Gaye Fashions 
Book-of-the-Month Club Inc 
Borden Co. 
Borden’s Butter. 
Borden’s Buttermilk. 
Borden’s Cheeses. . . 
Borden’s Chocolate Milk 
Borden’s Coffee. . . 
Borden’s Cottage Cheese 
Borden’s Cream ne 
Porden’s Dairy Products... . 


62 


, Inc. 


10,079 
44,165 
1,065 
8,397 
86 

124 
1,328 
27 364 


92,608 
34,486 
86,715 
24,094 
164,094 
9,209 
197 ,397 
97 580 
332 


97,912 


1,044 


2,792 
6,101 


8,429 
1,018 
2,726 
32,110 
86,944 


181,966 
69,421 
54,730 


4,081 
39 a4: 3 





84 373 
303,100 
548 
891,065 
36,657 
73,898 
15,506 


782,423 


150,843 


160,387 
238,322 
398,709 
194,659 
230,149 
480,180 


904,988 
99,576 
59,831 


464,145 


329,033 


5,526 
469 
613 

21,960 





939,246 
151,046 


3,276 
1,976 


161 ‘689 





Borden’ 
Borden 
Borden 
Borden 


gg Nog Milk 

Evaporated Milk. 

Grape Drink... 

Ice Cream. 

Borden’s Instant Coffee 

Borde Milk. . 

Borden’s Products 

Borden’s Starlac Milk.. 

Horton’s Ice Cream.. 

Lady Borden Ice Cream 

Reid’s Ice Cream. 

Wz —_ Gordon Acidophilus 
Mil 

Ww we Foods 


s 
s 








3org- Warner C orp. 
> Freezer. 
Heater 
» Products 





Norge Refrigerator 
Norge Washer : 
Norge Washer and Ironer. 
Norge Range 
Bosco Co 
Roston Consolidated Gas Co 
Boston Edison Co ; 
Boston & Maine Railroad 
any Mills Inc 
is Inc 





let Preparations 


Boy wm in Dairy Co. 








Ice Cream 
Milk 
Quick Whip 
n ( Walter N 
nts 
& Sons, E. J 
grach Candy 
ing Candy Bar 





Bradfield Co 
Mother’s Friend 
Neurabalm 


Prandenfels, Carl 
Scalp and Hair Treatment 
Braniff International Airways 
Brewing Corp. of America 
Carling’s Peer and Ale 
Bridgeport Brass Co. 
Aer-O-Sol....... 
Good-Aire 


Brillo Mfg. Co. 

Brillo 
Brimms Plastic Liner Co. 
Bristol-Myers Co. 

Ipana Tooth Paste 

Minit Rub.... 

Mum 

Sal Hep: atica. 
Re ssistabs.... 
Products 


Inc. 


Inc 


Rritish Board of Trade 
Pritish Industries Fair 
British Overseas Airways Corp 
Broadway Fashions Inc 
Prook Hill Farms Inc. 
Milk 
Brooklyn Union Gas Co 
Brown a orman Distillers C orp. 
Brown-Forman Whiskies. 
Early Time s Whiskey 
Kentucky Dew 
King Black Label Whiskey 
King Label Whiskies 
King Red Label Whiskey 
Old Forester Whiskey 





Brown-Graves Co. 
Bee Gee Windows. . 
Brown & Williamson 
Corp. 
Kools 
Life C igarets 
Raleighs 
Viceroys 


Tobacco 


Prunswick-Balke-Collender Co. 
Bowling Equipment. . 
Builders Products 
Florceal. . . 
Bulova W. atch Cé é 
Purger Brewing Co. 
Burger Beer and Ale. 
Burke Ltd., Edward & John 
Guinness Stout. 
Burkhardt Brewing Co. 
Burkhardt Beer and Ale.. 





34,009 
9 545 


43,554 
61,190 
137,015 
282,642 
148,857 
268,358 


417,215 


1: 


= to 


4,405 
3,172 
129,557 
100,982 

87,044 
402,912 
218,637 
778 


939,91 0 


28,552 
200,193 
81,429 


36,137 
27,394 


45,982 
191,786 
32,589 





876,914 


27 ,406 


118,832 
29 





89,018 


29,687 
230,429 


56,917 
80,219 
49,362 


Burlington Mills Corp. of N. Y. 
Fabrics. . 
Burpee Co., 
Seeds 
Burroughs Adding Machine Co. 
Bu-Tay Products Ltd. 

Bu-Tay Products. . 
Rain-Drops. . 


“W. Atlee 


Butler Mfg. Co. 
Buildings 


Cain Co., John I 
Mayonnaise nee a 
Products ovees 


California Dairy Industry Ad- 
visory Board... 
Californie Fruit Growers 

change 
Exchange Orangeade Base. 
Sunkist Lemons 
Sunkist Oranges... 
Sunkist Products 


Ex- 


Hawaiian 
Ltd. 


California & 
Refining Co. 
C & Ii Sugar 


Sugar 


California Lima Bean Grocers Assn 


Seaside Limas 
California Oil Co. 
Gasoline and Oils 
California Packing Corp. 
Del Monte Catsup 
Lel Monte Food Products 
Del Monte Tomato Sauce 


Calitornia Physicians Service 
California Prune & Apricot 
Growers’ 3 





Sunsweet Pranes 

California Spray-Chemical Corp. 
California Spray Chemical 
Ortho Garden Protector 
Ortho Lawn Groom 
Ortho Products 


California Walnut Growers’ 
Diamond Walnuts. . 
Camfield Mfg. Co. 
Camfield Toaster. . 
Campana Sales Co. 
Ayds 
Campana Prepar itions 
D DD Prescription 
Solitair Preparations 


Assn. 


Campbell Soup Co. 
Campbell's Soups. . 
Franco-American Beef Gravy 
V-8 Tomato Catsup. 
V-8 Vegetable Juice. . 


Canada Dry Ginger Ale Inc. 
Canada Dry Beverages 
Canada Dry Ginger Ale 
Canada Dry Hi-Spot 
Canada Dry Quinine Water. 
Canada Dry Sparkling Wz ater r 
Canada Dry Spur 
Chelmsford Beverages 
Cinzano Vermouth 
Johnnie Walker Scotch 
Nuyens Cordials 4 
Pedro Domecq Brandy 
Pedro Domecq Wine.. 


Canada Steamship Lines Ltd. 
Canadian National Railwavs 
Canadian Pacific Railway Co 
Canterbury Gardens 
Canute Co. 

Canute Water 
Capital Airlines 


Capital City Products Co._ 
Dixie Margarine 

‘apitol Transit Co ‘ 

‘apudine Chemical Co. 
Capudine.. 

‘ardinet Candy Co. 
Cardinet Candy Co. 
Uno Bar..... 


ar 


CC 


Carey Salt Co.... 

‘arnation Co. 
Albers Cereals. . 
Albers Corn Flakes. 
Albers Flapjack Flour 
Albers Instant Wheat. 
Albers Mixes. . 
Albers Oats. 
Albers Pancake Mix 
Albers Pancake-Waffle Flour 
Albers Products ‘ 
Carnation Buttermilk. 
Carnation Condensed Milk 
Carnation Corn Flakes. 
Carnation Cottage Cheese 
Carnation Dairy Products. 


~ 


390,961 


63,402 
58,728 

3,547 
65, 779 


69, 326 
29,327 


494 400 
51,642 


728,964 
7-99 


(Joe 


45,022 


55,755 





74,239 
1,957 
1,059 
2,356 

44,699 

50,071 

130,541 


98,297 


142,614 
11,810 
31,234 

103,679 





278,518 





416, 492 


195,183 
236,544 





rg f 605 5 
106, 








81,674 
514,619 


43,193 
35,343 


57,439 


10,818 
17,661 
28,479 
25,020 


2,344 
758 
2,811 
674 
6,558 
21,703 
594 
1,298 


5,216 


49,689 


Carnation Evaporated Milk.. 

Carnation Ice Cream 

Carnation Instant Wheat 
oo ee 

Carnation Malted Milk 

Carnation Products. . 

Friskies Dog Food. . 

Gold Cross Evaporated Milk 


Carolene Products Co. 
Milnot Milk and Butter 
Carr-Consolidated Biscuit Co. 
Crackers 
Carrier Corp. 
Air Conditioning 
Carter Froducts Inc. 
Arrid 
Carter's Liver Pills 
Hush 
Nair 
Natrasan ; 
Stet Deodorant 


Cedargreen Frozen Pack Corp. 
Frozen Food 

Cellowax Co. 
Bluko 


Cellowax . 


entlivre Brewing Cory 
Old Crown Beer and Ale 
eribelli & Co., G. 
Brioschi 

*hambers Distributing Co 
Chambers hange 

*hamplin nefining Co. 
Gasoline and Oils 

*hattanooga Medicine ¢ 
Black Draught 
Black Draught and Cardui 
Cardui 


~ 


Inc. 





a 


Chesapeake & Potomac Tele- 
phone Co 
hesebrough Mfg. Co. Cons’d 
Vaseline Hair Tonic 
Chicago, Burlington & Quincy 
Kailroad 
Pus Transport 
Rail Transport 


rn 


Chicago, Milwaukee, St. Paul & 
Pacific Kailroad 
Chicago, Northern 
Public Utilities 
Electric Service 
Cc —. & Northwestern Rail- 


Illinois 


Chleam>, “Rock Island & Pacific 
Railway Co... 

Chicago & Southern Airlines Inc. 

Chicago Tribune ; 

Chicago Western Corp. 
Pinafore Chicken 

Chrysler Corp. 
Chrysler Airtemp 
Chrysler Cars 
Chrysler Engines 
Chrysler Institutional 
Chrysler Marine Engines. . 
Chrysler and Plymouth C ars. 
De Soto Cars 
De Soto and Plymouth Cars. 
Dodge Cars... ‘ 
Dodge and Plymouth ‘Cars.. 
Dodge Trucks... 
Plymouth Cars 


Church Grape Juice Co. 
Fruit Juices. 
Grape Juice. . 


Cinch Products Inc. 
Cake Mix 
Flour 
Mixes.. 
Products 


Cincinnati Gas & Electric Co 
Cincinnati & Suburban Bell 
Telephone Co 
Cities Service Co. 
Fuel Oil. 
Gasoline and Oi ils. 


Citizens Gas & Coke Utility 
City Products Corp. 


P.O.C. Beer. 
Products 


Clairol Inc. 
Clairol 
Claridge Food Co. Ine. 
Claridge Meat Products..... 
Clark-Cleveland Inc. 
Fasteeth. . 
Plato 


252,910 
49,689 


17/161 
309,960 
7,822 


810,012 
103,448 
131,840 

26,912 


289 
107 


O19 
171 
704 
173 

6,116 

5, _5,882 
,065 
26,336 


12,053 
18,223 


276 





25, 982 


57 036 
240,104 
302,047 

6,899 
213,865 
220,764 


404,557 


28,637 
115,964 
129,068 


203,218 
166,189 


30,023 


1,17 3,933 
49,865 
1,926,552 
76,979 
499,220 
1,992,487 


8,747 ,966 


3,502 
31,232 





24,889 


280,294 
16,101 


296,395 
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Cle 


ar 


2.910 
9,689 


1,919 





161 
1,960 
’ 822 


),012 
3,448 
| 840 
5,912 
519 

704 

173 
5,116 
>, 882 
9,565 


),336 


2,05 3 





1,276 
3,918 
5,081 
7,379 
1,414 
7 469 
3,585 
3,982 
7,036 
0,104 
2.047 
6,899 
3, 865 


0,764 


4,557 


8,637 


5,964 














3,635 
1,283 
0,294 
6,101 


8,395 
1950 


ae 


NATIONAL ADVERTISING EXPENDITURES IN NEWSPAPERS: 1949 





Cleveland Electric Illuminating 
Cleveland Von Co. 
Von Tablets. 
Clicquot Club Co. 
Peverages.......... 
Ge Fi kiaccces 


Climalene Co. 
Bowlene......... 
Climalene.... 
Spin Powder 


Cling Peach Advisory Board. 
Clinton Industries Inc. 
Clinton Desserts. 
Clinton Pudding... 
Hi-C Orange Ade.. 
Snow Crop Frozen Foods 
Snow Crop Fruit Juices 
Snow Crop Grape Juice 
Snow Crop Orange Juice 
Products 


Clorox Chemical Co. 
Clorox 
Clorox and Boon 


Clover Leaf Creamery Co. 
Dried Milk. . 
Milk 2 
Products. .... 


Cluett, Peabody & Co. Inc. 
Cluett, Peabody Products 
Monarch Garments. . 


Coca-Cola Co. 

Cohen Goldman & Co. 
Wearing Apparel 

Coleman Co. Inc. 
Floor Furnace... 
Oil Heater....... 
Water Heater. . 
Products. .. 


Colgate-Palmolive-Peet Co. 
Ajax Cleanser. 
Cashmere Bouquet Soap. . 
Coleo... 
Colgate 
Powder. 
‘ olgate Dental Cream. 
Colgate-Palmolive-Peet Prod- 
eee 
Colgate Shave Cream. 
Colgate Soap Flakes 
Colgate Tooth Powder. . 
Crystal White Soap. . 
eee ; 
Halo Shampoo. 
Kirkman Flakes 
Kirkman Granulated Soap.. ae 
Kirkman Products 
Lustre Creme Shampoo. ; 
Octagon Granulated wines a 
Octagon Soap...... : 
Palmolive Shave Cream. 
Palmolive Soap... .. 
Peet’s Granulated _ 
Super Suds. ..... 
Vel Beauty Bar Soap. 
Vel Soap Powder 
Veto. P ; 


Ammoniated Tooth 


81,844 
29,938 
101,743 
3,607 


105, 350 
19,076 
134,783 
7,204 





161,063 
231,616 


13,908 
1,617 
39,923 
336,533 
64,243 
25,924 
98,616 
4,830 


585,594 


536,333 
4,096 


540,429 





36,774 


138,124 
4,064 
142,188 
1,782,044 
99,281 
60,705 


20,114 
12,923 





99,041 


509, 0: 50 





454,206 
2,343,090 


519,673 
3,310 
953 
194,325 
3,216 
2,246,346 
353,221 
178,246 
8,073 
4,567 
617,767 
2,491 
15,551 
76,377 
22 779 


aT i 


l 644, 104 
199,587 


12,089,890 


College Inn Food Products Co. 
Chicken Products. 
Soups ? 
Tomato Juice Cocktail 
Products bates 


Colonial Airlines Inc. 
Columbia Baking Co. 
Southern Bread and Cake... 
Southern Products.... 


Columbia Brewing Co. 
Alt Heidelberg Beer ofa 
Columbia Beer and Ale... .. 


Columbia Broadcasting System 
Columbia Records. . . 
Columbia Record Player. 


Columbia River Packers Assn. Inc. 


Bumble Bee Products. : 
Columbus & Southern Ohio 
Elestric Co........ 

Comet Rice Mills 
ee eee 


EDITOR & PUBLISHER for July 8, 


73,434 
77,065 


57 ,987 
45,071 


103,058 





140,994 
18,117 





~ 159,111 
31,779 
40,383 
25,651 


Commercial Solvents Corp. 
Norway Dry-Ex... 
Norway Peak Anti- Freeze 
Products. 


Commercial Travelers Mutual 
Accident Assn. of America 
Insurance 


Commonwealth Edison Co 

Community Traction Co. 
i tics kok nein 

Comstock Canning Corp. 
Pie Sliced Apples. 

Congoleum-Nairn Inc. 
Congoleum 
Congow a 
Nairn Floor Coverings 
Products 


Congress Cigar Co. Inc. 
La Palina Cigars 
Conmar Products Co 

Zippers 
Consolidated Cigar Corp. 
Dutch Masters Cigars 

Harvester Cigar 


rp. 


Consolidated Edison Co. of 
N. Y. Inc. 
Con Edison 


Westchester Lighting Co 


Consolidated Royal Chemical 
orp. 
Arzen Nasal Oil 
McCoy’s Tablets 
Kolor Bak 
Krank’s Shave Cream 


Conti Products Corp. 

Conti Shampoo 
Continental Air Lines Inc 
Continental Baking Co. Inc. 

Hostess Cakes 

Wonder Pread 

Products 


Continental Casualty Co 
Continental Oil Co. 
Gasoline and Oils... 
Continental Trailways Bus. 
System 
Pes TIMGeess. . oc cccsccs 
Converted Rice Inc. 
Uncle Ben’s Converted Rice 
Cook Chemical Co. 
Cook-Kill Bug Killer 
Cook Cc. Inc., F. W. 
Cook’s Beer. ‘ 
Cook & Son Inc., ‘Thomas 
a eaenknadae ns 
Coors Co., Adolph 
Coors Beer 
Corn Products Refi ning Cc oO. 
Karo. . 2 a 
Kre-Mel Desserts. .. . 
Mazola Salad Oil... . 
Niagara Laundry Starch 


Corning Glass Works 
Pyrex Utensils 
Coro Ine. 
Jewelry 
Coty Inc. 
Toilet Pre pans ations 
Couchlan Co., N. 
Chimney Riou 
De-Moist Air Dryer. 


Cowles Magazines Inc. 
Flair. . , 
Look es 
Quick. . 


Creamette Co. 
Creamettes.... 

Creative Age Press Inc. 
Creative Age Press 
Tomorrow Magazine 


Creomulsion Co. 
Creomulsion. . . 
Crogley Motors Inc. 
Cars 
OO csane 


1950 


9,131 
6,582 
9,502 


25, 215 


79,347 
281,856 


27,478 
47,676 
17,7 7€ 63 
17, = 
43, 820 
51,873 
130,866 


124,814 
32,504 
246,318 
99,744 


346,062 





46,531 


259,189 


710 
1,082 
26,984 
8,649 
37,425 
51,039 
74,533 
126,099 
1,195,385 
66,645 
1,388,129 
40,919 
431,332 


101,431 
100,326 
53,905 


86,149 


53,625 





103,450 
487 
333 


56,863 
14,000 


,863 


15,095 
230,220 
87,526 








Crowell-Collier Publishing Co. 
American Magazine 
Collier's. 

Woman’s Home C omps inion. 
Books... .. ‘ ~ 


Crowell Co. 
Books. ... 

Crown Corset Co. 

Crown Publishers 
Pooks. eevee 

Crown Zellerbach ne 
Chiffon Tissue. . . 
Comfort Products 
Comfort Tissue. . 
Zee Facial Tissues 
Zee Towels 


, Thomas Y. 


Cudahy Packing Co. 
Cudahy Meat Products 
Delrich Margarine 
Old Dutch Cleanse 
Tang 


Cunard-White Star Ltd. 
Steamship Transport 

Curtis Industries Inc., 
Suave Shampoo 

Curtis Publishing Co. 
Country Gentleman 
Holiday 5 ‘ 
Ladies’ Home Journal 
Saturday Evening Post 
Magazines 


Helene 


Curtiss-Wright Corp 


D 
D-W-G Cigar Corp. 
El Verse Cigars 
R. G. Dun Cigars 
San Felice Cigars 


Dallas Power & Light Co 

Dana Perfumes Inc. 
Toilet Preparations 

Dan River Mills Inc. 


“| % A 
Cocomalt 
Swel 


Dawson’s Prewery Inc. 
Dawson Beer and Ale. 
Dayton Power & Light Co.. 

Dean Milk Co. 
Chocol:ite Milk 
Ice Cream. ..... 
Milk... 
Products 


Dearborn Supply Co. 
Mer«olized Wax Cream 
Saxclite Astringent Cream 


Le Jur-Amsco Corp. 
Photographic Equipment 
Delapenha & Co. Inc., R. U. 
Hartley’s Preserves 

Lauder’s Scotch 


Delaware, Lackawanna & West- 
ern Coal Co. 
Blue Coal 
Delaware, Lackawanna & We st- 
ern Railroad Co 
Dell Publishing Co. Inc. 
Modern Romances 
Modern Screen 
Srorts Illustrated 
Magazines. . - 


Delta Air Lines Inc. 

Demert & Dougherty Inc. 
Heet Anti-Freeze. 

Dentur-Eze Inc. 
Dentur-Eze. . 

Denver Chemical Mfg. Co. 
Antiphlogistine 
Antiphlcgistine Rub A-535. 


Des Moines Register & Tribune 
Detroit & Cleveland Navigation 
Co. 

Steamship Transport..... 
Detroit Edison Co..... 
Devoe & Raynolds Co. 

Bay State Paints 

Devoe Paints. 

Pee Gee Paints 


Inc. 


54,581 
178,098 
237 ,893 

480 


471,052 





25,468 
8,502 


76,533 


60,273 
411,932 
379,853 

1,605 





853,663 
204,054 
64,409 


8,100 
44,818 
116,945 
331,476 
1,289 





16,827 
84,318 
24,159 


125, 304 
32,846 
43,906 
43,776 
11,128 
97,974 


109, 102 


122,916 
41,017 


100, 3 28 





213.7 729 


56,043 
9,642 
65,685 
46,999 
17,990 
350 


18,340 


137,711 
49,871 
43,099 

6,005 
23,465 
1,229 


271,395 
32,148 
32,029 


54,001 
43,906 
97 > 907 
40,164 


54,713 
64,358 
2,049 


101,083 
2,907 


“106 039 


Diamond Match Co 

Dial Press Inc. 
Books 

Dill Co. 
Duz Kill 
Espotabs 


Disabled American Veterans 
DAV Service Foundation 
Distillers Corp.-Seagram’s Ltd. 
B & G Wines... 
Calvert Reserve Whiskey 
Calvert Whiskies a 
Captain Morgan Rum 
Carstairs White Seal Whiskey 
Carstairs Whiskies. . . 
Celestine Vichy Mineral Water 
Four Roses Whiskey 
Frankfort Whiskies 
Gallagher & Burton’s 
Label Whiskey 
Gallagher 8 Burton’s Whiskies 
Gallagher & Burton's White 
Label Whiskey 
Hunter Whiskey. . 
Lord Calvert Whiskey 
Paul Jones Whiskey 


Black 


Seagram's Ancient Bottle Gin 
Seagram’s Corp. Institutional 
Seagram’s 7-Crown Whiskey 
Seagram’s V.O 

Seagram’s Whiskies 

Ting 


White Horse Cellar Wh 
Wilson’s Whiskey 


iskey 


Dixie Brewing Co. Inc 
Dixie Beer 

Dobler Brewing Co. Inc. 
Dobler Peer and Ale 

Dodd, Mead & Co. Inc. 
Books. 

Doeskin Products Inc 
Lydia Grey Doeskir 
Sanapak 


Tissues 


Dolcin Corp. 
Dolcin. . F 
Doniger & Co , David D. 
McGregor’s Sportswear 
Dormeyer Corp. 
Dormeyer Mixer 
Doubleday & Co. Inc. 
Book League of America 
Dollar Mystery Guild 
Doubleday Books 
Doubleday-Doran Club 
Doubleday Home Library 
Doubleday, Jr . 
Doubleday One-Dollar Club 
Doubleday Year Pook 
Family Reading Club... 
Literary Guild of America. 
Nelson Doubleday Inc 


Dougherty’s Sons Inc., J. A. 
Dougherty Whiskey ‘ 
Douglas Aircraft Co. ‘Inc 
Dr. Pepper Co. 
Drackett Co. 
ee 
Windex Spray 
Windex Wax. 


Drewry’s Ltd. (U.S. A.) Inc 
Drewry’s Old Stock Ale and 
Beer 
Drexel Labor atories 
Victory Ointment 
Wonder Salve 


Duffy- Mott Co. Inc. 
Mott’s Apple Juice 
Mott’s Apple Sauce 
Mott's Jellies 
Mott’s Vinegar 
Products. 


Duke Power Co 
Dulany & Son Inc., John H. 
Quick Frozen Food 
Du Mont Laboratories Inc., 
Allen B 
Radio and Television 
Television 


Duncan Coffee Co. 
Admiration Coffee 
Admiration Coffee and Tea 
Bright & Early Coffee 
Duncan’s Maryland 

Coffee. 


Club — 


= 
© 0 
it 


78,187 
98,126 


3,503 
706,927 





ti 51334 





6,790, 148 
40,635 
41,040 
42,698 


84,976 
12,830 


1,775,991 





33,262 
103,214 
83,634 
57,714 
129,343 
13,989 


201,046 


156,180 
7,603 
50,615 
"38,218 
351,826 


9,677 
10,414 


70,490 
566,583 


637 073 





122,641 
9,546 
872 
10,278 


143,337 
63 











Dunn & McCarthy inc. 
Enna Jettick Shoes. eoake 
Du Pont de Nemours & Co. 
Inc., E. I. 
Du Pont Paints. 
Du Pont Products 
R-H Dust...... 
Viscose. . 


Duquesne Brewing Co. 
burgh 

Duquesne Beer and Ale. 
Silver Top. 


of Pitts- 


Duquesne Light Co 
Dutton & Co. Inc., E. P. 
Books. . 


E 
E & B Prewing Co. Inc. 
Pecker Beer. . 
E & B Peer and Ale 


Eagle-Picher Co 
Paints..... oe 
Storm Windows ones 
Products 


East Ohio Gas Co 
Eastern Airlines Inc 
Eastern Corp. 
Royledge Shelving 
Eastern Railroads. . 

Eastern, Southeastern & West- 
ern Railroads. . 
Eastern Steamship Lin« 
Eastman Kodak Co 

-ameras 
lms 


Tetmessee Eastman Corp 


ss Inc 


fasy Washing Machine Corp. 
Spindrier ee 
Washer 

Products 


Economics Laboratory Inc. 
Soilax.. 
Edris Co., William 
Dennison Food Products 
Ehlers Inc., Albert 
Coffee... 
Coffee and Tea 
Tea 


Electrical Assn. ot Philadelphia 

Electric Auto-Lite Co. 
Auto-Lite Batteries 
Auto-Lite Spark sine 
Products 


Elgin National Watch Co 
Ellis Canning Co. 
Chili Con Carne 
Products 


Ely & Walker 
Shirts... 

Embree Mig. Co. 
Wipe-On 

Emerson Drug Co 
Rromo-Seltzer 

Emerson Electric Mtg. ‘Co 
Fans.. 

Emerson Ra‘ 

Corp. 

Radio. 
Radio and Televisio 
Television 


Dry Goods Co. 


lio & Phor ograph 


Eno-Scott & Bowne 
Scott’s Emulsion 
Equitable Life Assurance So- 
ciety ot the U.S 
Erie Brewing Co. 
Koehler’s Beer 
Erie Railroad Co 
Esquire Inc 
Coronet 
Esquire 


Esslinger’s inc 
Esslinger’s Beer 

Eureka Williams Corp. 
Eureka Vacuum Cleaner 
Williams Oil-O-Matic 


Eversharp Inc. 
Eversharp Pens aid Pencils. . 
Eversharp-Schick Razor and 
Blades —- 
Schick Electric Shaver . 
Wahl Ball Point Pen 


Ewald Pros. Co 
Milk Products 


64 





263,537 


154,160 
12,333 
166, 493 
99,031 


59,550 


1,062,119 


47,176 
143,949 


91,122 
30,053 


527,257 
20,781 
50,304 


598,342 
26,536 
236,647 
7,125 


270,308 





163,299 


302, 948 
313,645 


5 249 


22 339 
27,584 
33,753 
149,094 
138,529 
25,012 
89,509 
13,990 
113,558 
217,057 
55,455 
144,416 


25,134 
68,828 


99,694 
87,732 


187,426 


37,459 


1,950 
50,109 





52,059 
56,228 
227,290 


141,995 
2,520 


"428,033 


28,494 


Ex-Lax Inc. 
Ex-Lax...... 


Fada Radio & Electric Co., Inc. 
SRR seu 
Television... 
Television and Radio 


Fairmont Foods Co. 
Butter...... 
Cheese... 

Dairy Products 
Frozen Foods. . 
Ice Cream. . 
ee 
Poultry Products 


Falls City Brewing Co. 
Falls City Beer 
Great Falls Beer 


Falstaff Brewing Corp. 
Falstaff Beer....... 

Fant Milling Co. 
Gladiola Flour 
Gladiola Mixes 


Farber Inc., S. W. 
Farberware Coffee Maker 
Farberware Utensils 


Farm Bureau_ pean Auto In- 
surance ° 
Farmers Ins surance ae 
Farrar, Straus & 
Sr ee ee 
Father John’s Medicine Co. Inc. 
Father John’s Medicine. 
Faultless Starch Co : 
Fear Co., Fred 
Burton’s Extracts 
Burton’s Frosting 
Chick-Chick and Presto E gg 
Dyes.... 


Fehr Brewing Co. Inc., 
Fehr’s Beer... .. 
Felin & Co. Inc., Jol n 
Meat Products... 
Fels & Co. 
Fels } Naptha Products...... 
Fels Naptha Soap whe 
Fels Naptha Soap Chips 


Frank 


Fernak Co. 
Barcentrate... 

Fiction Book Club 

Filbert Inc., J. H. 
Mrs. Filbert’s Margarine 
Mrs. Filbert’s Maycnnaise. . 
Mrs. Filbert’s Products. ‘ 
Mrs. Filbert’s Salad Dressing 


Financial World. . 
Fine oe Corp 


Holli worth Candy 
Nunn ails ’s Candy 
Firestone Tire & Rubber ( 


Outboard Motor 
ires 


Prod icts 


Fischer Baking Co. 

Bread.. : : 
Fitzgerald Bros. Brewing Co. 
Fitzgerald Beer and Ale 

Fitzpatrick Bros. Inc. 
Automatic Soap Flakes 
Kitchen Klenzer 


Flako Prod 
Cuplets 
fe uplets Cake Mix. 

Flakies Cookie Mix 

Flako 

Flako-Fl:z ikorn-Q Nuicko-C uplets 
Baking Prep. 

Flakorn Products. . 


ucts Corp. 


Fleer Corp., Frank H. 
Dubble Bubble Gum.. 
Fleers Gum 


Florence Stove Co. 
Oil Heater... . 
Ranges and Heaters 


Florida Citrus Commission 
Florida Grapefruit 
Florida Oranges 
Florida Tangerines 

ruits si 


149,063 


2,018 
32,762 
3,976 
38,756 
26,448 


1: 23, 446 


1 ey 569 
4,449 


115, 018 
428,745 


33,614 
2,440 





36,054 
9,850 
20,467 


30,317 


33,050 
34,635 


54,081 


78,533 
53,386 


11,144 
5,363 
13,446 

~ 29,953 
123,237 
37,460 


20,566 





93,410 


62,360 
560,433 





26,801 
23,434 





50,235 





6,314 





72,966 


16,905 
59,377 





76,282 


102,418 
175,858 
20,113 
57,350 


344.739 


Florida Fashions Inc. 

Wearing Apparel...... 
Florida Power & _— Co 
ree * &Co.,J.A 
Forbes & Sons Publishing Co. 

Inc., B. C. 

Forbes Magazine 
Ford Motor Co. 

EE CRs dice ccsevc 

., aa 

Ford Engines. ... . 

Ford Institutional. ...... 

Ford Oil Filter. . 

Pord Parts......... 

Ford Tractors... 

Ford Trucks 

Lincoln Cars. . ; 

Lincoln-Mercury | Cars pdlimwka 

Mercury Cars.. ; 


Foremost Dairies Inc. 
Dairyland Ice Cream 
Dairy Products 
Margarine 
Milk 


Formfit Co, 
Foundations... . 

Forstner Chain Corp. 
Jewelry. ... 

Fort Pitt Brewing Co. 
Fort Pitt Beer... 
Old Shay Beer and Ale. 


Foster & Kester Co. Inc. 
Krylon Plastic Spray 
Krylon Products 


Foster-Milburn Co. 
Allen’s Foot Ease 
Doan’s Pills... .... 
Foster-Milburn Products. 
Ice Mint 


Foster Products Inc. 
Mark Foster Products 

Fox Brewing Co., Peter 
Fox De Luxe Beer... .. 

Fox De Luxe Brewing Co. 
Patrick Henry Beer..... 
Patrick Henry Malt Liquor.. 


Fram Cc orp. 


Frank Tea & Spice Co. 
Frank’s Jumbo Peanut Butter 
Frank’s Red Hot Sauce 


Franz Baking Co. 
rrr 
Freihofer Baking | Co. 

Bread. 
Products 


French Line 
Steamship Transport 
French Sardine Co. Inc. 
Star Kist Tuna Fish 
Friend Bros. Inc. 
3aked Beans....... 
Mince Meat.. 
Products 


Frito Co. Inc. 
Chee-Tos... 
Fritos 


Fromm & Sichel Inc. 
Christian Bros. Candy 
Christian Bros. Products 
Christian Eros. Wines 


Fruit Industries Ltd. 
Ambassador Wines 
Aristocrat Brandy 
Dolly Madison Wines 
Fruit Industries Wines 
Guasti Wines. . . 
Victor Hugo Brandy 


Fulles & Co., W. P. 
Paints.... 
Funk Inc., Wilfred 


Bceoks 
Funk & Wagnalls Co. 
Books 


Furness Bermuda S. S. Lines 


G 
G. H. P. Cigar Co. Inc. 
El Produ .to Cigars 
Lovera Cigars... 


Galveston-Housten Breweries 
Southern Select Beer 


EDITOR & PUBLISHER for 


472,603 
26,973 


607,225 


1,127, "824 
1,571,326 





10,629,320 


6,584 
4,417 
a’ aor 





28,680 


120,001 
53,767 


173,768 


39,948 
12,996 
447 ,996 
11,811 
40,075 
512,878 
80,651 
52,651 
61,962 
2,006 
63,968 
54,990 


25,446 
1,341 


26,787 
55,789 
2,763 
36,819 
39,582 
71,769 
154,030 
20,253 
4,406 
7,837 
32,496 


901 
73,034 


73,935 
43,593 


11 pond 
31,7 


86,942 


10,630 
20,787 
6,361 
22,701 
3,763 
11,499 


75,741 


73,579 


287,132 
26,578 


313,710 


160,026 


tt & Co. Inc. 

“ imginia Dare Wines..... 
Gebhardt Chili — Co. 
Chili Con —- ; 
Chili Powder. . . 

Products. ...0..0+-- 


General Baking Co. 
Bond Bread........ 
Certified Bread 


General Brewing Corp. 
Lucky Lager Peer. . 

General Cigar Co 
Robert Burns Cigars. . 
Van Dyck Cigars..... 
White Owl Cigars 


General Electric Co. 
GE Appliances. 
GE Arizona Heater 
GE Battery Vitalizer. 

GE Blanket..... 
GE Dishwasher. . 
GE Disposall 
GE POR... 20% 
GE Freezer..... 
GE Gas Boiler 
GE Heating Cable 
GE Institutional 
GE Iron..... 
GE Ironer..... 
GE Kitchens. aan 
GE Oil Furnace 
GE Radio. 
GE Range.. 
GE Refrigerator 
GE Retrigerator and Freeze r. 
GE Sink. E 
GE Television. se 
GE Television and Radio 
GE Vacuum Cleaner 
GE Washer.. , 
GE Water Heater... 
GE Products. .. ; 
Hotpoint Dishwasher 
Hetpoint Disposall . 
Hotpoint Freezer. . . 
Hotpoint Freezer and ‘Re- 
frigerator.. 

Hotpoint Institutional 
Hotpoint Ircner. 
Hotpoint Range 
Hotpoint Refrigerator... 
Hotpoint Washer 
Hotpoint Water Heater 
Hetpoint Products. 
Telechron Inc... 


General Fcods Corp. 
Baker’s Chocolate 
Baker’s 4-1 Cocoa Mix 
Rirds Eye Frosted Foods 
Pirds Eye Orange Juice. 
Bireley Beverages. . 
4S ee 
Colonial Salt. ‘ 
Diamond C rystal Salt 
40-Fathom Sea Foods 
aeanee Dog Foods. . 
Grape Nuts.. 
o ape-Nuts F lakes 
Grape-Nuts Wheat Meal 
Jack & Jill Cat Food 
Jell-O Desserts. . 
Jell-O Rice Pudding 
+ a France F luing Flakes 
La France nee Flakes and 
Satina as . 
Log Cabin Syrup. 
Maxwell House Coffee ; 
Maxwell House Coffee and 
Instant Coffee. 


Maxwell House Instant Coffee 


Maxwell House Tea 

Maxwell House Products 

Minute Rice. ... 

Minute Tapioca. 

Pos*t’s Bran Flakes 

Post's Cereals. . 

Post’s Krinkles... 

Post’s Puffed Rice and Puffed 
Wheat.... 

Post’s Raisin Pran.. 

Post’s Sugar Crisp.. 

Post-Tens 

Post Toasties 

Pcstum 

Sanka Coffee 

Sanka Coffee and Instant 
oe 

Snider's Canned Foods 

Snider’s Catsup. 

Snider's Chili Sauce... 

Snider’s Condiments 

Snider’s Products 

Swansdown Cake Flour 

Swansdown Cake Mix 

Swansdown Mixes 

Swansdown Products 

Yuban Coffee 

Products 


115,131 


110,501 


469,647 


1,035,949 


3,927,574 


1,099 
153,180 
314,445 
116,055 

17,581 
68,960 
19,500 
34,237 
53, 579 


482 693 


13,091 
54,760 
287 ,040 


281,786 
69,166 
23,244 

9,581 

391,141 
17,039 
22,932 
74,481 

880 


2,211 
60,953 
95,734 
144,973 
150,195 
714,107 
31,241 


42 1098 


12,278 


5,124,784 
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NATIONAL ADVERTISING 


EXPENDITURES IN NEWSPAPERS: 1949 





General Mills Inc. 
Petty Crocker Cake Mix 
Betty Crocker Kitchen. 
Betty Crocker Mixes 
Betty Crocker Soups.. 
Betty Crocker Products. 
Bisquick. 
Cheerios 
Crustquick 
Ceneral Mills Appliances. 
General Mills Institutional. 
General Mills Toaster... .. 
ceneral Mills Tru-Heat Iron. 
General Mills Tru-Heat Oil 
Burner. ‘ 
General Mills Products. . 
Gold Medal Flour. . 
Gold Medal Spaghetti and 
Macaroni Products 
Gold Medal Products 
Kix. 
L arro F eeds. 
Pyequick. , 
Red Band Flour.. 
Sottasilk Cake Flour. 
Sperry Drifted Snow 
Sperry Pancake and Waffle 
Flour Mixes 
Sperry Products. . 
Wheat Hearts 
Wheaties 


General Motors Corp. 
Allison Motors. 
Buick Cars...... 
Buick Engines 
Cadillac Cars. . 
Cadillac-Olds mebile Cars. . 
Chevrolet Cars. . . 
Chevrolet Engines... 
Chevrolet Institutional... ... 
Chevrolet Soap Box Derby 
Chevrolet Trucks. 
Delco Heat..... 
Diesel Engines.... .- 
Fisher Bodies. . 
Frigidaire Air Conditioning 

Equipment. 

Frigidaire Dehumidifier 
Frigidaire Freezer . 
Frigidaire Range ‘ 
Frigidaire Refrigerator . 
Frigidaire Washer 
Frigidaire Products 
General Motors Institution 
General Motors Trucks 
Oldsmobile Cars.. . 
Oldsmobile Engines. . 
Pontiac Cars. . 
Yellow Cab Co 


General Time Corp. 
Westclox Clocks. . 
General Tire & Rubber Co. 
General Tires. . . a 
Genesee Brewing Co. Inc. 
Genesee Beer and Ale. 
Geo Mineral Co. 
Geo-Mineral , 
Georgia Power Co.. 
Gerber Products Co. 
Baby Foods 
Gibson Art Co. 
Greeting Cards.. 

Gibson Retrigerator Co. 
Coolerator Freezer... 
Coolerator Freezer and Re- 

frigerator..... 
Coolerator Refrigerator. 
Gibson Freezer. . 
Gibson Ranger... . 
Gibson Refrigerators. . . 
Gibson Products. . 


Gilbert Co., 
American F Las Trains 
Gilbert Toys. . 


Gillette § aes Razor Co. 
Gillette Razors and Blades... 
Gillette Shaving Cream 
Toni Permanent Wave 
Toni Shampoo. 


Girard’s Inc, 

French Dressing. 
Glass Containers Mfrs. Institute 

One Way Glass Bottle 

Glenmore Distilleries Co. Inc. 
Glenmore Kentucky Tavern 
Glenmore Old Thompson. . . 
Glenmore Whiskey 
Yellowstone Whiskey 
Whiskies 


596,464 
153,128 
5 


415, 416 





3 ,253 998 


12,144 
7,924,232 
154,672 





24,869,072 


117,161 
98,836 
53,604 


44,489 
28,476 


495,046 
197,985 


6,766 


435,361 

66,018 
480,946 
107,757 


1 090,082 


26,351 
558,206 
55,508 
170,976 
17,326 


77,870 
69,352 


391,032 


Glidden Co. 
Durkee’s Condiments 
Durkee’s Famous Foods 
Durkee’s Margarine 
Durkee’s Mayonnaise. 
Durkee’s Salad Dressing 
Durkee’s Shortening 


Durkee’s Worcestershire Sauce 


Glidden Paints 


Globe Brewing Co. 
Arrow Beer 

Gloucester Fisheries Assn 

Gluek Brewing Co. 

Cluek Stite Beer 
Godchaux Sugars Inc 
Goebel Brewing Co. 

Goebel Beer +r 
Goetz Brewing Co., M. K. 

Goetz Country Club Beer 
Gold Seal Co. 

Floor Wax... 

Glass Wax. 

Products 


Golden State Co. Ltd. 
Cottage Cheese 
Evaporated Milk. 
Fresh Milk 
Ice Cream 
Products. 


Goldman & Bros. Inc., William P. 
Men’s Apparel 
Goodall-Santord Inc 
Men’s Apparel ; 
Goodrich Co., B. F. 
Goodrich Heels. . 
Goddrich Tires . 
Hood Rubber Division—Can- 
vas Shoes . oe 
Koroseal 


Goodyear Tire & Rubber Co. Inc. 
Goodyear Heels 
Goodyear Tires 
Goodyear Institutional 
Neolite Soles 
Pliotilm 


Gorton-Pew Fish 
Fish Products 
Gossard Co., H. W. 
Foundations and Brassieres. . 
Gotham Hosiery Co. Inc. 
Hosiery , 
Grabosky Bros. Inc. 
Royalist Cigars 
Grace Line Inc. 
Steamship Transport. 


ries Co. Ltd. 


Gradiaz & Co., Annis 
Ignacio Hay: S.. 
Grapette Co., Inc. 


Grapette ma 
Grass Noodle Co. Inc., I. J. 

Mrs. Grass’ Soup Mixture 
Great Northern Railway Co 
Green Spot Inc. 

Orangeade... . 
Greyhound Corp. 

Bus Transport. — 
Griesedieck Pros. Brewing Co. 

Griesedieck Beer. . 
— Western Brewery 


Stag Beer. , 
Griffin Mfg. Co. Inc. 

Shoe Polish. ‘ 
Grocery Store Products Co. Inc. 
Fould’s Macaroni Products 

Kitchen Bouquet 


Grolier Society Inc. 
Book of Knowledge... .. 
Group Hospital Service Inc. 
Insurance. . a 
Grove Laboratories Inc. 
Antamine 
Dr. Porter’s Oil. 
Fitch Hair Tonic 
Fitch Shampoo... 
Fitch Products. 
Grove’s Cold Tablets 
Kare.. 
Pazo Ointment. 
Pfunder’s Tablets 


Groveton Paper Co. 
Vanity Fair Products 
Gulden Inc., Charles 
OS” 
- Brewing Co. 
Grand Prize Beer 


Gulf, Mobile & Ohio- Alton Route 


EDITOR & PUBLISHER for July 8, 1950 


3,130 
18,030 
= 465 
31,437 
30, 412 
18,600 
22,498 
84,050 


512,622 


60,056 
29,018 





154,011 
107,411 
13, 166 





774817 
380,648 
10,847 
3.481 
4,393 
13,687 
48,112 
“80, 0,520 


30,514 
202,411 


9,830 
216,269 
77,610 
7,700 


311,409 


529 
410,679 
6,038 
9,538 
6,798 


433,58 


82 


114,538 
25,534 
28,217 
39,141 
26,044 
28,126 
40,626 


26,478 
116,497 


38,484 
1,139,365 
122,002 


332,592 
454,802 





64,619 
48,376 
138, 996 
107 ‘907 
87,576 
267 
21,108 
119,736 
12,486 


508,887 


31,265 
217,009 


204,176 
26,140 


Gulf Oil Corp. 
Fuel Oil 
Insecticides 
Tiresee. 


Gunther Brewing Co. Inc 


Haband Co. 
Men’s Neckwear 
Haffenreffer & Co. Ir 
Pickwick Ale 
~—— Corp 
Calgon 
Haldeman-Juli 
Books 
Haller Corp., W. A. 
Conestoga Rye 
” 


us Cc 


Haller’s Whiskey 
Haller’s Reserve Whiske) 
SRS Whiskey 

Very Rare 

Whiskies 


Hamm Brewing Co 
Hamm's Beer 
Hamm’s Preferred Stock 


, Theo 


Hampden Brewing Co. 
Hampden Beer and Ale 
Hancock Oil Co. of California 

Gasoline and Oil 
Hand Brewery Co., Peter 
Meister Brau Beer 
Hanes Knitting Co., 
Underwear..... 
Hanley Co., James 
Hanley’s Beer and Ale 
Hansen’s Laboratory Inc., 
Christian 
Junket Desserts. 
Junket Frosting Mix 


2. 


Happiness Tours 
Harcourt, 
Books 
Harley- Da’ ividson 
Motorcycles. 
Har perx Bros. 

Books 


Brace & Co. Ine. 


Mc tor Co. 





Products 


Hathaway _ keries Inc. 
Life Bread 
Hawthorn-Melody Dairy Co. 
Ice Cream 
Milk 
Yogurt.. 
Products 


Hearst Corp. 
American Weekly 
Boston Record and American 
Chicago Herald-American 
Detroit Times. . 
Hearst Newspapers 
New York Journal-American. 
New York Mirror ‘ 
Pictorial Review 
Pittsburgh Sun- Telegraph. 
Puck, The Comic Weekly. 
Seattle Post-Intelligencer 


Hearst Magazines Inc. 
Perf pene or 
Good Housekeeping 
House Beautiful. . P 
Motor Book Department ‘ 


Heileman Brewing Co., G. 
Old Style Lager Reer 
Heinz Co., H. J. 
Baby Foods 
Beans...... 
Cc ondiments. 
Ketchup.... 
Soups... 
Swerl 
Products 


Heller & Son Inc., L. 
La Tausca Pearls 

Henderson Co. Inc., 
Tours 


A. T. 





153,745 
106,869 


25,187 
146,071 
60,537 


53,1 


no 


6,115 
9 792 
7.004 
45,232 
5455 
17,830 
18,166 


109,594 


94,931 
4,422 





99,353 
86,497 


37,409 


150,933 
99,478 

114,267 
37,155 

236,18 
34,260 


30,362 


,675 
37,644 


47,319 


5,665 
31,016 
13,706 

1,386 


61,773 


125,768 
5,300 
3,834 
2,943 
2,241 

19,679 
12,683 
36,766 
9,608 
25,457 
952 


245 231 


203,536 
31,569 
349 
21,846 


257 300 


190,107 


8, 416 
,770 

2 ,996 
166.891 
400,802 
174,283 
793,003 


1,549,161 


Hensler Brewing Co.., 
Hensler Beer 
Hershel California Fruit Prod- 
ucts Co. 
Contadina Products 
Contadina Tomato Paste 
Contadina Tomato Sauce.. 
Hershel California Fruit 


Joseph 


Heublein & Bro. Inc., G. F 
A-1 Mustard. . 
A-1 Sauce 
Bell’s Scotch w hiskies 
Bell’s Special Reserve 
Heublein’s Club Cocktails 
Heublein’s Vermouth 
Milshire Gin 
Smirnoff Vodka 


Heurich Brewing Co., Chr 
Champeer 
Senate Beer and Ale 


istia! 


Heywood-Wakefield C« 
Lloyd Dinette Furniture 
Products. 


Hilex Co. . 

Hills Bros. Coffee Inc 

Hills Bros. Co. 
Dromedary Cake Mix 
Dromedary Dates 
Dromedary Gingerbread Mix 
Dromedary Mixes 
Dromedary Muffin Mix 
Dromedary Products 


Hoffman Radio Corp. 
Radio... . 
Radio and Television 
Television. . . 


Holland-America Line 
Steamship Transport 
Holt & Co. Inc., Henry 
Books. 
Hood Chemical Co 
E-Z Starch. 
33 Bleach 
Zero 


Inc 


Hood & Sons Inc., H. P. 
Cheeses 
Dairy Products 
Eggnogg 
Ice Cream 
Milk 


Hoover Co. 
Vacuum Cleaners 
Products. . 


Hopkins & Son, Ferd. T 
Gouraud Oriental Cream 
Hopkins Egyptian Henna 
Mothersills Seasick Remedy. . 


Hormel & Co., George - 
Canned Meats. . 
Chili Con Carne. 
Meat Products. 

a eee 


? 


Houbigant Sales Corp. 
Toilet Preparations 
Houghton-Mifflin Co. 
BOOMD. << ..<..; 
Houston Light & Power Co 
Power and Light. P 
Huber Baking Co. 
Baking Products. . 
Hudepoh!l Brewing Co 
Hudepohl Peer.. 
Hudson Motor Car Co 
Hudson Pulp & Paper Cory 
Paper Napkins. 
Hunt Foods Inc. 
Canned Fruits 
Tomato Sauce 


Hyde Park Breweries Asst 
Hyde Park Beer. .* 

Hygienic Products C« 
CF Se 
Sani-Flush.. . 


Hygrade Food Products Corr 
Barrington Hall Coffee 
Hygrade Meat Products 


63,636 


99 





133, 039 


14,268 
23,149 





37,417 


25,684 
30,254 
55,938 
39,025 
642,486 


108,590 
41,699 
30,089 
75,535 
30,883 

) 





292,049 


4,964 
2,081 
$2,807 





1 16 449 


1,342 
39,476 


40,818 
4,521 
800 
27,949 
33,270 
28,938 
12,880 
446,791 
1,650 
490,259 
117,964 
155,438 
65,821 
49,293 


70,724 
3,125,840 


102,559 
169,134 
16,283 


“185 9,417 
172,128 


3,230 
113,030 


116,260 


4,194 
46,463 





50,657 


65 





I 
Idaho Advertising Commission 
Idaho Potatoes. 
Illinois Bell Telephone Co 
Illinois Central Railroad Co 
Illinois Meat Co. 
Broadcast Meat Products 


Independent Milwaukee Brewers 


Braumeister Beer. . 
Indiana Bell Telephone Co 
Indianapolis Power & L _ Co. 
Industrial Plants Corp 
Inland Steel Co 
Inner-Aid Medicine Co 
Inner-Aid.... 
Institute of Life Insurance 
Instructive Books Inc. 
ee ae 
International Business Machines 
Corp... ae : 
International Cellucctton Prod- 
ucts Co. 
Delsey Tissues 
Kleenex. . . ‘ 
Kotex... 
Kotex Sanitary Belt 
Quest Deodorant Powder. 
Products 


International Harvester Co. 
elstaeebids nes 
Refrigerators and Freezers 
aracks...... 


Internationai Latex Corp 
Institutional 
International Milling Co. 
Rig Joe Flour... 
Robin Hood Flour 


International Minerals & Chem- 
ical Corp. 

Accent : 

International Nickel Co. Inc. 
Institutional 

International Salt Co. Inc. 
Sterling Salt 

International Shoe Co 
Poll Parrot Shoes 
Queen Quality Shoes. 
Red Goose Shoes 
Sundial Shoes. . 
Weather Bird Shoes 
Products. .. 


International Silver Co. 
Holmes & Edwards Silverplate 
International Telephone & ‘Tel- 
egraph Corp. 
Capehart Radio. . 
Capehart Radio and Tele- 
vision. . ; ' 
Capehart Television 


Interstate Bakeries Corp. 
Butter-Nut Pread 
Interstate Bakeries Corp. 

Products . 
Log Cabin Bread. . 
Weber’s Bread. . 


Iodent Chemical Co. 
Toothpaste...... 
Iowa Soap Co. 
Magic Washer....... 
Nola Soap Flakes... 


Iron Fireman Mfg. Co. 
Iron Fireman. 
Iroquois Beverage Corp 
Indian Head Beer 
Ivy Corp. 
EVE DEY...0004. 


Jackson Brewing Co 
Jax Beer... 
Jacoby-Bender Inc. 
J-B Watch Bands 
Jenney Mfg. Co 
Gasoline and Oil 
Jergens Co., Andrew 
Jergens Preparations 
Jergens Soap 
Woodbury Preparations. 
Woodbury Soap. . : 


John Hancock Mutual Life In- 
surance Co : 
John Irving Shoe Corp 
Mary Jane Shoes 
Johnson & Johnson 
Chicopee Mills Inc 
Johnson Pack Plaster 
Johnson Cotton Tips 
Johnson & poll Baby Qil 
Powder. 
Johnson & Johr ison Band Aid 


66 


38,262 
228,906 
128,510 


98,075 


33,775 
66,515 
34,360 
34,893 
46,837 


103,748 
1,095,600 


108,299 
42,081 


5,536 
491,577 
598,495 

13,698 
13,317 
19,203 


1,141,826 





14,900 
261,467 
90,682 
139,219 





506,268 
44,249 
665 
42,244 


~~ 42,909 


72,317 
182,830 
153,201 

2,718 
12,320 
1,754 
48,275 
1,801 
351,245 


418,113 


36,599 


2,308 


3,122 
24,370 


29,800 





142 


23 


46 


te 
nN 


ou Q 
eg 


279,821 
65,826 


bof 
351 


52,838 
32,964 
48,336 
41,416 


174,982 
35,895 
85,109 


115, 666 
159,405 


599,649 
69,692 
81,258 
22,780 
96,185 
60,135 


1,849 
73,802 


Johnson & a Products 
Meds : 

Modess.... 

Tek Toothbrush.. 

Texcel Tape 

Yes Tissues 


Johnson & Son Inc., §. C. 
eee ; 
Drax.... 
Johnson’s Wax Products 


Johnston Co., 


Robert A. 
Cookies. ... . 


K 
KLM—Royal Dutch 
Kaiser-Frazer Corp. 
Frazer Cars. . 
Kaiser Cars.. 
Kaiser-Frazer Cars 


Airlines 


Kansas City Southern Railway 
>0. 
Karagheusian Inc., ’ A.& M. 
Gulistan Rugs and Carpets 
Karseal Corp. 
Wax-Seal. ies 
Kasco Mills Inc. 
Dog Food. 
Kellogg Co. 
All Bran...... 
Bran Flakes 
Cereals. 
Corn Flakes. 
Cort Goya... <ccss 
= / Bran.... ‘ 
Gro- tenia: earache iia 
Pe Pp 
Raisin Bran Flakes 
Rice Krispies. . . 
Shredded Wheat 
Variety Package 


Kendall Co. 
Bauer & Plack Elastic Stock- 
ings 
Blue Jay Foot Products 
Soapine ‘ . 


Kennedy Inc., Da id E. 
Kentile. . 

Kenton Pharmacal Co. Ine. 
Brownatone. 
Histeen....... 


Kessler Inc., William P. 
Hammonton Park Clothes 

Kilpatrick’s wipe Co. 
Fread. 
Products 


Kingan & Co. Inc. 
Kingan Meat Products. 
Seafoam Shortening 


Kiwi Polish Co. Pty. 
Shoe Polish... . 
Kleerex Co. 
Kleerex.... 
Knights of Columbus. 
Knopf Inc., Altred A. 
Books. ee 
Knox Co. 
China Roid 
Cystex... 
Mendaco. . 
Romind 
Products 


Ltd. 


Knox Geiatine Co. Inc. 
Gelatine... 

Knudsen Creamery Co. 
Dairy Products 


Kool-Vent Metal Awning Corp. 


Kool-vent Awnings 

Koppers Co. Inc. 
a ae 
Products 


Kreisler Mfg. Corp., 
Jewelry : 
Krey Meat Co. 
Meat Products 
Kroehler Mfg. Co. 
Furniture 
Krueger Brewing Co., G 
Krueger Beer and Ale 
Kuner-Empson Co. 
Ketchup 
Vegetables 
Products. ... 


Jacques 


Kyron Foundation Inc. 
Kyron Tablets 


95,949 





905,114 
39,720 
9,347 
751,782 


800,849 
32,457 


106,353 
66,803 


788,634 
813,569 





1,669,006 
132,926 
74,340 
76,085 


40,466 


199, ‘070 
358,858 
128,637 
249,382 

27,308 
219,198 


2,306,289 


2,808 
107,672 
33,843 


144,323 
29,710 
71,884 

4,147 


76,031 


119,939 


56,751 
108,767 
114,614 

13,254 
142,579 

§2,039 
107,135 

3,245 
348,252 
137,271 

94,550 

29,996 
121,463 

11,469 
132,932 

53,960 

36,485 

37,648 
136,981 

3,726 

15,027 

17,058 





35,811 


354,201 


L 


Laclede Gas Co.... 
Lady Esther Ltd. 


Toilet Preparations 


L’Aiglon Apparel Inc. 


Wearing Avparel 


Lambert Pharmacal Co. 


Actifoam Cream Shampoo 
Listerine Antiseptic. . 
Listerine Tooth Paste 
Listerine Products 


Lamm Pras. Inc. 


Wearing Apparel 


Lamont, Corliss & Co. 


Nestle’s Chocolate. . 

Nestle’s Cocoa 

Nestle’s Instant ‘Cocoa. 
Nestle’s Quik. . 

Nestle’s Semi-Sweet Chocolate 
Pond’s Preparations 


1,168,637 


Landers, Frary & Clark 
Universal Coffeematic. . 
Universal Electric Blanket 
Universal Household Appli- 

eS 
Universal Iron... . 
Universal Vacuum Cleaner. 
Universal Washer. 


Land O'Lakes Creameries 
aa 
Tairy Products... . 
Evaporated Milk. 


Inc. 


Lane Publishing Co. 
Sunset Magazine. . 
Langdendort United Bakeries Inc. 
Dr. Penland Bread. 
Hollywood Bread... 
Holsum Baking Products. . 
Holsum Bread.... 
Langendorf Baking Products 
Langendorf Bread 


Lan-O-Sheen Inc. 
Cleaner and Soap... 
Larsen Co. 
Fresh-Like Vegetables 
Veg-All Vegetables 


Larus & Bro. Co. Inc. 
Domino Cigarets 
Edgeworth Tobacco. 
Holiday Pipe Mixture 


Lavoptik Co. 
Lavoptik a arr 
Lavoris Co. 
Lavoris...... 
Lea & Perrins Inc. 
a & Perrins Sauce 
Le Blanc Corp. 
eee 
Lee Pharmacal Co. 
Spray-a-Wave..... 
Leeming & Co. Inc., Thomas 
Ns 550s 500-408 ‘ 
Lees & Sons Co., James 
Carpets and Rugs. 
Lehn & Fink Products Corp. 
Dorothy Gray — ‘ 
Hinds Preparations. . : 


Peb-Ammo Ammoniated Tooth 
Powder...... 
Portrait Home Permanent. 


Lelong Inc., Lucien 
Toilet Preparations. 
Lennox Furnace Co. Inc. 
Heating Systems... . 

Leslie Salt Co........ 
Lever Bros. Co. 
Breeze...... 
Good Luck Dressing 
Good Luck Margarine 
Good Luck Mayonnaise 
Good Luck Products. . 
Harriet Hubbard Ayer Prep- 
SESE 
Lifebuoy Soap 
Lipton’s Frostee Dessert Mix 
SOU UN. 0 cscacves 


Lipton’s Tea....... 

Lux Flakes........ 

Lux Soap.. 

Pepsodent Ammoniated Tooth 
Powder.. ‘ 


Pepsodent Toothpaste 
Pepsodent Tooth Powder 
Rayve Cream Shampoo 
Rayve Home Permanent 
OPS Oe speak Ss 


EDITOR & 


66,739 
53,638 
20, 295 
14,255 
12,160 
7.064 


245,0% 33 


40,57 


9, 119 
27,500 


~ 36,619 
6,321 
26,377 
3,136 
35,834 





33,071 
47,337 
50,565 
140,521 
38,174 
755,136 
217,059 
60,233 
22,004 
86,610 
56,971 
201,121 
40,474 
386 
467,799 


85,734 


359,681 
42,827 


285,228 
39,184 
294,112 
22,453 
15,376 


74,436 
631,202 
100,739 
745,741 
520,078 
107,672 
897,544 


66, 639 


1,202, (938 








Shiver Dust... .cccccccccess 341,069 
aaa wetbastesoedews 608,807 
DU i canenceeaserecev eden 651,356 
Swan Soap. ........ 152,266 
Products. ..... ‘ 173,880 
8,047 565 

Lewis Cigar Mfg. Co., I Bs 

John Ruskin Cigars 86,055 

Melba Cigars... 21,426 

Sidenberg Cigars 7,910 

115,391 
Lewis H Cc 
‘Tums....-.., 194,119 
Libby, ‘McNeili & Libby 

Baby Foods. ..... 449,734 

Canned Foods 17,143 

Frozen Foods. . 48,147 

Fruits. . ae 

Meat Products. . 180, 

Tomato Juice. . 172,107 

Products. ..... 277 ,586 

1,282,828 
Liberty Baking mane 
Bell Bread... 64,878 
Bell Products . ’ 
102,974 
Liberty Mutual Insurance Co. . 28,399 
Library Guild Inc : 127,412 
Liebmann Breweries Inc. anes 

Rheingold Beer. . , 1,153,511 
Life Insurance Co. of Georgia. . 58,317 
Life Savers Corp. 

eae 35, poe 

Lite Savers. . 

Pine Bros. Glycerine Tablets. 45, 304 

81,507 
Liggett & Myers Tobacco Co. bits 

Chesterfield Cigarets 395,174 
Lily ot France Inc. 

Corsets. ; 91,419 
Linder Bros. Inc 31,377 
Lion Oil Co. as 

Gasoline and Oil 40,792 
Lionel Corp. 

Toys 165,074 
L ippincott Co., . P : 

| RRA 60,195 
Little Brown & Co. Si 

Books. . ‘ 115,686 


Loew’s Inc. 

Motion Pictures. . 
Lone Star Gas Co 
Lorillard Co., P. 

Embassy Cigarets 

Old Golds. 


Los Angeles Brewing Co. 
Eastside Beer 
Los Angeles Tept. of W: ater & 
ree 
Los Angeles Mirror. 
Los Angeles Soap Co. 
Merrill's Rich Suds. 
Scotch Cleanser. . 
Sierra Pine.... 
White King.... 


Louisiana State Rice Milling 


Louisiana State Rice 
Water Maid Mabatma 
Products..... 


— & Nashville Railroad 
Lowe Pros. Co. 
Paint Products... 
Lucky Tiger Mig. Co. 
Lucky Tiger Hair Pre ate 
Never-Tel. 


Lufkin Rule Co. 
Lufkin Tools... . 
Products... . 


M 


BB. 
J.B. Coffee... 

J.B. Products... .. 
ee Tea.... : 


= 


M. 
M. 
Tr 


Macfadden Publications Inc. 
True Story Magazine 
Macmillan Co. 
Books. . 
Macy Companies Inc., George 
Heritage Club Books.... 
Maiden Form Brassiere Cu 


142,725 
35,901 


50,173 
710,819 


760,992 
101,038 


27,150 
159,156 
8,759 
15,228 
20,671 
95,619 


140,277 
118,689 
1,440 
3,718 
123,847 





42,474 
58,916 
66,732 

2,753 


69,485 


22,983 
43,712 


~ 66,695 





211,541 
22,699 
91,531 


325,771 





26,695 
153,573 


Maine Development Commission 


State of Maine Potatoes. . 
Manhattan Soap Co. Inc. 

Blue Barrel Soap 

Plu White Flakes ee 

Sweetheart Toilet Soap... 

Products. 


PUBLISHER for July 


358,431 


1,164,660 
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NATIONAL ADVERTISING EXPENDITURES IN NEWSPAPERS: 1949 





Mantle Lamp Co. ot America 


Aladdin Lamps..... 27,112 
Marathon Corp. 

Waxtex 86,169 
Marcal Paper Miils Inc. 

Kitchen Charm Wax Paper 12,579 

Marcal Hankies ; 1,002 

Marcal Napkins. . 8,927 

Marcal Products 74,465 





Marcus-Lesoine 
Lovalon 





35,171 
Margo Wines Inc. 
Greystone Wines 8,588 
Products. . ‘ 28,038 
36,626 
Marlin Firearms Co. 
Razor Blades 69.495 


Marlo Packing Co. 
Meat Products 


29,679 
Mars Inc. 


| See 54,2: 
Mauvel Ltd. ee 

oe calbac or 31,227 
May Co., George ‘Ss. 

Business Engineers 123,212 
Mayer & Co., Oscar : 

Meat Products. 203,271 


Maytag Co. 


Ranges...... 12,267 
Washers... . a 
Products 
322,757 
McCall Corp. 
McCall’s wunmvnions 158,248 
Redbook. 3 24,908 
183,156 


McCormick & Co. Ine 
Bee Brand Insecticides 
McCormick Extracts... 
McCormick Products 
McCormick Spices. . . 
McCormick Tea... 
Schilling Coffee 
Schilling Condiments. 
Schilling Extracts 
Schilling Products 
Schilling Spices. . . 


McGraw- -Hill Publishing C o. Ine 
Magazines and Books ‘ 


82,87: 
Whittlesey House 140/844 
223,722 
Mcliihenny Co. 
Tabasco Sauce. . 2 
McKesson & Robbins Inc aegis 
Albolene Preparations 4,149 
__* epee 3,188 
Carboil Salve. | 2/015 
Chapin & sory Whiskey 64,397 
Martins V.V.( 221486 
McKesson & "Robbins Prep- : 
cere, ee REA 12,796 
ra 8 Tooth Powder.. 1,375 
ra 
Soretone * Liniment. “S018 
eee 10/921 
174,481 
MeKettrick -Williams Inc. 
earing Apparel . 74,51: 
McLaughlin & Co., W. F. eee 
Manor House Coffee. : 225,005 
Medley Distilling Co. Inc. a 
Medley Bros. Whiskey 32,215 
Meltoway Reducing Plan Inc. 
Meltoway Tablets 112,384 


Mennen Co. 
Baby Preducts:. .. —_ 
Brushle.s Shave sg 91,58 


1,426 
Hair Cream Oil 6 119 
Preparations. 70,191 
Products. .... || 156,976 

Mentholatum Co 414.008 

Merck & Co. Inc. a 
Creolin. 2,859 
Di-Chloride Moth C rystals. 26,268 





29,127 
Merriam & Co., 
Books. . 


G.&C. 


5 if 
Meseck Steamboat Co. Inc. re 

Steamship Transport. . 28,297 
Messner Inc., Julian ; 

_., SOS 40,457 
Metropolit: an Life Insurance Co. 64,140 
Metropolitan Sunday News- 

Papers Inc....... ‘ 85,800 
Miami Margarine Co. 

NuMaid Margarine. . 25,916 
Michigan Beet Sugar Assn. 

Michigan Made Beet Sugar. . 28,543 
Michigan Bell Telephone Co 92,184 
Michigan Bulb Co. 

Flower Pulbs. 95,937 
Michigan Consolidated Gas Co 27,020 








Michigan Mutual Liability Co. 
Insurance....... 

Mid-Continent Airlines Inc 

Mid-Continent Petroleum Corp 
Gasoline and Oil 

Midwest Radio & Tele is ion 


50,711 
108,299 


216,934 


Corp. 
Radio. . 13,593 
Radio and Television 12,082 
Tele: ision wee é 5,051 


30,726 
Miles Laboratories Inc. 





Alka Seltzer 132,379 
Miles Nervine. . , 14,732 
One-A-Day V itamins 36,494 
183,605 
Miller Table Pad & Venetian 
Blind Mfg. Co 80,558 
Milwaukee Gas & Light Co.. 35,002 
Minit-Man Inc. 
Minit-Man Car Washer 26,539 
Minneapolis Brewing Co. 
Grain Belt Beer. .... 126,068 
Minneapolis, St. Paul & Sault 
Ste. Marie Railroad Co. 28,154 
Minneapolis Star & Tribune 25,440 


Minnesota Consolidated Can- 
neries Inc. 
Butter Kernel Vegetables 
Minnesota Mining & Mfg. Co. 
Inland Rubber Corp 
Scotch Cellulose Tape...... 


26,724 
13,698 
130,657 


144,355 

Minnesota Valley Canning Co. 
Green Giant Peas. . “3 64,414 
Kounty Kist Vegetables 194,826 
PNM cc dcien ances 174,950 





434, 190 





Minute Maid Corp. 
Orange Juice. 

Miracloth Corp. 
Miracloth. . 


291,009 


160,026 














Missouri-Kansas-Texas Lines. 42,742 
Missouri Pacific Lines 
Bus Transport . 9,979 
Rail Transport 115,506 
125, 485 ) 
Modglin Co. Inc. 
Perma Proom...... re 
Whisk-Off........ 1,005 
84,119 
Mohawk Carpet Mills Inc. 
Carpets and Rugs. . 49,463 
Mojud Hosiery Co. Inc. 
Pc tdkcvessveure 67,941 
Monarch Wine Co. 
Manischewitz Wine........ 28,043 
Montenier Inc., Jules 
Stopette Spray Deodorant. 49,366 
Monticello Drug Co. 
CES s ccccese << 1,262 
Pe ois sectuweeenees 142,666 
143,928 
Moore-McCormack Lines Ig. 
Steamship Transport..... 120,274 
Morning Milk Co. 
Evaporated Milk........ 26,898 
Morrell & Co., John 
Red Heart Dog Food... 24,423 
DS 6 Ca renaners 4,796 
29,219 
Morris & Co. Ltd. Inc., Philip 
Bond Street Tobacco. . ; 272,862 
Marlboro Cigarets.. . . 93,583 
Philip Morris Cigarets 3,676,738 
Spud Cigarets..... 25,987 
+,0€9,170 
Morros & Co., William 
Books. .. a ; 47,243 
Morton Salt Co... 108,813 
Motor Wheel Corp. 
Duo-Therm Oil Heater. . 48,595 
Duo-Therm Water Heaters 54,542 
103,137 
Motorola Inc. 
Pree TTT ere 168,043 
Radio and Television 107 682 
RUNS caccccusaces 272,220 
547,945 
Mountain States Telephone & 
Telegraph Co. 29,706 
Mountain Valley W; ater Co. 
Mineral Water....... 163,787 


Mrs. Baird's Bakeries Inc. 


RE iidékphacatdas 121,285 
Mrs. Tucker’s Foods Inc. 
Meadowlake Margarine... 33,278 
Pr 1,348 
PUOGIE. 5 cass cece: 44,480 
79,106 
Muehlebach Brewing Co., George 
Muehlebach Beer... . a 38,396 


EDITOR & PUBLISHER for July 8, 1950 


Mueller Furnace Co., 
Heating Equipment 

Murine Co. Inc. 
Murine.... 

Musterole Co. 
Musterole 
Zemo 


L. 3. 


Mutual Benefit Health & Acci- 
dent Assn. 
Insurance. ... 
My Bread Baking Co. 
Bread 
Mystik Adhesive Products 
Mystik-Tape “ 


N 
Nalley’s Inc. 
Food Products. . 
Mayonnaise . 
Meat Products 
aS 
Ruffles. . 
Syrup 
Tang: Salad Dre essing 


Narragansett Electric Co. 
Nash-Finch Co. 
Nash Coffee 
Nash-Kelvinator Corp. 
Institutional. 
Kelvinator Freeze “rs. giuce 
Kelvinator Kitchens. . 
Kelvinator Ranges... . 
Kelvinator Reirigerators.. 
Leonard Refrigerators. . 
Nash Cars ‘ 
Products. ..... 


National Airlines Inc 
National Biscuit Co. 
Milk Pone Dog Biscuit 
Nabisco Shredded Wheat 
Nabisco Potato Chips. . 
Roman Meal Bread. 
Products. . 


National Board ot Fire Under- 
WHI 6 08 cs 
National Breweries Ltd. 
Black Horse Ale... 

National Brewing Co. 
Bohemian Beer. .... 
Premium Beer 
Products 


National Coal Assn......... 
National Cranberry Assn. 
Ocean Spray Cranberry Juice 
ory 
Ocean Spray Cranberry Sauce 


National Dairy Products Corp. 
Breakstone Dairy Products. . 
Breyer Ice Cream. ..... 
Jersey Gold Creameries 
Kraft Caramels......... 
Krart Cheeses.......... 
Kraft Dinner. ........ 
Kraft French ne. 

Kraft Malted Milk....... 
Kraft May res eaemaua 
Kraft Miracle Whip Salad 
Pa ntadcceccans 
Kraft Products........... 
Pabst-ett Cheese......... 
Parkay Margarine. . 
Philadelphia Cream Cheese 
— McJunkin Dairy Prod- 


Sealtest Cottage Cheese. 
Sealtest Ice Cream........ 
OSS errr 
Sealtest Products........... 
Sheffield Cheese..........- 
Sheffield Dairy Products..... 
Sheffield Milk 
Southern Dairies Cheese. . 
Southern Dairies Ice Cream. 
Southern Dairies Products... 
Supplee Cottage Cheese... . 
Supplee Dairy Products. .... 
Supplee Ice Cream....... 
Telling-Pelle Vernon Ice Cream 
Western Maryland Dairy Milk 


National [istillers Products 
orp. 

Pellows & Co. Products... .. 
Bellows & Co. Whiskey... .. 
Bellows Fine Club Gin. : 
Bellows Partner’s Choice. 
Pond & Lillard Whiskey. . — 
Rourbon De Luxe Whiskey 
Century Club Whiskey.... 
Crab Orchard Whiskey... 
G & D Vermouth.... 


39,216 
88,464 


187,716 
184,800 





372,516 


47,869 
31,033 
45,884 


16, 616 
8 


56,099 
18, 242 2 





2,292,452 


363,657 
112,023 
285,115 
47,132 
27,180 
22,387 
793,837 
52,900 
170,484 
51,917 
43,578 
13,507 
109,002 
148,728 
10,849 
96,021 
106,870 


oO EP We ec eceees 
Gilbey’s Gin. ..... 
Gilbey’s Scotch W hiskey. 
Gilbey’s Whiskies. . . . . 
Hill & Hill Whiskey. . . 
Italian Swiss C slong Wine 
Lejon Vermouth...... 
Mount Vernon Whiskey. ‘ 
National Distillers Whiskies. . 
Old Crow Whiskey. ..... ‘ai 
Old Grand-Dad Whiskey . 
Old Hermitage Whiskey. . . 
Old Log Cabin Whiskey... 
Old McBrayer Whiskey 
Old Sunnybrook Whiskey. 
Old Taylor Whiskey... . 
P M De Luxe Whiskey. . 
White Rock Beverages 


National Enameling & Stamp- 
ing Co. 
Nesco Utensils. .... 
National Oats Co. 
National 3-Minute Oats. 
Products. .... 


National Piano Mtrs. Assn... . 
National Pressvre Cooker Co. 
Presto Cooker. . 
National Selected Products Inc. 
7-Minit Pie Products. 
National Steel Corp. 
Great Lakes Steel Products. . 
Quonset Huts..... - 
Stran Steel es 


National Sugar Refining Cc. 
Jack Frost Sugar... 
Quaker Sugar.... 


National Textile & Chemical 
Laborutory 
Perma Starch.........- 
National Trailways Bus Sy stem 
Nation’s Business... . . P 
Natural Gas Cos. .... 
Naughton Farms Inc. 
Nursery Stock. . .. 
Nehi Corp. 
Par-T-Pak Beverages. . - 
Royal Crown Cola... 
Products. ......+-s- 


Nestle Co. Inc. 

Maggi Bouillon Cubes. . 
Nescafe. ....cccccccccees 
Nestea. 
Nestle’s Cheese. 

Nestle’s Evaporated Milk 
Nestle’s Food Products. . 
Swiss Knight Cheese... . . 


New England ay gral Co. 


Bolster Candy B 
Lovell & Covell Candies... 
Necco Candy......-.-+- 


New England Telephone & Tel- 
egraph Co 

New Haven Clock Co......... 

New Jersey Bell Telephone Co. 

New Orleans Public Service Co. 

New York Central System 
New York Central........ 
Boston & Albany.. 


New York Life Insurance Co... 
New York, New Haven & Hart- 
ford Railroad Co...... , 
New York News......----- 
New York Telephone Co. 
New York Times....... 
Nicolay-Dancey Inc. — 
New Era Potato Chips. 
1900 Corp. 
Whirlpool Dryer....... 
Whirlpool Products. 
Whirlpool Washer 


Noblitt-Sparks Industries Inc. 
Arvin Products........ 
Arvin Radio......... 
Arvin Radio and Television. 
Arvin Television... .. 7 


Noma Electric Corp. 

Noma Lights..........- 
Norcross Inc. 

Greeting Cards. ; 
Norfolk & Western ‘Railway 


3,941,493 


36,344 
35,148 
13,626 





48,774 
26,974 
68,930 
56,328 
110,9: 23 


106,253 
82,562 
65,283 
31,728 


41,532 


13,676 





~ 348,580 


10,126 
3,128 
253,643 
266,897 
98,037 


40,£ 
92,361 
85,647 


287,731 
33,794 


~ 321,525 
77,290 





154, 521 





76,768 


140,211 
59,584 


67 








Norito Co. 
Jorito 
Norris Inc. 
Candles 
North American. Accident Insur- 
ance Co. of Chicago 
Northern Warren Corp. 
Cutex 
Northeast Airlines Inc.. 
—— rn Indiana Public Service 


Mexthern. Pacific Railway Co. 
Northern Paper Mills 
Northern Tissue...... 
Northern States Power Co 
Northwest Airlines Inc. . . 
oe Bell Telephone 
8) peeeceseseeece 
Norton & Co. Inc., W. W. 
Ore 
Norwich Pharmacal Co. 
Norforms 
Pepto-Bismol 


Novelty 
Toys.. 

Noxzema C hemical C Oo. 
Noxzema. 

Nu-Enamel Corp. 
Paints. 

Nuffield E xports L td. 
Morris Cars... 

Nunn Electric Co 


Mart 





Oo 
Oakite Products Inc. 
Oakite. . 
O-Cel-O Inc. 
Sponges 
O’Cedar Corp. 


Products. 


Oertel Brewing Co. Inc. 
Ocestel Beer......... 
Ohio Bell Telephone Co 
Ohio Oil Co. 
Casoline and Oil... 
O-Jib-Wa Co. 
O-Jib-Wa Bitters. . 
O’ Keete’s Inc. 
O'Keefe’ s Beer and Ale 
Old American Insurance Co.... 
Old Dutch Coffee Co. . ioe 
Old Homestead Baking Co 
Olin Industries Inc. 
Batteries...... 
Olive Tablet Co. 
Dr. Edwards Olive Tablets. 
Olympia Brewing Co. 
Olympia Beer. 
Olymy > Radio & Television Inc. 
Television 
Omar Inc. 
Bread 
Cake Mix 
Mixes.. ; 
Products. .. 





Orange-Crush Co. 
Old Colony Beverages 
Orange-Crush 


Ostrex Co. 
ee 
Outboard, Marine & Mfg. Co. 
Evinrude Outboard Motors. . 
Johnson’s Sea-Horses. . . 


Overbrook Egg Nog Corp... 
Owen Nursery. 


Oxford University Press, New 
York Inc. 
Books...... 
Pp 


Pabst Sales Co. 
Hoffman Beverages..... . 
Pabst Blue Ribbon Beer 


Pacific Citrus Products Co. 
Hawaiian Punch..... 
Pacific Coast Paper Mills of. 
Washington Inc. 
M-D Tissue. .... 
Paper Products. . 


Pacific Gas & Electric Co... 
Pacific Mills 

Fabrics...... 
—_ Mutual Life Insurance 


Pacific Telephone & Tele graph 
Co 


Packard “Motor Car Co.. 
Pacquin Inc 
Toilet Preparations 
Pal Blade Co. Inc. 
Pal Razor Blades. 
Personna Precision Blades. 


68 


~) 


63,153 
80,492 
65,188 
44,924 


54,280 


88,329 
90,086 
43,478 
655,615 
112,730 
76,813 


28,441 


2,856 


500,737 
43,059 


32,027 


34,219 


193,550 


65,298 


56,308 
7,505 
40,994 


104, 807 


53,035 
90,628 


220,837 


37,232 


40,449 


148,346 


55,081 
26,566 
2,074 
4,195 
14,701 
108,821 


129,791 


44,954 
59,739 





104,693 
94,232 


10,869 
21,220 





32,089 


26,141 
148,091 


79,984 


88,945 
204,881 


293,826 
29,071 


21,821 
20, 709 


427,475 
317,814 


253,238 


78, 888 
30,228 


109,116 


Pan American Coffee Bureau 
Pan American World Airways. 
Park & Tiltord 
Booth’s House of Lords Gin. 
Harv ey ’s Whiskey 
Park & Tilford Kentucky 
Bred Whiskey 
Park & Tilford Preparations. 
Park & Tilford Products 
Park & Tiltord Reserve... 
Park & Tilford Whiskies... 
Tintex Dye. . 
Vat 69 Scotch Whi iskey 
Winx 


Parker Pen Co. 
Pens and Pencils 








Patterson-Sargent Co. 
Paint Products 

Paul Inc., Peter 
ak ~~ 

Paxton & Gallagher Co. 


Butter-Nut Coffee 
Penick & Ford Ltd. Inc. 
Brer Rabbit Molasses 
Brer Rabbit Syrup 
My-T-Fine Desserts 
My-T-Fine Pie Filling. 
Vermont Maid Syrup 





Pennsylvania Power & Light Co. 
Penn sylvania Railroad 
People’s Gas, Light & C oke Co. 
Pepsi-Cola Co. 

Evervess 

Pepsi-Cola 





Periodical Public Service Bu- 
reau Inc. 
Stamford House... 
Perkins Products Co. 
Kool-Aid. .. 
Pet Milk Co. 

Golden Key Evaporated Milk 
Pet Evaporated Milk...... 
Princess Pet Ice C ream 
Sego E -saemcaeaia Milk. 
Products. ’ 


Peterson Baking Co. 
Peter Pan Bread 
Peterson Ointment Co. 
Peterson’s Ointment 
Petri Wine Co. 
Petri Wine..... 
Pfeiffer Brewing Co. 
Beer ° 
Pharmaco Inc 
Chooz F 
Feen-a-mint. . 


Phel 
I al 
Phi ladelpt tia Electric Co... 
Philadel - ia Gas Works Co.. 
Philadelphia Inquirer 
Philco ao 
Air Conditioner 
Freezers... 
Freezers and. Refriger: 1tors 
Radio.. . : 
Radio and Television 
Refrigerators... . . 
Television. . 
Products 





1-Faust Paint wa Co. 





Phillips Packing Co. Inc. 
Food Products. - 
Soups. . 


Phillips Petroleum Co. 
Gasoline and Oil 

Pictsweet Foods Inc. 
Canned Foods..... 
Frozen Foods...... 
Frozen Orange Juice 


Piedmont Airlines. 
Piel Bros. 
Piel’s Beer.. ‘ 
Pierce’s Proprietaries Inc. 
Dr. Pierce’s Favorite Pre- 
scription. 
Dr. Pierce’s Golden Medical 
Discovery ae Ki 
. Pierce’s Products 


Pillsbury Mills Inc. 


Globe A-1 Biscuit Flour Mix 
Globe A-1 Flour Products. 
Globe A-1 Pancake Mix.... 
Globe A-1 P/C Waffle Flour. 
Pillsbury’s Best Flour.. 


Pillsbury’s Cake Mix....... 
Pillsbury’s Hot Roll Mix... 
Pillsbury’s Minit Mix.... 
Pillsbury ’s Mixes. . 
Pillsbury’s Pancake 


Mines. . 


35,399 
674,301 


13,133 
12,734 


7,883 
46,939 
136,639 
366,549 
115,931 
235,965 
87,538 
1,578 


1,024,889 


547,167 
179,709 

40,607 
160,351 


37,789 
15,304 
155,190 
2,309 

23, 801 
234, 393 
52,069 
229,510 
70,697 
6,456 
1,089,252 


1,095,708 


221,234 
86,847 
3,966 
355,647 
26,009 
15,091 
32,381 


433, 094 
70,942 
78,651 
33,477 
42,023 


53,335 
295,069 


348,404 





98. 769 


59,200 
42,296 





1,756,45 


50,560 
36,920 
87,480 
656,199 


4 857 


145,972 
30,156 


287 353 


53,416 


94,997 
7,305 





499,180 
976,928 
240,144 
16,316 
103,771 
64,859 





Pillsbury’s Pie Crust Mix. 
oars s Sno Sheen Cake 


Products. .. 


Pilot Radio Corp. 
Radio and Television 
Television . 


Pinex Co. 
Pinex. 
Pinkham Medicine Co., Ly 
ablets 
Vv egeté ible Compoun d 
Products 


Pioneer Airlines Inc 
Piper Baking Co. 
Betsy Ross Bread 
Pittsburgh Brewing Co. 
Dutch Club Beer 
Iron City Beer 
Products 
Tech Beer 


Planters Nut & Chocolate Co 
Peanut Butter. 
Peanut Candy. . 
Peanut Oil.... 
Peanut Products 
Peanuts 


Plough Inc. 

Black & White Ointment 
Mexsana 
Moroline 
Mufti. ' ‘ 
Penetro Nose Drops 
Penetro Products. . 
Prescription C-222% 


“eee... 


St. Joseph Aspirin 


Polaroid Corp. 
Cameras... 

Pompeian Olive Oil C orp. 
Laco Shampoo. . ; 
Pompeian Olive Oil 


Popular Publications Inc. 
Argosy Magazine. . 
Portland Cement Assn ‘ 
Postal Life & Casualty Insur- 
ance Co.. 
Potomac Electric Power Co.... 
Potter Drug & Chemical Corp. 
Cuticura Products 
Prentice-Hall Inc. 
ere 
Prescott Co., J. L. 
Dazzle Bleach..... ig 
Procter & Gamble Co. 
American Family Flakes 
American Family Soap Prod- 
Oe 
Bonus Granulated Soap 
Camay Soap. . 


Flutio Shorten ing. 
Ivory Flakes. . 
Ivory Snow..... 
Ivory Soap 
3 eee 
Lilt Home Permanent 
ARERR eee ee 
Prell Shampoo... 

Shasta Cream Shampoo. 

Spic & Span. 


Proctor Electric Co. 
Appliances 
Iron 


Prudential Insurance Co. 
America... .. 

Pruvo Pharmacal Co. 
eer 

Public Service Co. of Colorado. 

Public Service Co. of New Jersey 

Publicker Industries Inc. 
Charter Oak Bourbon... 
Cobbs Creek Whiskey...... 
Diplomat Whiskey...... 
Dixie Belle Gin 
Kinsey Gin 
Kinsey Gold Label W hiskey. 
Kinsey Label Whiskies : 
Kinsey Silver Label W hiskey y 
Kinsey Whiskey. 
Old Classic Whiskey 2y 
Old Hickory Whiskey 
Philadelphia Blended Whiske “y 
Rittenhouse Whiskey 


ot 


EDITOR. <6 





541,670 


14,239 
271,076 


d 884,7 


4,420 
26,711 


68,389 
2,454 
275,146 
151,544 
429,144 
55,517 
88,157 
2,290 
26,687 
1,791 
9,792 





40,560 


8,960 
2,080 
28,163 
36,007 
121,684 


196,894 


38,775 





586,856 


7 562 


J 
98,530 
16,421 
114,951 
84,976 
44,460 
30,703 
82,678 
203,792 


30,599 


31,371 
13,909 


45,280 


70,263 


53,226 
37,129 
137,327 


66,654 
29,760 

3,058 
49,707 
48,622 





1,300,840 


Puerto Rico Industrial Develop- 


ment Co. 


Puerto Rican Rum 


Pure Oil Co. 
Gasoline and Oil. 

Purex Corp. Ltd. 
Purex Bleach 
Trend Soap 


Purity Bakeries Cory 
Grennan Baking Products 


Purity Bread 
Taystee Bread 
Products 


Putnam's Sons, G 
OOKS 


Quaker City 


P. 


Q 


fectionery Co. Inc. 


Good & Plenty Candy 


Quaker Oats Co. 


Chocolate & Con- 


Aunt Jemima Cake Mix... 
Aunt Jemima Corn Bread Mix 
Meal 


Aunt Jemima Co 
Aunt Jemima Fk 


rm 
Jur 


Aunt Jemima Gingerbread 


Mix 


Aunt Jemima Grits 
Aunt Jemima Mixes 
Aunt Jemima Muffin 
Aunt Jemima Pancake Flour. 
Aunt Jemima Products 

Aunt Jemima Ready Mix 


Ful-O-Pep-Feeds 
Ken-L-Biskit 
Ken-L-Meal. . 
Ken-L-Ration... 


Lettuce Leaf Salad 


Mother’s Oats. . 
Muffets. : 
Pettijohn’s..... 


Quaker Cereals... 
Quaker Corn Meal 


Quaker Flour. . . 
Quaker Grits.... 
Quaker Oats. .. 


Quaker Oats Cereals 
Quaker Pak-O-Ten 
Quaker Puffed Cereals 


Products 


Radio Corp. of America 
NBC 


R 


RCA-Victor Phono gre 


RC 


A-Victor Radio 


RCA-Victor Radi 


vision 


RCA-Victor Record Chi 


and Player... 
RCA-Victor Rec 
RCA-Victor 


ore 


Mix 


-Oil 


uph 
i Tele- 


inger 


Telev ision 


Radio-Keith-Orpheum Corp 


Motion Pictures. 


Railroad Inter- Regional Adver- 
tising Committee 
Railway Express Agency Inc. 
Railway Express. 


Rainier 
Beer 


Brewing C 


oO. 


Ralston Purina Co. 


Ralston Cereals 
Ry-Krisp. . . 


Shredded Ralston 


Products 


Random House In 
ee 

Ranger Joe Inc. 
Cereal 


c. 


Rath Packing Co. 
Black Hawk Meat Products.. 

Rayco Mfg. Co. Inc. 
Auto Seat Covers 


Reader’s Digest A 
Magazines. . 

Reardon Co. 
Dramex..... 
Paints 


Reddi-Wip Inc. 


ssn. 


Reddi-Wip Cream 
Red Top Brewing Co. 
Barbarossa Beer.. 

Red Top Ale and Beer 


Twenty Grand 


Ale 


Regensburg & Sone, 


Reiss Mfg. Corp. 


E. 
Admiration Cigars. . 


Rway Furniture Co 
Relaxo Girdle Co... ; 
Inc. . 


Remington-Rane 
Electric Shaver 
Institutional 


PUBLISHE? 


ior July 


3,763,699 








173,159 § 




















58,514 i 


158,331 
119,930 





278,261 
87,385 
13,694 
51,871 

9,798 


162,748 


04,94] 


12,061 
57 969 
197,347 
52,945 
279,276 
60,847 
1,396,146 
2,056,591 
243,926 
29,954 
31,635 
95,498 
76,497 
219,842 
392,179 
32,168 
720,686 
124,036 
60,504 
112,437 
46,272 





165,715} 


33,573 
101,909 





135,482 


i 


— 


180,111} 


32,675 
128,883 
5,593 


167,151 


87,429 


32,914 
42,585 
15,837 
12,939 


28,776 
8, 1950 
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Renfielc 
Gord 
Haig 
Haig 
Harw 
King 

ke} 
Mart 


Rennel 
Renr 
Renuzi 


Repub 
Reserv 
Resino 
Resi 
Revere 
Revlor 
Toil 
Reyno 
Rey 
Reyno 
Can 
Cav 
Prin 


Pro 


Rhode 
Imd 
Rice | 
Ruy 
Richa 
R& 
R& 


Rich 


Pri 


Rom: 
Rons 
Lis 
Root 
Hi 
Rosi 
An 
Royé 
Rube 
Br 
Rubi 
Rubs 


R 
Rup 
R 


t 
Russ 
Ri 
Russ 
Al 
Al 


Al 
Or 
O 
On 
@! 
Or 


Rut 
P 


mw 


El 








73,159 


58,514 : 


58,331 
19,930 
78,261 
S7 385 
13,694 
91,871 

9,798 


62,748 


4.94] 





05,989 
39,463 
2,063 


53,699 


061 
969 
U7 347 





2,945 





79,276 
50,847 
06,146 


56591 
43,926 
29,954 


31,635 


95,498 





12,437 


46,272 


65,715 





80,111 


32,675 § 
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Renfield Importers Ltd 
Gordon's Gin 
Haig & Haig Five Star 
Haig & Haig Scotch Whiskies 
Harwood's Canadian Whiskey 
King William IV Scotch Whis- 


key ‘ 
Martini & Rossi Vermouth 


Rennel Co 
Rennel Concentrate 
Renuzit Home Products Co 
Renuzit.... 
Reo Motors Inc. 
Royale Mowers 
Trucks 


Republic Steel Cory 

Reserve Life tnsueet ance Co 

Resinol Chemical Cc. 
Resinol. .. 

Revere Copper & Brass Inc 
Revlon Products Corp. 
Toilet Preparations 

Reynolds Metals Co 
Reynolds Wrap 
Reynolds Tobacco Co 
Camels... 
Cavaliers 
Prince Albert Tobacco 


Products 


R. J 


Rhodes Pharmacal Co. Inc 
Imdrin ; 
Rice Inc., William S. 
Rupture Treatment 
Richardson & Robbins 
R & R Chicken 
R & R Products 


Richfield Oil Corp. of New York 
Gasoline and Oil 
Richmond-Chase Co. 
Heart’s Delight Fruit Nectars 
Heart’s Delight Prune Juice 
Heart’s Delight Products 


Riggio Tobacco Corp 
Regent Cigarets. 

Rinehart & Co. Inc 
Books 

Rival P< acking Cc oO. 
Dog Food... 

Riverside Botanical Gardens 

Rockwell Mfg. Co 
Delta Mfg. Div 

Rockwood & Co. 
Chocolate Bits 
Products 


Roman Cleanser Co 
Ronson Art Metal Works Inc. 
Lighters and Accessories 
Rootes Motors Inc. 
Hillman Minx Cars. . 
Rosicrucian Order Amore 
Amore Library 
Royal Typewriter Co. Inc. 
Rubels Baking Co. 
Bread..... 
Rubinstein Inc . “Helena ” 
sor & Horrmann Brewing 


Ri & “i Beer 
Ruppert Brewery, Jacob 
Ruppert x and Ale 
Russell Co., F. C. 
Rusco Storm Products 
Russell-Miller Milling Co. 
American Beauty Flour 


American Beauty Macaroni 
Products. : 

American Beauty Mixes. ‘se 

Occident Cake Flour. Pp 


Occident Cake Mix ¥. - 
Occident Flour... . 
Occident Mixes 

Occident Products 


Rutherford Food Corp. 
Hy-Power Products. 
Products 


Ruud Mfg. Co. 
Ruud-Monel Heater 


nh 


S.0.S. Co. 
$.0.S. Pads 
Soil-Off. . 


S.S.S. Co. 
S.S.S. Tonic 


123,232 
215,786 
38,633 
91,421 
32,688 
17,891 
519, 6: 51 
86,959 
180,510 
19,779 
46,717 
66, 496 
61,363 
32,902 


134,244 
67 ,630 
44,127 

180,165 

$354,406 

347,343 
35,410 
74,684 

4,811,843 

390,597 

67,038 


17,263 
44,820 


62, 083 3 
209,984 
24,688 
5,075 
48, 487 
78, 2: 50 
52,826 
57,015 


123,976 


33,119 


179,060 





152,049 


152,894 
49,045 


71,138 
606,531 
57,720 
8,761 
24,875 
31,852 
5,058 
271,139 
43,687 
36,171 
9,602 


431,145 





33,895 


128,615 
26,485 


155,100 


413,464 
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S & W Fine Foods Inc. 
Coffee. . e 
. ere 
Tomato Juice. . 
Vegetable Juice C ocktail 
Products 


Sabena Belgian Airlines... 
St. Louis Independent Packing 
Co 


May rose Lard. 
Mayrose Meat Products 


Salada Tea Co. Inc... 

Salerno Megowan Biscuit Co. 
Sales Builders Inc. 

Max Factor Preparations 
San Antonio Brewing Assn. 

Pearl Beer. 

San Diege Gas & Electric Co 

San Francisco Brewing Corp 

Burgermeister Beer 
Sanitary Farms Inc. 

Ice Cream 

Milk.. 


Sanson Hosiery Mills Inc 
Saratoga Springs Authority 
Saratoga Vichy Water 
Savannah Sugar Refining Corp 
Dixie Crystals Cane Sugar 
Scan ding ivian Airlines System 
Scarne’s Challenge Inc. 
Challenge 
Schaefer Brewing C« .F a 
Schaefer Beer 3 
Scheidt Brewing Co., 
Prior Beer ° 
Rams Head Beer and Ale 
Scheidt Brewing Co. Beer 
Valley Forge Beer 


‘& M. 


Adam 


Schenley Industries Inc 
Ancient Age Whiskey ; 
Belmont Bourbon Whiskey 
Blatz Beer. 

Carioca Rum... 
Cascade Whiskey 
Cherry Heering Liqueur. 
Coronet Brandy. 
Cream of Kentucky Whiskey 
Cresta Blanca Wine. 
Dewar's Scotch W hiskies 
Dubonnet Wine... .. 
Du Bouchett Liqueurs 
Du Bouchett Sloe Gin 
Echo Springs Whiskey ; 
Gibson’s XX XX Whiskey. 
Gibson's Selected Eight 
Gibson's Whiskies 
Golden Wedding W hiske y 
Green River Whiskey 
I. W. Harper Whiskey 
J. Bavet Brandy 
James E. Pepper Whiskey. . 
Jo Ann Wine ‘ 
La Boheme Wine... 
MacNaughton’s W hiskey x 
Many Blanc Co. Inc. 
Marie Brizard Liqueurs 
Maytiower Whiskey 
Melrose Whiskey... . 
Monticello Special Reserve. 
Old Charter Whiskey . 
Old Quaker Whiskey... 
Old Ripy Whiskey. 
Old Stagg Whiskey . 
Pebbleford Whiskey 
Roma Wine... .. 
Samovar Vodka 
Sam T hompson Ww hiskey 
Schenley’ s Gin.. 
Schenley’s Reserve W hiskey 
Schenley’s Whiskies..... 
Sir John Schenley Whiskey >y 
Three Feathers Whiskey 
Wilken Family Whiskey. 
Products 


Schieffelin & Co 
Crown Lavender 
Salts. . 
Don Q Rum 
Hennessy Cognac 
Teachers Scotch W hisky 


Smelling 


Schlitz Prewing Co., ae 
Schlitz Beer....... 
Schmidt & Sons Inc., C. 
Schmidt’s Beer and Ale 
Schoenhofen-Edelweiss Co. - 
Edelweiss Beer. . 
Scholi Mfg. Co. Inc. 
Air-Pillo Insoles. . 
Foot Balm....... 
Foot Powder.... 
Kurotex.... 
Solvex 








36,668 
187,820 


64,814 
26,177 


39,096 


6,146 
31,870 


38,016 
31,867 


32,675 
35,123 
45,631 
88,385 
482,294 
110,996 
15,140 


31,380 
75,861 


233,377 


148,109 
77,810 
753,328 


133,204 
21,421 
470,825 
315,760 
5,836 


6,229,403 





6,691 
20,548 
9,993 
59,419 


96,651 
59,596 


108,473 


Zino-Pads. . . 
Products 


Schonbrunn & Co Inc.,S. A. 
Medaglia D’Oro- Coffee. . 
Savarin Coffee 


Schuler Foods Inc. 
Potato Chips. . . 
Products. . . 


Schulze & Burch Biscuit Co 
Scott & Fetzer Co. 

Kirby Vacuum Cleaner 
Scott Paper Co. 

Cut-Rite Wax imei 

Scotties 

Scot Tissue 

Scot Towels..... 

Waldorf Tissue... 


Scott & Sons Co., O. M. 
Lawn Seed Products 
Scribner's Sons, Charles 
Books... 
Scripto Inc. 
Pens and Pencils 
Scudder Food Products 
Laura Scudder’s Food 
Products 
Laura Scudder’s Mayonnaise. 
Laura Scudder’s Potato Chips 


Scull Co., William S. 
Boscul Coffee... 
Boscul Coffee & Tea. 
Boscul Party Peanuts. 
Boscul Products. ..... 
Boscul Tea 


Seaboard Air Line Railroad. 
Seaboard Packing Co. 
Neptune Sardines. . 
Seabrook Farms Co. 
Frozen Foods 
Seamprufe Inc. 
Wearing Apparel.......... 
Seeck & Kade Inc. 
Pertussin....... 
Seeman Bros. Inc. 
, Pe 
Flava-Bake. . , 
White Rose Coffee........ 
White Rose Coffee & Tea 
White Rose Soups...... 
White Rose Tea... 


Seidlitz Paint & Varnish Co 
Paint..... : 
Semler Inc., R. B. 
Kreml Hair Tomic.... 
Serutan Co. 


Para dscedaedaaan 
eae 
WE cc cunceccees 
Serutan-Nutrex.......... 


Serutan-R. D. X........ 


Servel Inc. 
Electrolux Products. ... i 
Servel Gas Air Conditioner. . 
Servel Gas Water Heater 
Servel Refrigerator 
Products , 


Seven-Up Co. 
7-Up ‘ 


Shaler Co. 
Shaler-Rislone....... 


Sheaffer Pen Co., W. A. 
Pens and Pencils. . . 
Skrip. 
Products 


Shedd-Bartush Foods Inc. 
Keyko Margarine....... 
Shedd’s french Dressing. 
Shedd’s Mayonnaise . 
Shedd’s Old Style Sauce. 
Products 


Sheinker & Sons Inc., W 


Holland House Cocktail Mix. 


Shell Oil Co. 
Gasoline and Oil 
Fuel Oil 


TY 254 
1,295 


171,717 


19,858 
109,733 


oP 29 591 


32,606 
10,313 


42,919 
38,800 
38,230 
31,556 
260,559 
32,172 
9,437 
12,840 
29: 2.5 564 
29,370 
107,809 
250,739 
35,180 
16,765 
4,291 
56,236 
113,955 
3,966 
23,544 
10,475 
34,355 
186,295 
80,489 
58,133 
269,344 
31,002 


223,173 


7,955 





49,904 


1,338 
85,327 
36,083 
17,071 
61,272 


201,091 


4,349 
4,167 
3,778 
167,116 
24,100 


203,510 
633,706 


107,773 


50,174 


791,521 
249,535 


1,041,056 


Sherwin-Williams Co. 





Bug Blaster.........0:: 3,746 
Insecticides. .........-++: _6,296 
Paint Products $52,161 
Weed-No-More.. 11,424 
873,627 
Sherwood Bulb Gardens 
Flower Bulbs 76,802 
Shulton Inc. Pa 
Early American Preparations. 8,972 
Early American Shaving ce 
Soaps oa 8,669 
Leigh Preparations. . . 4,487 
Old Spice Shaving Products.. 5,118 
Shulton Products:. 190,699 
217,945 
Sick’s Seattle Brewing Malting 
oO. 
Sick’s Select Beer 59,119 
Siegel & Sons, A. Pea 
La Magnita Cigars 52,338 
Siegler Enamel Range Co. g F 
Oil Heater.. 58,215 
Sigma Products Corp oa 
Breatholator 47,476 
Simmons Co. ee 
Beautyrest Mattress 99,606 
Simmons Hide-A-Bed 72,469 


172,075 


Simmons Tours 35,350 
Simon Mattress Mfg. Co. 

Serta-7A Mattress 41,772 
Simon & Schuster Inc. 

Books 170,477 
Simoniz Co. ‘ 392,660 
Sinclair Refining Co 

Gasoline and Oil 211,188 
Siroil Laboratories Inc 

Siroil 79,598 
Skelly Oil Co. ee 

Gasoline and Oil 28,706 
Skinner Mfg. Co. Bee 

Macaroni and Noodles 39,696 

Skinner Raisin Bran 1,932 

41,625 
Skoja Mfg. Co. e 

Bavarian Beer Steins 41,538 
Sloane Associates Inc., William ae 

Re 31,176 


Smith Bros. 
Cough Drops 
Smith & Corona Ty pewri ters 


60,238 





Inc., ms 71,129 
Smith & Co. Oe Allen a 
Smith’s Vegetables 15, 793 
White Lilly Flour. 20,575 
36,368 
Smith, Kline & French Labora- 
Tories ae 
Avoset Cream... 74,359 


Smith & Sons Carpet Co., 
Alexander 
Carpets & Rugs 
Socony-Vacuum Oil Co. Inc. 
General Petroleum Corp. 
PrOGMets. .o0csccccces 
Magnolia Petroleum Produc = 
Mobil Battery 
Mobil Gasoline and Oil. . 


469, 6¥2 





Mobilheat.......... F (86. 
Mobil Tires. ... 6. -ccccss 92,857 
Tavern Candles. ... 2,100 

1,143,303. 


So-Rite Fashion Inc..... 42,262 

South African Rock 
Lobster Assn. Inc. 

South Carolina Mills 


28,958 


PR cevencascownes 30,105. 
Southern Bell Telephone & Tele- 
graph Co. Inc.. 156,374 
Southern California Gas Co.. ‘ 67,212 
Southern New England Tele- 
PEG. tn cacnacans 28,480 
Southern Pacific Co....... 308,184 
Southern Railway System 100,988. 
Southern Spring Bed Co. 
Southern Cross Mattress 36,074 
Southland Coffee Co. Inc. 
Bailey’s Supreme Coffee... .. 25,907 
Southwestern Bell Telephone 
ae ‘ ped 277,716 
Southwestern Lite Insurance 
= eR ee 45,832 


oO. ; , 
Soy Food Mills Inc. a 
Colden Mix 13,308 


Golden Mix & Highland Sy ‘rup 13,484 
i 26,792 

Spalding & Bros. Inc., A. G ; 
ON Pe err errs 2,381 
Sports Equipment. 62,346 
64,727 

Speas Co. 

Vineger 38,736 
Speedway Petroleum Co 48,042 


Spirella Co. Inc. 
Foundation Garments... . 

Spool Cotton Co. 
Sewing Threads. 

Squibb & Sons, E. R. 
Squibb Cod Liver Oil. 
Squibb Dental Cream. 


Squibb Tooth Brush 
Lentheric Sper 
Products. 


Squirt Co. 
Squirt..... 
Stahl-Meyer Inc. 


Ferris & Co. Meat Products.. 


Stahl-Meyer Meat Products. . 


Staley Mfg. Co., A. E. 
Cameo Starching Powder 
Sta-Flo Starch....... 
Staley Cube Starch 
Sweetose Syrup 


Staley Milling Co. 


ie. 
Standard Brands Inc. 
Black & White Scotch 
Whiskey..... 


Blue Bonnet Margarine. 
Blue Bonnet Mayonnaise. 
blue Bonnet Products..... 
Chase & Sanborn Coffee. . 


Chase & Sanborn Coffee & 
Instant Coffee... ve 

Chase & Sanborn Instant 
Coffee. 


Delta P roducts. . ; 
Fleischmann’s Bond W hiske: y. 
Fleischmann’s Distillers. 
Fleischmann’s Gin......... 
Fleischmann’s Preterred 
Whiskey ; 
Fleischmann’s Products. ‘ 
Fleischmann’s Yeast. : 
Ingersol Cheddar Cheese. 
Pilgrim Rum... 
Royal Baking Powder. 
Royal Desserts............. 
Tenderleaf Instant a 
Tenderleaf Tea 
Products 


Standard Brewing Co. 
Erin Brew....... 
Tru Age Beer... 


Standard Candy Co. 
Belle Camp Chocolates 

Standard Milling Co. 
Aristos Flour 


Standard Oil Co. of Calif. 
Chevron Surface wed 
Gasoline and Oils. . 


Standard Oil 
Kentucky 
Gasoline and Oil. 
Standard Oil Co. (Indiana) 
Gasoline and Oil......... 
Pan Am Southern Corp. .. 


Co. inc. in 


Standard Oil Co. (New pee 
Atlas Tires... . 
Carter Oil Co. Products... .. 
Esso & Standard Fuel Oils. 
Esso Cil Burners 


Standard Oil Co. (Ohio) 
Gasoline and Oil....... 
Sohio Aersol Bomb 
Sohio Heat 


Standard Steel Spring Co. 
Starrett Television Corp. 
Television.......... 
State Farm Insurance Co... 
State Farm Mutual Automobile 
Insurance Co..... 
Statler Tissue a 
Paper Products. . 
Tissue 


PN Sd, wuleiens 

Steelcote Mfg. Co..... 

Stegmaier Brewing Co. 
Stégmaier’ 4 Beer & Ale.. 

Stein & Co., pee a ae 

Sterling "ce Inc. - 
Sterling Beer & Ale..... 


70 


36,058 
60,230 


163,324 
40,886 
1,088 
48,649 
49,737 
10,851 
149,303 
15,645 
18,528 
194,327 


46,000 


106, 834 


168,174 


375,949 
143 
$8,923 
2,065 
27,d5-5 


426, 986 


“1,70 





27,005 


28,732 
10,621 
34,781 
37,632 
83,034 
4,692 
866,861 


871,553 








29,428 


592,554 
16,448 


609,002 








39,566 
75,296 
48,978 
21,879 
4,655 
6, 657 
33, 191 
117,389 
29,496 
84,796 
43,235 
110,442 


Sterling Drug Inc. 
ge | eee 
oe 
Campho-Phenique. . . 
Dr. Caldwell’s Syrup Pepsin. 
Dr. Jaynes P. W. Tablets.. 
Dr. Lyon’s Ammoniated 
Tooth Powder.. POE 
Dr. Lyon’s Toothpaste ee 
Dr. Lyon’s Tooth Powder. 
Double Danderine. és 
Fleecy White Bleach... 
Fletcher’s Castoria.... 
Fletcher Z. B. T. : 
Ironized Yeast Tablets. . 
Little Bo-Peep Ammonia. 
Midol 
Molle 
Phillips 


Milk of saad s 


Stewart-Warner Corp. 
Alemite L venencods Equip- 
ment . 
Alemite Pr oducts. . : 
Stewart-Warner Television... 


Stitzel-Weller Distillery Inc. 
Cabin Still Bourbon Whiskey 
Old Elk Whiskey 
Old Fitzgerald Whiskey 


Stokeley-Van Camp Inc. 
Honor Brand Frozen Foods. . 
Stokely’s Canned Fruits 
Stokely’s Products... 
Stokely’s Vegetables. . 
Van Camp’s Beans... 
Van Camp’s Products. . 


Storz Prewing Co. 
Goldcrest 51 Beer... 
Storz Beer 


Stratbury Mfg. Co. 
Wearing Apparel . 

Straub & Co., W. 
Lake Shore * itl 


Strauss & Co., Levi. Ry 

Stroehmann Bros. Bakery 
Bread.. ‘ 
Products. 


Stroh Brewery Co. 
Bohemian Beer. . . 

Stromberg-Carlson Co. 
RP ‘ 
Radio and Television. . 
Television... 


Studebaker Corp. 
i teacheeees Ket bees 


J ere 


Sullivan Inc., R. G. 
SET CNB o.o.0.0 6508s 
-y G. Sullivan Cigars. ‘ 
7-20-4 Cigars. : 


Sunbeam Baking Co. 
Bread. P 
Doughnuts. va 


Sunbeam Corp. 
Products. 
Shavemaster.. . 


Svn.Oil Co. 

Gasoline and Oil 
Sunshine Biscuit Inc. 
Supreme Baking Co. 

Crakers..... 

Surface Combustion Corp. 

Janitrol Burner... .. 
Swanson Co. 

Swanco Oleomargarine . 
Switt & Co. 

Armstrong Birdbrand 

Shortening. 

Blenn Plant Food. 

Corkran, Hill & Co. Products 

End-O-Pest........... 

hea Ee 

Jewel Shortening........... 

Pard Dog Food.......... 

Peter Pan Peanut Butter. 

re 

Quick Arrow Soap Flakes... 

Swift’ning... 

Swift’s Allsweet Margarine. 

Swift’s Baby Fooc 

Swift’s Brookfield rs heese. . 


Swift’s Brookfield Dairy 
eee 
Swift’s Brookfield Meat 
Producie... . 2-5 ‘ 
Switt & Co. (Agricultural 
reer 


Swift’s Cleanser..... 
Swift’s Garden Insecticides. 


a 
1,731 

112 2 ,039 
5,596 
89,971 


118, "345 
535,033 


3,085,305 
4,907 
20,677 
31,566 
57,150 
9,944 

rf 091 
334,463 
~ 346,998 
37,008 
2,074 
18,496 
3,499 


105,488 


18,084 
20,909 


3 38,993 
38,994 
58,749 
44,558 
10,310 
22,181 





32,491 
149,676 





2,171,079 
378,486 
2,549,565 
24,436 
12,912 
29,053 





66,401 
59,206 
1,411 
60,617 
6,553 
64,596 


71,149 





698,651 
646,308 


37,354 
26,765 
29,339 


46, 894 
64,760 
26,704 
31,765 


593,894 
18,263 


Swift’s Ice Cream......... 
Swift’s Jewel Oil 
Swift’s Plant Foods 


Swift’s — Meat 
Ser 
Swift’s “Quick Frozen” 
Meats 


Swift’s Salmon. ; 
Vigoro Plant Food. 
Products 


Sylmar Packing Corp. 
Rice Dinner 

Sylvan Seal Milk Inc. 
Milk. 
Products. 


Sylvania Electric Products Inc. 
Television... 
Products 


Tampax Inc. 
Tampax. . 

Tasty Bz iking Co. 
Baking Products 
Tastykake... 
Tasty-Pie 


Taylor-Reed Corp. 

Q.T. Frosting : 
Terre Haute Brewing Co. Inc. 
Champagne Velvet Beer. . 
Tested Papers of America Inc. 

Test Mark Products 


Tetley Tea Co. Inc. 
Rae scien hn God 
Texas Co. 


Gasoline and Oil 






As Electric Service Co. 

Penne & Pacific Railway 

Theobald Industries 
Hum Soap. 

Thomas Inc., S. B. 
English Muffins 
Protein Bread... 


Thor Corp. 
SIE <a oce'a:0-0 
Washer...... 
Products 


Tide Water Associated Oil Co. 
Federal Tires 
Gasoline and Oil 
Tide Water Fuel Oil 


Time Inc. 
Fortune 
Diincndesngade sens 


0 


Timken Roller Bearing Co 
Timken-Detroit Axle Co. 
Timken Silent Automatic 
Burners........ ae 
Tintz Cc. 
Minit Curl....... 
Tintz Shampoo.... 


Tobin Packing Co. Inc. 
Arpeako Meat Products. 
First Prize Meat Products 
Tobin Meat Products 


Toledo Edison Co... 
Tonsiline Co. 
Tonsiline........ 
Towle Mfg. Co. 
Sterling Silver 
Trane 
Convector Air Conditioning... 
Trans-Canada Airlines. 
Transcontinental & Western Air 


Inc 
Trans- fenne Airways. 
Transvision Inc. 
Television 
Treo Co. Inc, 
Foundations. ‘ 
Trommer Inc., John F. 
Trommer’s Beer........... 
Tru-Ade Inc. 
Tru-Ade Feverages. . 
Tru-Aid Medicine Co. 
ru-Aid 
Twentieth 
“orp. 
Motion Pictures... . 


‘Century- Fox Film 


U 
Udga Inc. 
Ru-Ex pene. 
Ru-Tel.... 
Udga Tablets. 


695,032 
2,620 
2,356 

36,011 
97,315 
3,397,211 
35,004 
24,749 
5,052 


29,801 


124,340 
7,914 


132,254 





139,522 





15,872 
36,027 

4,175 
56,074 
45,391 
173,650 


49,540 





312,816 


21,653 
220,318 
4,058 


246,029 


48,214 
739,341 
285,681 

1,073,236 
129,823 


102,549 


117,002 
1,826 


118,828 


47,451 
1,258 
9,051 





57,760 
51,021 

27,182 
26,696 


34,717 
101,961 


671,964 
42,101 


49,991 
42,157 
354,060 
113,283 
25,814 


95,243 


52,332 
1/422 

65,082 
118,836 





Unicorn Press Inc. 
Fooks.. 

Union Carbide & Carbon Corp. 
Eveready | atteries 
Institutional. . . : 

Linde air Products Co. 
6-12 Repellent & Lotion.. 
Vinylite Plastic 


Union Electric Co.. 
Union Oil Co. of Calitornia 
Gasoline and Oil = 
Union Pacific Railroad 
Union Pharmaceutical Co. 
Imra.. 
Inhiston Cold Tablets 
Saraka. 


Inc. 


United Airlines Inc.... 
United Biscuit Co. of 
Felber Biscuit Co. 
Keebler Products 
Merchants Biscuit Co 
Sawyer Biscuit Co. 
Streitmann’s Biscu 


America 


it Co. 


United Fruit Co. 
Bananas 
Steamship Transport 


United Gas Corp... 
United Jewish Appeal 
United Merchants & Mfrs. 
Cohana Fabrics 
United States Air Force 
United States Army & Air F orce 
United States Army Kecruiting 
Service. 
United States Brewers Founda- 
tion Inc.. 
United States Coast Guard . 
United States Industrial Chemi- 
cals Inc. 
Super-Pyro Anti-freeze. . 
United States Lines Co. 
Steamship Transport... 
United States National Guard 
United States Rubber Co. 
Fisk Tires 


Inc. 


Institutional 

United States Koylon Foam 
Mattress ° 

United States Royal Fabrics. 

United States Rubber Co. 
Shoes 


United States Royal Tires. 
Products... 


United States Shoe Corp. 
Red Cross Shoes. .... 
United States Steel Corp. 
United Wallpaper Inc. 

Trimz Products 
Trimz Wallpaper 


Vv 
Van Camp Sea Food Co. Inc. 
Chicken of the Sea Tuna 
White Star Tuna Fish.... 

Products... 


Vanity Corset Co. Inc..... 

Van Nostrand Co., D. 
Books... 

Van Patten Pharmaceutical Co. 
Allimin Tablets. ‘ 

Verd-A-Ray Corp. 
OS Se 
Products 


Veterans of Foreign Wars 

Vick Chemical Co. 
Prince Matchabelli smo 

tions. » 

Seaforth Preparations . 
Sosa CaOOM. ..05 cnn eccs 
Vicks Cough Drops...... 
Wels Es ccc eweeees 
Vicks Vaporub.......... 
Vicks Va-tro-nal 
Vicks Products. . 


Viking Press Inc. 

Vimco Macaroni Products Co. 
Inc.. Renee eee 4 

Visking Corp.. eh 


Wabash Railroad...... 
Wagner Baking Corp. 
Mrs. Wagner’s Pies. . . 
Walker-Gooderham & Worts 
Ltd., Hiram 
Black Hawk Whiskey. . 
ot s Whiskey. 
> & W Seven Star W hiskey. . 
Hiram Walker’s Gin... 
Hiram Walker's Imperial 
Whiskey...... 
Hiram Walker’s Products.. 
John Jameson Whiskey... .. 


EDITOR & PUBLISHER for July 


847,747 


262.416 
11,766 
15,720 
10,469 

1,778 


302,149 


85,468 
400,647 
349,513 

15,813 
379,649 
164, 243 


559, 705 
588,254 


38,471 
115,085 
16,763 
13,594 
25,176 


209,089 


28,433 
157,648 
186,081 
126,076 
285,667 


30,226 
25,072 
868,875 
182,868 
124,454 
95,237 
116,650 


79,008 
78,766 
7,892 
21,895 
38, 342 
2,211 
16,641 
296,169 
8,540 





~ 391,690 


95,873 
901,679 


61,385 
30,5 520 


91, 91,905 


56,649 
47,741 
448,968 
553,358 
31,239 
315,642 
27,319 
17,785 
9,753 





27,538 
191,206 


24,722 
13,839 
18,156 
21,824 
10,640 


165, 751 





582,110 


95,221 
30,515 
212,778 
58,905 
65,719 
13. 37 1 
90,270 
624,753 
3,431 
10,813 
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, DS 18,132 
William Penn Whiskey... . 34,222 
1,142,921 
Walker's Austex Chili Co. 
Mexene Chili Powder....... 6,433 
Walker’s Austex Chili. . 5,154 
Walker’s Austex Meat Prod- 
ucts 23,274 
34,861 
Wall Street Journal. . 226,412 
Waltham Watch Co. 48,064 
Wander Co. 
Nn 666 sed dbase dnens 382,148 
Wanzer & Sons, Sidney 
paar 6,911 
ORE SE ee 37,083 
43, 994 
War Assets Administration. ... 100,708 
Ward Baking Co. 
Paradise Fruit Cake........ 19,446 
Ward's Tip Top Bread. 33,181 
Products....... 28,695 
81,322 
Ward-Green Co........... 100,965 
Warner Bros. Co. 
Foundations and Prassieres. . 84,406 


Warner & Co. Inc., William R. 
Ric h ard Hudnut Permanent 


Rich urd Hudnut Shz ampoo. és 
Sloan’s Balm....... 

Sloan’s Liniment. 

Sloan’s Products. . 





Washington Gas Light Co 6% 
Washington State Apple Ad- 





vertising Commission 190,433 
Waterman Co., L. E. 

Pens and Pencils eas 101,072 
Water Master Co..... 42,219 
Webster Tobacco Co. Inc. 

Cigars... 105,832 
Weekly Publications Inc. 

Newsweek. 202,627 
Weil & Co. : 

Don-De Coffee. akeamarn 69,100 
Welch Grape Juice Co. 

Grape Juice.. ee 512,75 

Jellies and Preserves a 6,515 

Products... .. 18,299 


537,571 
Wembley Inc. 
Men’s Neckwear........... 107,084 
Werk Co., M. 
Sanat c 15,059 
Tag Soap...... 18,826 
: 33,885 
Wesson Oil & Snowdrift Sales 
Co. 
Blue Plate Coffee. . 53,872 
Blue Plate Margarine. .. 26,217 
Blue Plate Mayonnaise. 102,471 


Plue Plate Products. . . é 263,348 





Blue Plate Salad Dressing. . - 57,050 
Snowdrift Shortening. ‘ 305,981 
Snowdrift and Wesson Oil. . . oes 901 
Wesson Oil. ........ e 276,036 
1,117,876 

Western Beet Sugar seeraen 
Ci éeewen deetced wae 95,164 
Western Pacific Railroad... ... 77,919 
Western Railroads............ 84,821 

West End Brewing Co. 

Utica Club Beer and Ale. 62,207 
Western Airlines Inc.......... 104,827 
Westgate Sea Products Co. 

Breast O’ Chicken Tuna Fish 2,294 

Sun Harbor Tuna Fish...... 38,521 

Westgate Sea Products. . 3,378 

104,193 


Westinghouse Electric Corp. 
Institutional.......... F 134,942 





Westinghouse Appliances. . 122,558 
Westinghouse Clothes Dryer. 72,819 
Westinghouse Lamps........ 245,650 
Westinghouse Laundromat.. 689,570 
Westinghouse Laundromat — 
, ... ee 107,263 
W wars ther teal Light Bulbs. . 8,495 
Westinghouse Radio........ 8,534 
Westinghouse Radio and Tel- 
re eee 16,035 
Westinghouse Ranges....... 150,862 
Westinghouse Refrigerator. . 449,719 
Westinghouse Sewing Machine 7,448 
Westinghouse Television . 275, 983 
Westinghouse Vacuum Cleaner 25,419 
Westinghouse Water Cooler.. 1,178 
Westinghouse Water Heater. 1,861 
Products étaus asd 181) 450 
2 2,449, 786 
Westminster Press 
‘ooks. . necdiseneabws 29,479 
Wheatena Corp, 
wi. SR Pere r 237 459 
Wheeling Stee} Corp. 
Hand-Dipped Wares . 114,802 
Whitbread & Co. L 
Mackeson’s gy 27,649 


White Sewing Machine Corp. 
Domestic Sewing Machines 
Wiedemann Brewing Co. Inc., 

George 
Wiedemann’s Beer... 
Wildroot Co. Inc. 
Hair Tonics....... 
Products....... 
Shampoo. . . 


Ww ee Co. Inc., John H. 

Willard Tablet rs 
Tablets. . aoe meSlalns 
Treatment......... 


Williams Co., J. B. 
Shaving Products. . . 
Williamson Heater Co. 
Furnaces 
Willys- Overland Motors Inc. 
Jeep Cars..... 
JOO TUE... cece 
Willys-Overland... 


Wilson & Co. Inc. 

Ideal Dog Food. . 

Mor Canned Meat. 

Wilson’s B. V. , 

Wilson’s Bake-Rite Short- 
ening. . 

Wilson’s C ‘anned Mez at 

Wilson’s Food Products. . 

Wilson’s Margarine. . : 

Wilson’s Meat Products... 

Products 


Wilson Garment Mfg. Co. 
Coats and Suits. .... . 
Wilson Line Inc. 
Steamship Transport. . 
Wilson Milk Co. Inc. 
Evaporated Milk..... 
Wilson Sporting Goods Co... 
Window Shade Institute....... 
Wine Advisory Board 
Wine Promotion...... 
Wine Corp. of America 
Mogen David Wine... . 
Wine Growers Guild 
J | 
Wisconsin Electric Power Co... 
Wise & Co. Inc., William H. 
eae 
National Education Alliance. 


Wise Potato Chip Co..... 
Woodmen of the World 
Insurance...... 
Wood Mfg. Co. 
Fishing Minnow.... 
Worcester Baking Co. 
Town Talk Bread. 
Worcester Salt Co. 
Ivory Salt........ 
Worcester Salt... . 


Wrigley Jr. Co., William 
Chewing Gum..... : 

Wrisley Co., Allen B. 
Oliv-Ilo Soap ineca ashi 
Wrisley Bath Crystals. Eeewsns 
Wrisley Preparations..... : 
Wrisley Products........ 
Wrisley Soap...... g 


Wyler & Co. 
Seasoning Flakes and Powders 
Be eduncisccces 


Wynn Oil Co. 
Oil Lubricants. ..... 


York Corp 
Auteenate Flak- Ice Machine 
Young Inc., W. F. 
Absorbine Inhaler. ......... 
Absorbine Jr......... 


Youngstown Kitchens-Mullins 
Mfg. Corp. 
Youngstown Kitchens. . 


Zenith Radio Corp. 
Hearing Aids 
2 i widest ean eas woes 

Radio and Television. ...... 
Ty cucépoccnantcances 
Products. . 


Zinsmaster Baking Co. 
Bread 

Zonite Products Corp. 
Forhans Toothpaste... .. 
Larvex.... ‘ 
Zonite..... 
Zonitors... 
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f 
46,737 


158,182 
418,277 
96,547 
_106, 667 
"621, 491 
30,175 


16,093 
2,970 


yi 29,063 


29,239 
51,848 
375,210 
69,823 
52,238 
497,271 
65,916 
33,039 
13,804 





26,615 


630,517 
49,498 
46,614 
37,705 
25,098 
61,680 

383,028 
89,778 

125,447 
28,531 
918,762 
42,855 
~ 961 617 
99, 722 
35,528 
74,940 
40,752 
48,257 
8,239 


56,496 





1,623,568 
9,082 
2,752 
4,482 

33,970 
16,208 
66,494 
22,205 
16,536 
38,741 


59,208 


30,428 


1,692 
301,280 


302,972 





558,868 
40,414 
104,777 
27,801 
101,485 
13,647 


247,710 


ave 


impetus to 
television as a sales medium. Card 


paper-owned) ga 


Coast Admen 
Hear Plea for 
Dynamic Selling 


Los ANGELES — “With the 
United States in a buyers’ market 
and a vastly expanded high-gear 
economy, the problem of distri- 
bution lies more than ever in the 
dynamic activities of display, per- 
sonal selling sales promotion and 
advertising,” said Frederic R. 
Gamble, president of AAAA, New 
York, before delegates to the 47th 
convention of the Advertising As- 
sociations of the West in Los 
Angeles, June 27. 

“Real purchasing power is now 


rates, attacked as too high, were 
justified by one speaker on the 
basis of the medium’s ability to 
display and demonstrate merchan- 
ise at the “most effective point 
of sale—inside the home.” An- 
other declared the daytime objec- 
tive of his station was retail 
advertising, which could best pene- 
trate the housewife’s daily routine 
when she was vulnerable to the 
shopping appeal. Figures were 
quoted from surveys indicating an 
increase of 20% in daytime view- 
ing, with growing favor toward 
merchandising demonstrations or 
programs before 5 p.m. Other 
statistics were developed to show 


running 60% higher than in 1940 ‘eat vewing intrest creme 
and 7% higher than jin 1949. To- ship 

tal U.S. advertising last year ex- Phoenix, Ariz.. was selected for 
ceeded five billion dollars for the the January mid-winter confer- 
first ime im history—but, in Te- ence. Thor M. Smith, assistant to 
lation to total national income, it the publisher of the San Fran- 
is below normal; it is only 2.34% cisco Call-Bulletin, was elected 


as com- 
for 


of total national income, 

pared with a 3% average 

many years before the war.” 
Urges Better Adv. 

Mr. Gamble urged a vigorous 
effort toward more and better ad- 
vertising within the four areas of 
trained personnel, sound research, 
professional ethics and public un- 
derstanding. 

Use of advertising as a means 
of re-stating and publicizing the 
basic goals and aspirations of the 
United States in light of today’s 
conditions, and then interpreting 
those goals to other peoples, was 
advocated by Samuel C. Gale, 
vicepresident, General Mills, and 
chairman of the Advertising Coun- 
cil. 

“Just as newspapers and other 
media put their combined strength 
behind the war effort, so must 
they tool up to win and preserve 


secretary-treasurer. 
* 


Series on Deaf School 
Brings Reforms 


OAKLAND, Calif. — Reportorial 
curiosity developed a story which 
became a series and has resulted 
in a six-point program of reform 
at the California State School for 
the Deaf in Berkeley. 

Bill Fiset, covering the Berkeley 
and University of California cam- 
pus beat for the Oakland Post- 
Enquirer, puzzled over a fire de- 
partment report that a blaze in 
the School had been caused by 
an overloaded electrical circuit in 
the primary girls’ dormitory. 
Deputy Fire Chief Robert Payne 
declared the overload was caused 
by the use of too many electric 
irons. 

The fire occurred at 7 a.m., 


the peace,” he said. “Public ser- the dormitory houses girls be- 
vice advertising has not only tween the ages of 5 and 8, and 
proved its effectiveness in the Fiset was curious about the quan- 


tity of ironing. He never found 
the answer to his original ques- 
tion, but he did learn much else. 

Two counselors told him they 
were “no longer able to stand the 
brutality” and described “incred- 
ible disciplinary methods and beat- 
ings of 6-year olds.” 


mass selling of ideas, but has even 
increased public appreciation of 
all advertising. As a ‘fourth di- 
mension’ it greatly enlarges the 
total scope of the whole field of 
publicity.” 

Mr. Gale paid tribute to- such 
organizations as ANPA, AAAA, 


ANA, and other media and _The fire was in October, 1949. 
agencies whose contributions of Fiset’s story broke last March. 
time, materials and space have The first release brought com- 


munications from parents with 
fresh information. The State or- 
dered an investigation. 


made possible the Council’s many 
national and local fund drives and 
educational, philanthropic and pa- 


triotic campaigns. He estimated The continued Post - Enquirer 
the cost-value of such advertising series brought further reports 
at more than 100 million dollars from parents, and Fiset gained 
a year. new information from _ other 
Discuss TV sources. Meanwhile the cam- 
Increasing importance — and Paign brought changes at the 
problems—of beaming American School, conforming to the news- 
news and propaganda to Russia Papers charges. The investiga- 


tion was long and labored, but 
the results conclusive and impor- 
tant came in June—eight :nonths 
after Fiset began making inquir- 
ies. A reform order was issued 
by the State Superintendent of 
Public Instruction. 


and her satellites, via the Voice 
of America, was stressed by Ed- 
ward W. Barrett, assistant secre- 
tary of state in charge of public 
affairs. 

A panel representing seven Los 
Angeles TV stations (one news- 
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ANPA Charges NLRB 
Procrastinates on ITU 


IN A BULLETIN to members July 
6, Cranston Williams, general 
manager of the American News- 
paper Publishers Association, 
charged the National Labor Rela- 
tions Board with a “procrastinat- 
ing attitude towards enforcement 
of the law” and the ITU with 
“failure to comply” with the 
board’s orders. 

Reviewing the history of the 
cases against the Jnternational 
Typographical Union since orig- 
inal charges were filed on Oct. 7, 
1947, Mr. Williarns said the en- 
forcement section of NLRB has 
taken no action to ask the Sev- 
enth Federal Circuit Court of 
Appeals to enforce the orders of 
the board in the cases brought by 
the ANPA and the Chicago News- 
paper Publishers Association. 
“There has been no word from 
NLRB as to when action may be 
taken,” Mr. Williams said. 

History of Case 

“The history of this case dem 
onstrates the procrastinating atti- 
tude of the board towards enforce- 
ment of the law once a matter 
reaches it for decision and en- 
forcement,” the ANPA_ bulletin 
said. It outlined the history of 
the case as follows: 


“The original charges in the 
ANPA case were filed Oct. 7, 
1947, 

“Amended charges were filed 
Nov. 17, 1947. 


“The complaint was issued by 
the General Counsel on Nov. 21, 
1947. 

“Hearings began before the 
Trial Examiner on Dec. 9, 1947. 

“Because of continued viola- 
tions by respondents, the General 
Counsel on Jan. 16, 1948, peti- 
tioned the U. S. District Court 
for the Southern District of In- 
diana to restrain such violations 
during the pendency of the Board 
proceedings. 

Injunction Issued 

“On March 27, 1948, Judge 
Swygert, of Indiana, issued an in- 
junction decree as requested by 
the General Counsel. 

“Hearings were concluded be- 
fore the Trial Examiner and his 
intermediate report was issued 
Aug. 8, 1948. 

“On Aug. 25, 1948, the General 
Counsel petitioned the Court to 
hold respondents in contempt for 
continued violations of the Act in 
defiance of the injunction. 

“On Oct. M, 1948, Judge Swy- 
gert held respondents in contempt 
and ordered them to purge them- 
selves. 

“On Oct. 15, 1948, exceptions 
to the Trial Examiner’s report and 
briefs in support thereof were filed 
by all parties and the case submit- 
ted to the Board for decision. 

“Thus it can be seen-that up to 
this point the matter proceeded 
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with dispatch. After the Board 
took over, more than one full 
year elapsed before the case was 
decided on Oct. 28, 1949 and the 
Board’s orders were handed down 
in both the ANPA and Chicago 
cases. 
“Developments 
1949 follow: 


ITU Requested Time 

“On Oct. 31, the ITU re- 
quested an additional 30 days to 
notify the Regional Director as to 
whether or not the ITU would 
comply with the order of enforce- 
ment. On Nov. 4, the Board ad- 
vised all parties that it would re- 
frain from any action for 30 days 
from Oct. 29. 


On Nov. 9, the ITU Execu- 
tive Council met and prepared 
what it chose to term instructions 
and advice for officers and scale 
committees in scale negotiations. 
These instructions and advice were 
mailed to all officers of subordi- 
nate ITU locals on Nov. 14. 

“On Oct. 31, or three days af- 
ter the NLRB decision, the ITU 
distributed a post card bulletin. 
On Nov. 28, the ITU notified the 
Board that it was preparing a pe- 
tition for rehearing. There was no 
indication of compliance. On Dec. 
1, 1949, the ANPA filed a motion 
with the Board asking the Board 
to proceed with enforcement of its 
orders. On Dec. 8, the Board no- 
tified all parties that it had de- 
cided to proceed with enforce- 
ment. 

“Up to Feb. 13, 1950, no steps 
had been taken towards enforce- 
ment. On that date the ITU peti- 
tioned for rehearing, not only in 
the ANPA and Chicago cases, but 
also in the Baltimore and _ the 
PIA cases. On March 17, the 
Board denied the ITU petition for 
rehearing. 

Failed to Comply 

“From time to time the NLRB 
has been supplied with information 
indicating failure by the ITU to 
comply with the orders of the 
Board. On March 27, the ITU 
through its counsel stated that it 
wished to avoid litigation and had 
taken up the matter of voluntary 
compliance with the General 
Counsel of NLRB and _ further 
stated that the ITU did not desire 
a court order entered. Since that 
time it is the opinion of the ANPA 
that the ITU has failed to comply 


since Oct. 28, 


and information supporting that 
belief has been supplied the 
Board. 


“On April 19, the attorney for 
the Chicago Newspaper Publishers 
Association in a letter to the 
Board urged enforcement of the 
Board’s order. 

“Late in May the ANPA was 
advised that the General Counsel’s 
office had sent the information to 
the enforcement section of NLRB 
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with a recommendation to proceed 
in court for a decree of enforce- 
ment. 

“Up to now action looking to- 
wards enforcement has not been 
taken.” 

= 


Lewis S. Dayton, 
Ex-Editor, Dies 

YONKERS, N. Y.—Lewis Seeley 
Dayton, 56, managing editor of 
the Herald Statesman and its pre- 
decessor the Yonkers Statesman 
from 1925 to 1935 and editor 
from 1935 to 1938 and vicepresi- 
dent of the Westchester County 
Publishers from 1938 to 1945, 
died June 24. Mr. Dayton was a 


research analyst with the State 
Departmeat for the last several 
years. 


Mr. Dayton became sports edi- 
tor of the Yonkers Daily News 
in 1915 and later served the New 
York Evening Journal and the 
Associated Press. While working 
on the Elizabeth (N. J.) Daily 
Journal, he met his future wife, 
Irene Rice, a copy reader on the 
newspaper. Mr. Dayton was a 
member of the American Society 
and the New York State Society 
of Newspaper Editors. 


E. P. Loving Dies 


Edward Pierre Loving, 56, cor- 
respondent in the Washington bu- 
reau of the International News 
Service and author, died June 25. 
Mr. Loving had worked for the 
Paris staff of the New York Herald 
and for the Literary Review of the 
New York Evening Post. 





Words in Dailies 
Are Foggy’ 
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erosity, or they guessed at the 
meaning from the context. 
Our ‘Audio’ Vocabulary 

Does this mean that our sample 
of readers was particularly unen- 
lightened? (They represent in 
formal schooling far more than 
the average newspaper reader.) 
No, I think that we must look to 
other factors in determining the 
relatively poor scores. 

First of all, for the past 25 years 
this country has been adapting it- 
self more and more to an “audio” 
vocabulary, as radio and now tele- 
vision has usurped more and more 


of America’s leisure time. Over 
radio a man is never “obfuscated”; 
he is just “confused.” The news- 
paper that insists on ignoring the 
fact that the audio-presentation of 
words is a dominant aspect of our 
culture is playing the ostrich. 

Another important clue regard- 
ing the low scores in our test may 
be found by looking at the book 
of two noted educational psychol- 
ogists, Lorge and Thorndike, of Co- 
lumbia University. In 1944 they 
published their famous “Teacher's 
Word Book of 30,000 Words. 
With the aid of generous research 
grants they made a word count of 
some 18 million words in order to 
determine the frequency of occur- 
rence of the various words of our 
language. In checking our list of 
words used in my test with the 
Lorge-Thorndike list, I found that 
not one of the words that appeared 
in these newspaper sentences (and 
which proved so difficult to the 
people we tested) had a frequency 
of more than one per million 
words. Such a word as “baksheesh” 
does not appear once in four mil- 
lion words. 

If we understand this then we 
can realize that it is not a matter 
of intelligence or lack of intelli- 
gence that makes these words 
“foggy” to many of our readers. 
It is simply that they are not used 
frequently enough to become an or- 
ganic part of the working vocabu- 
laries of most people. 

The learned bibliophiles will not 
have difficulty with the infrequent- 
ly used words, but the vast ma- 
jority of newspaper readers will. 
Lorge and Thorndike show, more- 
over, that there are 1,069 words 
which occur 100 or more times 
per million, and 952 words which 
occur 50 to 99 times per million. 
Take our fog-word “obfuscate,” 
for example, which does not ap- 
pear once in four million words, 
according to Lorge-Thorndike. Its 
synonym “confuse” appears 25 
times per million. Few readers will 
fail to understand what it means. 

The editor who bemoans the 


fact that the comics have the 
highest readability index, while 
editorials and important front 


page stories get scant attention, 
may do well to examine his col- 
umns for “foggy” vocabulary. A 
reader who consistently encoun- 
ters words that are ambiguous or 
unknown to him may _ subcon- 
sciously build up a_ resentment 
against the real function of a 
newspaper, which certainly is 
more than to entertain. He may 
turn to the comics and the pic- 
ture page as his habitual news- 
paper fare, but turn to the radio 
or to John Cameron Swayze for 
his news. 


+ 
Sidewalk ‘Sups’ 

RoyaL Oak, Mich.—Floyd Mil- 
ler, publisher of the Daily Trib- 
une, has issued membership cards 
to the “Association of Daily Trib- 
une Sidewalk Superintendents” in 
connection with construction of 
the Tribune’s new building. 
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sales as in satisfaction. Arthur W. hs ~_ 
: ; Stypes, 625 Market St., San Francisco +4 as oe A a , PRESSES FOR SALE 
ERIC G. WILLIAMS, a member 5. Calif. ees a an vo Mode 3 and two 
of the Hamilton (Ont.) Spectator DAILIES OR WEEKLIES— Mountain $—C tutestones 3 imaee. GOS — UNIT, TYPE. SUPERIM- 
editorial staff since the last war. States, Midwest, Southwest. n imit- l Cc Intertype 42 em 3 mags. Use , 32-6 age capacity, 22% 
- ed Service in Limited Field. Ray E.| 1—CSM Intertype Tripod aux inch cutoff. 
was killed July 1 when his plane Mohler & Associates, 312 Boston! 1—_@( Intertype with quadder. : cece ct ene . Pp 
crashed into a lake. A member of 2 ae omees, CORD, a oe | Soak wancek enna ee ate 5 caida ie 
‘ » swe? . - an a (ert No. 25 Vandercook proof press. RPACIS, 2% . _ 
the Royal Canadian Air Force Re- Daily Newspaper Properties Goss plate shaver. Comie. 
serve, he was on a test flight W.-H. Glover Co., Ventura, California. Miehle and Babcock presses. HOE—UNIT TYPE, 16-32 Page Ca 
: mee” - — 5 5-32 Page Ca- 
during a training session. ESTABLISHED NEWSPAPERS NORTHERK MACHER wonns 22% -ineh cutoff, AC Drive. 
pele ags ser oc gga ange <THERN MACHINE WORKS pacity, 22% -inel 
BrucE E. COLEPAUGH. 55 ’ with profitable records on fair terms - : : omaianicatal 
~~ < . i sH, JS, Na- J. R. GABBERT 323 North Fourth Street : an “TYPE rlewidth 
tional advertising manager of the 3937 Orange St.. Riverside, Cal. Philadelphia, Pa. ena eA me poe ty, 23 9 16-inch cut. 
Hempstead i... I.) Newsday and For any size paper contact — came comes sais off Y and 4 page folder. 
formerly with the Brooklyn Times, ODETT & ODETT, Brokers ? ay 
Brooklyn Daily Eagle and Nas Publishers for Many Years PHOTO > HOE ‘‘X'’ PATTERN, Sextuple and 
ay L. | - eagle and iNds- p. 0. Box 527, San Fernando, Calif. ENGRAVING Double Sextuple, 21/2-inch cutolt. 
sau (L. I.) Daily Review-Star, NEWSPAPER VALUATIONS EQUIPMENT HOE 3 UNIT—24-48 page capacity, 
July 2. Tax and all other purposes. ZINC AND MAGNESIUM ao end 924%” cutoff, rubber rowers 
A sical Sila a A. 8S. VAN BENTHUYSEN bg a oe Alege, Airmen Re ent re . 
GEOFFREY HEWELCKE, 45, for- ' s 4.C. Drive and pony autoplaté 
" port f th Cal 446 Ocean Avenue, Brooklyn, N. Y. E. T. SULLEBARGER CO AU, ‘ ) 
me reporter or e Calgary prosper 7 Ss To : ee ry re 
( Alta.) Albertan ithe R gina ewer eed cong oy och, 110 Fulton St. 538 S. Clark St.| HOE-Z-TYPE, 23 9, 16-inch ‘ee be 
reer ae cron) 2610 Nebraska St. Sioux City, Iowa, | New York Chicago | Units, 32-64 Page Capacity. Holle) 
(Sask.) Leader-Post and Montreal 2°50 Nebraska St., Sioux Vity. “ows: Bearings, Steel Cylinders, a Fold 
. > laa il am Celebrating our 30TH YEAR withdut | ——————— Smale cri | ers, Substructure, Reels Tensions, 
(Que.) Star, and scenario writer a lapse of time as exclusive newspa- CUTLER-HAMMER two-motor| Motor Drives 
and producer for National Film per brokers. We would like to be of | full automatic newspaper press drives | ote ie 
Board, recently. service to you, the publisher, and to| ®"d control panels, 220 volt, 3 phase,| sCOTT—4—MULTI-TYPE UNITS, 
: . P you, the buy er. 60 cycle AC. Complete with resistors | 39-64 Page Capacity, 22%-inch cutoff, 
A. A. McINTosH, 76 er | aie Folders, Piece l 
A. A. N I SH, iormer LEN PEIGHNER AGENCY and push button station: | Pair Folders, Floor Feed, "we 60 HP. 
editor-in-chief of the Toronto 3ox 192, Mt. Pleasant, Michigan One 75/7% H.P. crosshead type,| Drives. Ideal for Color MPlexibility. 
™ iN drive 3 or its d 
(Ont.) Globe and Mail and for- MIDWEST PAPERS: Bailey-Krehbiel anal iad or 4 units at mo eek Available Immediately. 
- Servie ‘ 8 rde ‘4 ; 8 . “ a ——e 
mer reporter for the Syracuse 31819 Journal Bite. Selten. teem | win One 40/3 HP. faceplate type. KEMP IMMERSION REMELT Ft RB: 
_— . i power 4 decks single width, lete with Carburetor ant 
(N. Y.) Post Standard and former CALIFORNIA DAILIES, WEEKLIES | quad or 16-page jaaten, on ll ra Aggy, A _ & Off Spout, 
associate editor of the London J. A. Snyder, 3570 Frances Avenue Used, serviceable, recently with-| 4.500 pound capacity, 32-inch diameter, 
(Ont.) Advertiser, July 3. =i en California ‘| draw — — Rag asonably priced, | guaranteed new condition 
a -_ , . S J “RN Newspaper Properties an¢ immediately avaliable. | 
GEORGE C. YouncG, 74, former machinery. Everything Confidential. | The Eastern Color Printing Co. BEN SHULMAN 
publisher of the Los Angeles B. Snider, Natchez, Mississippi. ; Waterbury 20, Conn. 
(Calif.) Examiner, July 2, at Man- i AY BOUreene Binghamton, N. Y. NEWSPAPER PRESSES ASSOCIATES, INC. 
stablished 1914. Newspapers bought | 
atta é é : . 
hattan Beach, Calif. Mr. Young and sold without publicity. APE 500 Fifth Avenue 
worked as a reporter for the Withieiing tidied 1 Flatbed | New York 18, N. Y. 
Winnipeg (Manitoba) Free Press PUBLICATIONS FOR SALE en hn Se a ee Phone: BRyant 9-1132 
and joined the Hearst Newspapers : _| JOHN GRIFFITHS CO., INC.| — SE ee ee 
. . Gli 
in 1907. He retired jn 1938. FAIRFAX COUNTY, VIRGINIA ; pened __~ B Heavy Duty Ne wspaper 
GEORGE M. COLLIns, SR., 62, Two attractive weeklies 10 miles from | 11 West 42 Street Turtles in any quantity. Cast iron 
sa di 4 * Washington. Income $24,700. No New York City 18 bular steel legs with 
soccer editor of the Boston pant. “Price $9,000. Terms,” MAY __| machined top, tubular steel logs, with 
(Mass.) Globe and a member of a eee Brokers, Bingham-| OR SALE — HOE 16-PAGE press, pn with half inch adjustment up 
the sports staff for 33 years, June on. - r , stereotyping equipment, delivery about] or down. With 4-inch cast iron wheels 
30. _ MASSACHUSETTS WEEKLY January. Peru (Ind.) Tribune. in ball bearing swivel fork, $59.50. 








‘. : . Live town of 20,000 ten miles from| TWO SCOTT FOLDERS, 223,” cut-| Same wheel and fork, but with Durex 
GEORGE GORDON BREED, 53, soston. Modern 2-machine  plant.| off. Can be used separately. Imme- wheel bearing, $62.50 With 5-inch 


former writer for the Springfield Grossing $23,000, expenses $11,000. | diate delivery. Box 5979, Editor &| Darnell steel wheel in bal! bearing, 








: " 4 Price for quick sale $16,000. MAY] Publisher. swivel steel fork, $71.50 with 5-inch 
(Mass. ) Republican and the New- BROTHERS, Newspaper Brokers, | Darnell rubber wheel in bal! bearing, 
ark (N. J.) News, at Chebeague Binghamton, N.Y. | FOR SALE: swivel steel fork, $74.50. All prices 
Island, Me., July 1. FLORIDA EAST COAST 16-Page HOE WEB PRESS F.0.B. Shipped fully assembled and 

SUBURBAN WEEKLY grossing $27,- crated. Satisfied customers in practi: 





- sary sts a "i Tni ¢ % 
000, can be handled for $5,250 down, | 2 plates wide, with single folder,| ©a!ly every state in the Union. 90% 


balance monthly payments. No plant.| 239/16” sheet cut. Complete Stereo.| of North Carolina dailies are using 
cS L A S S IF I E D MAY BROS.. Newspaper Brokers. | Equipment, including Mat Roller, and|  & B Turtles. Write for literature or 
i | | 4 





























Rinehamton, } = \.C. motors. Immediately available. | ate 8 Pee eer ANY 
SOUTHERN CALIFORNIA WEEKLY. , ais i 113 West Market Street 
A D SQ Vets $15,000. Down $15,000. WASH- THOMAS W. HALL CO., Ine. Eki North Carolin t 
INGTON WEEKLY. Gross $17,500, Stamford, Conn. ee -erreEr 
ve $13.500 with $8,000 down. FOR SALE: Late Model 8, 14, 31 
* * Jack Li. Stoll. 4958 Melrose Ave., Los| FOR SALE: 8 7 _| Linotypes. Immediate Shipment. 
Situation Wanted An t les 27, Cal. | ing Box. — = a Pe or | Printeraft Representatives. 277 Broad- 
Cash with Order STRONG w y newspaper within 15| Net shipping weight 1,275 Ibs. This| Way. New York 7, N.Y. 
Pr 





> . miles of Newark, New Jersey. $27.000 | box casts any size mat up to full page | >AGE IPLEX J 8 
- time—$.50 per line gross in 1949. Complete plant. Your} eight columns with a cules pm S PAGE DUPLEX fist-bed press. 
4 times—$.40 per line, per insertion Pportunity to own an excellent weekly | city of 20 x 24% inches. Only _two 
with fine possibilities for $29.000.| years old. Toggle type lockup. Fully 

HELP WANTED AND Write Box 5917. Editor & Publisher.| automatic. Write Box 5894, Editor 


ALL OTHER CLASSIFICATIONS /TE_FOR LATEST LIST of news-| & Publisher. 


prints both ways, complete with 12 
chases, motor, electrical equipment, 
rollers and drive. Speed 4-5,000 an 
hour. Excellent condition. Milford 
Daily News, Milford, Mass. 





























= naner Propertie f Sale. ° 

1 time—$1.00 per line nhGn. Dies ee ; ; COLOR PRESS _ 
*2 times—$.90 per li , - : _ | 2-H. K. Harris Two-Color Automatic | Pancoast High Speed 12 cylinder color 

Shdiniandiais canta cenaneed PUBLICATIONS WANTED Letter Presses | press, 21%47 cut-off. 
4 times—$.80 per line, per insertion 1—57"" Oswego Power Cutter Roi GEORGE ©. OXFORD Idaho 
4 . . wv . 7\r . »018e, _ — 
“For consecutive insertions of same !@XPERIENCED owner -_ publisher APEX ay 82” Camachine Splicing and Roll 

rants t , soli 4 + gs . 2” Camachine Splicing 
er pone oly sae = poi pth Raggy Toe 2 | Printing os Co. winding machine ple cnn with 7% 
iti y »yme 3010. Edi 4 207-209 ooster Street | H.P. 600/200 RPM Motor. Contact 
Additional charge of $.15 for the eo ig oe a ao New York 12. N.Y Mr. Ebert, L. A. Daily News, 1257 
use of box numbers. WOULD like to fo bid on 3 | ° = e So. Los Angeles St., Los Angeles 54, 

" ‘a B i vi n your newspa dindiastuces ——— | Yalife is 
3 lines minimum. per before you sell if loeated fn ee | California. 


\ \NDE! R¢ 00K “Model | 325- A full page 


Carolina, Soutl ing Yeorgis 
. . outh Carolina. Georgia.| power Proof Press with A.O. motor 


Count approximately five, 5 letter Florida or Alabama. Confidential 


HOE Plate Finishing and Cooling 




















| Rae ROT ai Machine with Hoe Duo Cooled Curved 
words, one e, 30x 5943, Editor & | Publisher. | Box 5970, Editor & Publisher. wal Casting Box and Stereotype Chases. 
oo with bo space and/or type of —— MODEL B. INTERTYPE #25819 “with | Motor equipment alternating current 
pt. caps and over computed on agate Electric Pot, 2 Molds in 4 “Mold Disk,| 220/3/60. Length of sheet cutoff 
— basis of 14 lines per column MECHANICAL EQI . EQUIPMENT | FOR SALE 2 Magazines, pO es. 2.500. | 223 22%”. Box 6011, Editor & Publisher. 
‘ - MODEL 8 LINOTYPE #2 ri : R 
Count four words for box number. Hoe 21 2 U nit, 32 pages, 22% cut-off, ae a Metal Pea: ae | SINGL E WOOD JR. Autoplate with 
© abbreviations. aA evive. SONGn 0 ORPCRD 4 Mold Disk, 3 Magazines, AC Motor| pump. Woot Antehenee. Fe 
? ta » UU. 4 $2.750. | Represe ves, 27% ’ 
ai HE Boise Idah > 7 York 7. N. Y. 

Posta charae a - 8ho; AVAILABLE IMMEDIATELY, both D 

ge ges_incurred for for. YoivE GOT To Use them to KNOW | FIVE DECK GOSS (40 pp.) 2 plates 





° y machines in good condition. Prices 
warding PACKAGES will be added. them—That'’s why those who KNOW | inelnde crating and loading. ALAN| wide with color deck, stereo equip- 
Swear by Editor & Publisher Olassi- 


> DIETCH, 71 Queensboro Rd., Roches- | ment, 23 9/16” cutoff, in storage. East 
fied Ads. ter 9, N. ¥. Phone Culver 2931. St. Louis Press, East St. Louis, Il. 
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HELI 
MECHANICAL EQUIPMENT FOR SALE SERVICES MECHANICAL EQUIPMENT WANTED HELP WANTED—ADVERTISING —— 
PH 
mneeicn ae re Bent - WANTED—— LOCAL ADVERTISING SALESMAN mbiné 
ee es eee USED PONY Auto-Plate for 23 | —Morning, evening and Sunday news. § O° EnG 
light-weight Newspaper Chases. Also| YOUR REAL ESTATE BOARD 9/16” cut off sheet. Must have paper—Capital city of 25,000. Per. engrave: 
Cylinder and Job Presses, Folders and| wiLL BUY THIS CAMPAIGN! vacuum back and be in good condi-| manent position for experienced man and tes 
Paper Cutters. Send for ‘Current List. tion. Also Sta-hi go + gg — ape dl ge B "Se oe Souther: 
7 > Fall uum back. J. Les DuErmit, News| and executive ability ditor } 
a a ae s € Real Estete Boards are bay- | %O==™O, Middistowan, Odie. ere Mig Me Kags Fy ae —— 
: cores of Real Estate ° including availability 
HOE 3 DECK two plate = 24 page| ing the new 13-ad ey meaner Write i L. Rose, News and Tribune, =. 
press, AC drive, casting outfit. campaign included in the June release Jefferson City, Missouri. ) NEW 
HOE 16 page 2 deck two plate wide, | of the Howard Parish Classified Ad- HELP WANTED—ADVERTISING » cles, Be 
AC drive, most all stereotype. vertising Service. ‘‘It meant over| CLASSIFIED ADVERTISING MAN- = ) Bertha_ 
Quarter-page-folder, now available | $1,000 worth of plus business,’’ says | AGER for one of the nation’s fore- HELP WANTED—CIRCULATION _“_— 
with Rotary blade. ‘ one Alan Clark, CAM, Amarillo News-| most —— — me 5 S 
Goss Curved plate router for 23 9/16” | Globe. ‘‘Revenue from this campaign | western paper that enjoys leadership TH coll ; 
length. will pay cost of your Service for 2 or| in circulation and classified advertis- sear a — pee —— 
Pony Autoplates in 2244” and 23 9/16”)| 3 years,’’ states CAM Wayne Moores,| ing and has low classified rates. A cass tae 0 b6 caetnek Gua 
now available. Charlotte Observer. Campaign contains | splendid opportunity offering security, department. Should be willing to work | ATl 
6 ton metal pot, Kemp burners and/ 13 ads in 4-column or 2-column size. | a good pension plan, 3 weeks’ vaca- are foutes Ge well os wah Lidell atta} 
Electric heating elements, autoplate | Write for sample copy_and quotation | tion. The man we are looking for will Merchants. @ive age, emperience, sab Availab 
pump. on return-at-will basis. Howard Parish | be in his mid-thirties. He will have | ~~ > a x “ able mé 
- » , : ary and housing requirements. News “ears @ 
GEORGE C. OXFORD Classified Advertising Service, 8th| had a number of years of classified cuurnal Savteceshere. Seumanies, ye a 
Boise Idaho | Floor, Daily News Tower, Miami 32,| experience and — _seeking - ase ° —_ . 
DOUBLE WOOD JR. Autoplates with | Fla. greater opportunity than his presen ae 3 
position affords. He must have a HELP WANTED—EDITORIAL being |: 
oo See | proved record and the best references | certs 
way, New York 7, N. Y | covering his ability to organize, to in- ily — 
TVE- MECHANICAL EQUIPMENT WANTED | spire, and to develop ideas. Salary EDITOR Box 6 
_— nine iy SALE ‘ - open. Please give complete informa- | a 
WEB PED, 16-PAGE GOSS ROTARY tion. Box 5969, Editor & Publisher. | Ni 
NEWSPAPER PRESS currently pro- ADVERTISING MANAGER small| Old financially secure technical trade Experi 
ducing daily newspaper with 12,000 rf . ae : paper desires editor. Location New aper 
circulation. In excellent operating Louisiana offset daily. ABC circulation | Paper < (Ree Rauta ai pap 
condition. Drive and stereo equipment | HIGHEST PRICES PAID 6,000, city population 15,000. Must | York City. Applicant should indicate 9 and 
included. Available end of year be high-type man with good layout | pg 2 hag < 5992, Editor &P “4 = 
Priced at a bargain. Daily Standard. | for ability. Prefer man in age range, 30- | a rite Box o992, Editor ub- “a 
Freeholder, Cornwall, Ontario | | ° R 35. Permanent position, good salary, Isher, aaa torial | 
; ‘ _ All Surplus Composing Room and good chance for advancement. | REGIONAL EDITOR gotiati 
| Equipment. Send all details to: Rigby Owen, pub- _ 3d weekly newspaver servis cen 
NEWSPRINT FOR SALE | lisher Daily World, Opelousas, La. : i aa — Se — 
CANADIAN Standard Newsprint, rolls, Send full details. ADVERTISING salesman for full time | ggitorial man at New York to work —_— 
sheets. Inquiries invited. Box 5911, angen ert nm Al gg ng —_— up news stories. Daily newspaper ex FP Retain 
Lditor ublisher. pages b 4 4 . perience, college training preferred. ewsD: 
CANADIAN Newsprint, original mill oe a ban = Send comprehensive letter oe ~f ae 
AN: N Nev , Sunday newspapers. iC! ag d salary requirements. rite poe 
shipment, any size rolls, carload lots, | LINOTYPE SUPPLY CO., INC. marital and family status, salary ex- a 6004. Edivor . Publisher. ge 
at ae ore July a al Established Since 1914 pected and ey Compas besin 
and continuous ookings. nquiries | x 5 , Edi 4 is . —s 
invited. Canadian Newsprint Supply | 337 Canal Street, N. Y. C. to Ber. eee z or —— — eash 1 
Co., Alfred Horn, 370 Lexington Ave Canal 6-0916 AGGRESSIVE young man with pleas: | TOP ASSIGNMENT reporter with no | on su 
New York 17, N.Y. Tel.: OR 9. | ant personality to develop classified | jess than five years’ experience on : 
3870 sai Jecciteagtlugscn siesta department. Opportunity for right) portant daily. Must have good ref- 
- ; man. Write in detail giving age,| erences, which will be checked thor- 
STANDARD best quality 33%4”-34” WANTED family status, education, detailed ex-| oughly. Mid-west morning paper, high 
and wider—usual diameter. Bunge 8 page Goss Cox-O-Type Model A| perience, salary requirements. W. J.| Guild scale. Opening in near future. 
Pulp and Paper Co., 45 W. 45 St.,| or E Duplex. Kreger, advertising director, Daily) Box 5956, Editor & Publisher. 
New York 19, Luxemburg 2-4830. 24 page Press, preferably with Stereo- | Dispatch. New Kensington, Pa. 





AVAILABLE up to 1,000 tons stand- 
B. B 


ard newsprint, all sizes. S. eh- 
rens, 115 Onderdonk Ave., Brooklyn, 
N. Y. Phone: Evergreen 6-0505. One 


of ae York’s largest converters of 
newsprint. 








NEWSPAPER PRESS ENGINEERS 
MASON-MOORE-TRACY, In 








Printing Press Engineers 
Machinists and Movers 
Web, Offset, Flat-Bed Experts | 


We will move, erect or repair presses | 
ANYWHERE | 

28 East 4th St.. New York 3, N. Y. | 
Phone: SPring 7-1740 
WALLMAN AND COMPANY 

Printing Machinery 

Bought and Sold 
Erecting and Rebuilding 
975 North Church Street 
Rockford 


MACHINISTS—Dismant ling, moving, 
assembling, entire newspaper plants. 
Repairs, maintenance, service nation- 


LORENZ PRINTERS 
MACHINISTS COMPANY 


3626—31 St., Long Island City 1, N. Y. 
STillwell 6-9098-0099 | 


LOYAL S. DIXON CO. | 


NEWSPAPER PRESS ERECTORS 





E. P. 


IMinois 








Dismantling—Moving—Erecting 
meneeen Conveyor Installations 
rvice Nationwide 
738 N. Victory Blvd., Burbank, calit.| 
| 








SERVICES 


DO YOU WANT MORE BILLING???? | 
Established New York City publishers 
repre sentative offers complete rade | 





service to regional or national trade 
publications. Special edition promo- 
tions considered. Sales and promo- 
tional staff with advertiser and agency | 


contacts ready for immediate sales. 
All replies confidential. MU-2-0814, 
sox 4982, Editor & Publisher. 

74 


| Co., 


| TWENTY 
| TURTLES AND Chases 


} use 


| 21% 


| type and Intertype machines. 


type equipment. 
We need these presses immediately. 
Advise Details 
NORTHERN MACHINE WORKS 
323-29 No. Fourth Street 
Philadelphia 22, Pennsylvania 


EIGHT-UNIT HOE, Goss, or Scott 
press with two color units. If color 
units not available could use six units 
instead. Automatic pasters preferred 
but not essential. Please give detailed 
description, price, etc. Box 5939, Edi- 
tor and Publisher. 














CLASSIFIED MANAGER WANTED— 
for one of large non-metropolitan sin- 
gle newspaper markets on Pacific 
Coast. Excellent community for family 
man interested in schools and recrea- 


tion. Starting wages $85 per week. 
State references. Box 5946, Editor & 
Publisher. 





CLASSIFIED ADVERTISING MAN- 
AGER. Good organiser phone room. 
Strong evening paper midwestern city 
under 75,000. State present salary. 
Box 5957, Editor & Publisher. 














CLINE OR KOHLER reel with Jones 
tension. Dealers’ offers solicited. Cali- 
fornia Rotogravure Co., 2801 E. 11 
St., Los Angeles 23, California. 
WANTED 
COMPLETE 
NEWSPAPER PLANTS 
NEWSPAPER PRESSES 
Flatbed and Rotary 
BEN SHULMAN ASSOCIATES, INC. 
500 Fifth Ave., New York City 
BRyant 9-1132 
| INTERTYPE Model C or B. Immedi- 
|} ate need. Cash deal. Call or wire 


collect: American Printing Machinery 
Inc., 88 Gold St., New York City, 
83. 


REctor 2-22 





WANTED 
USED NEWSPAPER 
suitable for 
with Goss Dek-A-Tube Press. Daily | 
Standard-Freeholder, Cornwall, On- 
tario, 


GOSS Press single width (two pages; 
wide). 13% inch printing diameter, 
inch cut-off or deck for same 
Give full details and prices. Box 1042, | 
Editor & Publisher. 


WANTED—FLATBED AND ROTARY | 
PRESSES. Any make. Mat rollers. All | 
kinds of stereotype equipment. Lino- | 








RICHARDSON-SOVDE CO. INC, 
503—4th Ave. 8. 
Minneapolis, Minn. 


CLASSIFIED Ad Manager. Upstate 
New York Daily with volume over 
million lines. Must be capable of 


handling contract accounts and super- 




















vise department. Prefer ambitious 
second man on larger paper who wants 
to be his own boss. Salary open. 
Send full experience. All replies con- 
fidential. sox 5983, Editor & Pub- 
lisher. 
EXCELLENT position for Classified | 
Advertising Manager of experience 
grouy community newspapers mid- 
western city. Exceptional “ae tunity 
for person with dynamic lities. 
wr Rox 5984, Editor & Publ isher. | 
k EXP ERIENCED young display sales- 
man for three weekly papers. New 
Jersey. Car needed Opp — 
Box 6005, Editor & Publi isher 
OPPORTUNITY for salesmen. Free | 
to travel protected territory—Sell the 
best in advertising. Top commission. 
( ee, m.. all business in your 
‘ritory. rite for sample 
t "AR TON PU BLISHING COMPANY 
131 Fifth Street 
San Antonio, Texas 





WANTED: COMBO AD SALESMAN- 
Layout man for official organ of grow- 


| 


ing organization. Good opportunity | 
for hustler. Send details on age, ex- 
perience, salary wanted, etc. Box 
5991. Editor & Publisher. 





YOUNG MAN for display advertising 
staff of 10,500 ABC daily; 
lege town of 15,000. Layout, copy 
and sales work. Consider either ex- 
perienced man, or will train one with 
proper background 
Guide and Tribune, 


good col- 


and education. 
Fremont, Nebr. 





sound 



































sizes, 
YOUNG REPORTER with some ex- editor 
perience for New Jersey weekly. Car lence. 
needed. Opportunity. Box 6006, Edi- winne 
tor & Publisher. exper 
adver 
Edito 
HELP WANTED— = 
PUBLIC RELATIONS 
WANTED: YOUNG MAN with well — 
rounded city room experience who de- ADV! 
sires change into business world lead- mana 
ing into corporation public relations. famil 
Prefer college educated; must be able and } 
to get along well with people. With petit 
nationally known highly respected child 
concern; position would be mid-Man- able, 
hattan, New York. State full facts out. 
and salary requirements. Box 5927, state 
Editor & Publisher. Publi 
ADV 
HELP WANTED—MECHANICAL | *°. 
ALL ROUND printer and Machinist to mere 
take complete charge of mechanical § Rox 
department 6 day a.m. paper in Penn- —§ — — 
aye inia. State salary desired, give § ACT 
eferences and experience. Box 5988, posit 
Editor & Publisher. Ame 
FLOORMAN—ad setting, page makeup selli 
| on evening daily. Operating know- on ¢ 
ledge desirable. Good scale, profit- per 
sharing, pension, insurance, five-day est 
week. Permanent, pleasant. Write Publ 
Foreman, Transcript, North Adams, CLA 
Mass. anes 
LINOTYPE MACHINIST-OPERATOR Refe 
wanted. Permanent. $83 per week Her: 
and up. Pleasant working conditions. St. 
Housing. Call or wire Leslie Olsen, OLA 
foreman. Oelwein, Iowa, Daily Regis- reco 
ter deve 
STEADY FLOOR and machine jobs pron 
| open on Ohio Daily Newspaper, night year 
work, union. 37% hours, $2.47 hour with 
Sick, accident, hospitalization and pen- Age 
sions. All replies confidential. Write lishe 
Box 5955. Editor & Publisher. ms 
WANTED YOUNG MAN—Web Press- 
man (Union) on afternoon daily near 
New York. Must be able to set rollers, WA 
adjust impression, put on blankets, pens 
draw sheets, do own repairs and act for 
as man in charge in absence of fore- rout 
man. Address Box 5994, Editor & eren 
Publisher. 
EDITOR & PUBLISHER for July 8, 1950 | == 
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HELP WANTED—MECHANICAL 


PHOTOENGRAVING FOREMAN, 
Combination newspaper and commer-| 
cial shop (Union). Must be finished 
engraver with ability to direct men 
and teach apprentices. Old firm in 
Southern city of 75,000. Box 5895, 
Editor & Publisher. __ 





SITUATIONS WANTED— 
CARTOONISTS 


EVERY reader sees your editorial car- 
toons. Look at my samples of last five 
years; make a comparison. Box 5905, 
Editor & Publisher. 


SITUATIONS WANTED—EDITORIAL 











LITERARY AGENCY SERVICE | 
NEWSPAPERMEN’S AGENCY, Arti- 
cles, Books, Fiction, Plays marketed. 
Bertha_Klausner, 130 E. 40 St., N.Y. 


SITUATIONS WANTED— 
ADMINISTRATIVE 


ATTENTION PUBLISHERS! 
Available in four weeks, a highly cap- 
able manager for your newspaper. 20 
years experience in the management of 
all departments. Successful in nego- 
tiating union contracts. Interested in 
being your General, Business, or Ad- 
vertising Manager. Married, with fam- 
ily and active in church affairs. Write 
Box 6007, Editor & Publisher. 











NEWSPAPER EXECUTIVE 
Experience 22 years all phases news- 
paper operation—copy boy to editor | 
and publisher—ready to work hard 
for publisher anywhere. Well ground- 
ed rate structure, cost control, edi- 
torial and business policy, union ne- 
gotiations. Family man, 39. Reason 
available completely satisfactory. Can 
report immediately. Reply Box 5972, 
Editor & Publisher. 

PUBLISHER 
Retain control of your 
newspaper operation (good weekly or 
small daily), and secure the immediate 
services of an experienced manager 
able to handle advertising, editorial, 
business; PLUS nominal ‘‘goodwill’’ 
cash investment. Retire in 2-10 years 
on substantial share 
ings. Best references. 
tor & Publisher. 
REVENUE PRODUCING 
ager, 41, married, desires return 
western field. Builds community good- 
will, cireulation, advertising with 
sound newspaper development. Empha- 
sizes, local, territorial news, forthright 
editorial policy, typographical excel- 
lence; developed Inland Press award 
winner. Member newspaper family: 
experienced in editorial, management, 
advertising, production. Box 6000, 





Box 6002, Edi- 














Editor & Publisher. 

SITUATIONS WANTED— 
ADVERTISING 
ADVERTISING salesman. former 
manager of small daily. Thoroughly 
familiar with local display. classified 
and national in the toughest of com- 
petitive situations. Young. married, 


children: aggressive, well-liked, reli 
able, well-educated; very good on lay- 





of future earn- | 


Editor-Man.- | 
to | 


successful 


| 


| Attention SOUTHWEST. 


} ment. 
| years’ experience. 


ABLE REPORTER, rewrite, desk; 20 
years New York City, rural dailies. 





Accurate, dependable, healthy and so- 
ber. Ready short notice east U. 8S. 
Please state salary. Box 5995, Editor 
& Publisher. 





Experienced 
dairy-state farm-city editor can route 
for job interviews on vacation trip 
soon. Box 5999, Editor & Publisher. 
\VAILABLE—One young newspaper 





man, 3% years experience metropoli- 
tan daily, 2 years ad study. Would 
like to go West. Box 6001, Editor & 
Publisher. 





A-1 EDITOR, SDX. Box 5890, 
Editor & Publisher. 


\AA—Editorial, Feature Writer; ex- 





perienced; age: 26; single; Vet.; 
college grad. Box 5881, Editor & 
Publisher. 





ALL-AROUND EXPERIENCED News- 
man, 32, editorial-award winner, edi- 
tor prize-winning daily. Liberal, ag- 
gressive, $100 per week. Box 5949, 
Editor & Publisher. 

ALL-AROUND NEWSMAN, degree, 
28, Used to pressure; daily—weekly 
experience. Must feed four. SDX. Box 
5975, Editor & Publisher 

ART DIRECTOR-EDITOR, 41, news- 
paper, magazine background, fluent 
writer, seeks trade journal, newspa- 
per post in Eastern Ohio-Western 
Pennsylvania. Box 5961, Editor & 
Publisher. 


ASSISTANT ME, news, large weekly, 
small daily; desk, makeup, administra- 
tive; edit house organ; prefer Eastern 
Pennsylvania, New Jersey; like New 
England; Rockies; now Philadelphia 
rewrite, 26, married, B.A.; Box 5965, 
Editor & Publisher. 


AVAILABLE NOW 
ABLE reporter wants job on daily 
newspaper. Writes readable, accurate 
copy. No clock-watcher. Eager to 
learn. Friendly personality. Cheerful 
disposition. University of Michigan 
graduate. Will go anywhere. Box 
5868, Editor & Publisher. 




















SITUATIONS WANTED—EDITORIAL 


SITUATIONS WANTED—EDITORIAL 





HIGH-PRESSURE, active news-spot 
wanted by American reporter return- 
ing from Europe. Student philosophy, 
psychology, sociology, talent human- 
interest features. Four languages; no 
stenography. Preferably warm cli- 
mate. NO REPLIES unless job offers | 
LONG IRREGULAR HOURS WHERE | 
INTEREST IN WORK MORE HIGH- 
LY VALUED THAN UNION SCHED- 
ULES. Box 5810, Editor & Publisher. 


NOW sports editor morning daily 
(60,000) wants sports staff job larger 
paper. College graduate, young, 5 
years experience. State salary. Box 
5986, Editor & Publisher. 
REPORTER: University 

graduate, young, married, ambitious, 
hard working; now on prize-winning 
daily, looking for advancement; spe- 
cialties, sports, city; references; write | 
Ed. Horst, 90 Forest Street, Rutland, | 
¥e 














of Illinois 


YOU don’t want to waste time read- 
ing superfluous adjectives about myself. 
Will furnish evidence, references upon 
request. Now employed as suburban 
editor, former sports editor. Five 
years on Ohio daily (16,000). De- 
sires position on larger newspaper. 
College graduate, 31, married, vet. 
Box 5996, Editor & Publisher. 

WISCONSIN journalism grad, June, 
1950, would like copy desk job on 
small midwestern daily. Excellent ref- 
erences. Box 5945, Editor & Publisher 
WITH 21 YEARS’ experience ranging 
to managing editor I may have answer 
to your newsroom problem if you are 
looking for maturity, honest editorial 
direction and better public relations. 
Write Box 5987, Editor & Publisher. 


SITUATIONS WANTED— 
MECHANICAL 




















REPORTER-PHOTOGRAPHER, ex-ed-| LINOTYPE Operator—Two thirder- 
itor college daily, seeks hard work] married, age 32. Can maintain ma- 
doing anything or everything on daily,| chine and set approximately 3,000 ems 
west or midwest. Box 5981, Editor| per hour. Box 5997, Editor & Pub- 
& Publisher. lisher. 

5 YEARS news experience; desires} MECHANICAL Superintendent in 
house organ, public relations; Niag-| modern newspaper color or magazine 


ara area. 
lisher. 


REPORTER - FEATURES - EDITOR. 
Journalism grad.; 15 months on daily; 
2 wire service; single; 29; any assign- 
ment. Box 5904, Editor & Publisher. 
REPORTER, three years’ experience 
in local government and general as- 
signments. Some camera experience. 
Available on notice to employer. Box 
5899, Editor & Publisher. 
REPORTORIAL work by man 26, 
married, recent graduate of University 
of Wisconsin with degrees in Jour- 
nalism and International Relations. | 
Inexperienced but well-trained. Write 
James M. Dorian, Box 2000, Univer- 
sity Branch P. O., Madison, Wis. 
REPORTER-FEATURE WRITER — 
Beginner with some experience seeks 


Box 5882, Editor & Pub- 

















start. B.A. Journalism. Good medical 
and social studies background. Box 
5889, Editor & Publisher. 
REPORTER-PHOTOGRAPHER — Ex 
Stars and Stripes with degree Jour- 
nalism, seeking  reportorial - photo- 
graphic job. Preferably small-medium 
sized city daily. Salary less important 
than opportunity. Box 5944, Editor & 
Publisher. 








DESKMAN—wire-copy editor, 30, on 
daily 10M seeks chance for advance- 
Journalism grad., SDX. Five 
Married, top refer- 
Box 5923, Editor & Publisher. 


EXPERIENCED news, telegraph edi- 
tor and general deskman (21 years). 
Understand makeup, other newsroom 
problems. University journalism, effi- 
cient. 45. Box 5990, Editor & Pub- 


ences. 





| lisher 


| and Radio 


out, fair copywriting. Northwest | 
states or west. Box 5989, Editor & 
Publisher 

ADVERTISING Manager, Salesman, 
43, now with small daily, seeks new 


connection. Good sales record, layouts, 





merchandising. Southeast preferred. | 
tox 5952, Editor & Publisher. 

ACTIVE DISPLAY salesman seeks 
position of advancement on lively 


American daily. Now handling—hard- 











| leading 





EXPERIENCED Girl Reporter: 
News, Features. 
California, Plorida. 
& Publisher. 


FORMER Press Agent desires same or 
related field. Will consider newspaper 
to writing-editorial position. 
B.A., Vet and local paper experience. 
Rox 5974, Editor & Publisher. 


GOVERNMENT AND POLITICS. Sea- 


Daily 
Near De- 
Box 5993, 


troit, 
Fditor 














| 
| 
| 


REPORTER—Green, but can ripen 
fast, given the opportunity. B.A. in 
Journalism. Wisconsin honors (’50). 
Male, 22, single. Go anywhere. Write 
Harlan Draeger, 204 W. Third S&t., 
Beaver Dam, Wis. 

SCIENCE WRITER available, 
lance experience, B.S., biology, M.S. 
journalism, capable photographer, 
magazine or metropolitan daily. Box 
5950. Editor & Publisher. 


SPORTSWRITER—college grad—3™% 
years sports publicity director of col- 
lege. Box 5976, Editor & Publisher. 


SPORTS reporter, Canadian, 25. Four 





free- 








years experience desk, beat border 
city daily, radio experience, Oollege, 
single. non-drinker. Will go anywhere 


in United States. 
Publisher. 


STATE EDITOR on 50,000 daily, 27, 


Box 6003, Editor & 











: | native of midwest, veteran. Seeks 
sone eno J *xpe ence t » . . ° . . 

selling, arresting layouts, action copy ret Fp pe ota roa change in midwest. Daily only. Likes 
on Canadian daily. Born in newspa-| tional’ conventions—now employed—| South Dakota. Box 5952, Editor & 
per business. Wide experience. High | seeks state or national political beat | Publisher. 
oe senerenoee. Box 5902, Editor &| on aggressive daily. Family man un-| SUCCESSFUL Weekly Publisher seeks 
thlisher. | der 40. In $7500 bracket and pushing position as columnist, editorial writer 
CLASSIFIED Manager, volume pro-| upward. Box 6009, Editor & Pub-| with daily, trade journal or magazine. 
er r, able leader, intelligent planner. | lisher. Aged 44. lide experience. Box 
Refer George Barthelme, New York | i li 
Herald-Tribene Hal Gans, Pg A pd MALE, ex-Army officer, 30, 6 years’ 5893, Editor & Publisher. 
St.. Jackson Heights, N. Y. college, B.J., M.A., extensive research | TRADE EDITOR (female) 
GLASSIFIED ma r= Fal | U. S. foreign affairs, emphasis Latin | Available September 1. ; 

sAS! E manager ——~ sSuccesst!| America, knows Spanish, 1 year’s ex-| Unusual background in publishing and 
pone gained through organization, | perience managing editor daily, 3.500| advertising. Thoroughly qualified to 
development of ideas, planned selling, circulation; wants journalism job| handle any phase of trade publication 
promotion and staff training. 20| where knowledge U. S. foreign affairs | —editorial, reporting. layout, promo- 
years top flight experience all phases | ocsential. Active, aggressive, tactfnl.| tion, cirenlation, and general detail. 
— small to metropolitan dailies. | wil) go anvwhere. Inquiries promptly | Prefer California, Hawaii or Florida. 
nae 38. Box 5998, Editor & Pub-| -ncwered. Write Box 5958, Editor &| Write: 3920 Boyce Ave. Los An- 
ener. | Publisher. geles 39. 





SITUATIONS WANTED— 
CIRCULATION 


WANT to increase circulation, cut ex- 
pense? 18 years experience, available 
for small daily. Circulation Manager, 
routeman, business office. 
erence. Box 5871, Editor & Publisher. 





Best ref: | good property. 


MATURE NEWSMAN, 25 years varied 
experience, available for  editeris! 
management of small, medium after- 
noon daily, Middle Atlantic States or 
Central Ohio. Should earn minimum of 
$6,500. Will consider investment in 
Write Box 5978. Edi- 
tor & Publisher. 


EDITOR & PUBLISHER for July 8, 1950 





WRITER with unusual knowledge of 
history and current political and eco- 
nomic problems. Provocative, circula- 
tion-building editorials. Equally ex- 
perienced in feature writing. Would 
consider buying interest in weekly or 
amall daily. Box 5934, Editor & Pub- 
lisher. 








piant. 30 years’ experience erecting, 
building, maintaining all printing 
equipment. Executive ability, excellent 
references. Box 5963, Editor & Pub- 
lisher. 

PHOTOENGRAVER, young, married, 
2 years of college, permanent if op- 
portunities right. Prefer southwest, 
three years experience, familiar with 
most departments. Desire change for 
personal reasons. Box 6008, Editor 
& Publisher. 











SITUATIONS WANTED— 
PHOTOGRAPHERS 


PHOTOGRAPHER—Publication; In- 
dustrial; member New York Press 
Photographers Association; National 
Press Photographers Association seek- 
ing full-time employment with outfit 
that can utilize my wide experience 
in color and B. & W. photography. 
Box 5985, Editor & Publisher. 








SITUATIONS WANTED— 
PROMOTION 


PROMOTION MANAGER — top draw 
organization experience as one-masB 
promotion department. Highly crea- 
tive—handling all copy—finished art 
—market data and research all news- 
paper departments. Desires change to 
aggressive metropolitan newspaper of- 
fering good inducement in return for 
hard work. Available July 15. Box 
5929, Editor & Publisher. 








SITUATIONS WANTED— 
PUBLIC RELATIONS 


AUTHOR, EDITOR, newspaper, pub- 
licity man, Williams graduate, seeks 
public relations, magazine connection. 
Many years’ writing, editing experi- 
ence. Box 5968, Editor & Publisher. 
AVAILABLE 1ST SEPTEMBER — 
Capable young newsman seeks public 
relations work. Newspaper, radio ex- 
perience. Also theatrical publicity 
background. BJ., ™ Midwest- 
erner with place to live in New York. 
Top references. Box 5925, Editor & 
Publisher. 











COLLEGE PRESIDENTS—Would you 
like to save on staff salaries? Former 


AP newswoman, radio editor, pub- 
lished author, now teaching, will put 
your public relations on the front 


page; teach one class English or—;and 
give the budget a break in lieu of art 
classes: Address Writer-Teacher, Box 
181, Manning, South Carolina. 





EXPERIENCE? 
sociation; newspapers; radio; direct 
mail. Present ad rut pays $6,760. 
Free Resume. Box 7170, Washington, 
Dr. C 


Trade and Press as- 





GOOD PUBLIC RELATIONS CAN 
MEAN ad revenue for radio and news- 
papers, too! Executive in shirtsleeves, 
28, now available can organize ideat 
into actualities, double as newswriter 
on small city media, 7 years as editor, 


PR consultant, promotion director, 
public speaker. Box 5898, Editor & 
Publisher. 
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Shop Talk at Thirty 


By Robert U. Brown 


“Now Ir is highly possible that 
truckers at some time have written 
similar letters to newspapers about 
railroads.”—Shop Talk, June 10. 

The discussion concerned the 
necessity for editors to check the 
motives of _ letters-to-the-editor 
writers. It was based on discovery 
by the American Trucking Asso- 
ciation that newspapers have 
printed letters attacking the truck- 
ing industry which were written 
by employes of, or people asso- 
ciated with, railroads. 

The above quote was purely an 
attempt to be fair. E & P is not 
concerned with the relative merits 
of the truck-vs-railroad battle. We 
are concerned with the use to 
which the participants are putting 
newspaper letters columns. 

How true that quote was! 

Last September, the public re- 
lations department of the Ameri- 
can Trucking Associations, Inc., in 
Washington produced a_ booklet. 
“Fighting File,” purely for use 
within the industry. According to 
the “how to use” instructions, this 
60-page booklet was designed pri- 
marily for use in answering ad- 
verse charges against the industry 
appearing in letters and for writ- 
ing “constructive letters.” Appar- 
ently, by “letters” is meant mainly 
“letters to the editor.” The in- 
structions state: 

“In other words, you would dic- 
tate an opening paragraph saying 
“I should like to reply to the let- 
ter by Horace J. Nasty which ap- 
peared in the Evening Herald on 
Dec. 30. 

“Then to your secretary; you 
would instruct her to follow 
in with units 5, 7, 8 from Subsidy 
and Unit 2 from Safety, dictate a 
brief closing paragraph and the 
letter is written. 

“Similarly, the various classi- 
fications of subjects may be 
marked up by you in terms of 
unit numbers for compilation of a 
talk or the writing of a construc- 
tive letter on your own initiative, 
or supply newspaper reporters and 


others with facts about the in- 
dustry.” 
As far as we are concerned, 


officials and employes of trucking 
and railroad interests can write all 
the letters they want about each 
other. But we don’t think they 
ought to get into the letters col- 
umns of newspapers. An editor 
may believe that trucks are ruining 
the highways, or truckers don’t 
pay enough to maintain highways, 
or railroad service is terrible, or 
railroads are not progressive 
enough. He has a place to say 
what he thinks in his editorial 
column. 

The editor ought to make an 
honest effort to keep his letters 
column free ofthe axe-grinders 
for railroads and trucks, and sim- 
ilar axe-grinders, just as they keep 
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them free from competitive battles 
between local merchants. 

If letters columns, sometimes 
entitled “Vox Populi,” are not 
truly the voice of the people but 
are open to abuse by agents of 
svecial interests then they are an 


illusion and a fraud upon the 
public. 
* * * 
Now THAT the cold war has 


gotten kind of hot in places, there 
is bound to be a good deal of 
reminiscing about officers and/or 
correspondents by newsmen who 
had experiences, good or bad, with 
either variety in the last scuffle. 

Last week a plea was made by 
the editor of the Springfield (O.) 
Sun to. keep newspapermen home 
to help the managing editor in 
case of war, instead of sending 
them overseas to “quaff beer, play 
poker, and finagle all the best 
merchandise out of the PX’s and 
ship’s stores while the war was 
proceeding elsewhere.” 

Maynard Kniskern, editor of the 
Sun, wrote in his Sunday column 
of the News-Sun that there were 
about 20 times too many corres- 
pondents working the theaters of 


overations during the last war. 
The result was malarkey, he 
wrote. Now, with fighting in 


Korea. he has observed the same 
thing in some of the Far Eastern 


dispatches. 
Mr. Kniskern, a Naval officer 
in World War TI, recognized, 


however, the good work done by 
diligent correspondents in combat 
and headquarters areas. Rut the 
other correspondents would have 
done better to have helped out 
the suffering managing editor at 
home, he said. 

And now that he has brought 
the subject up, what about this 
question of women correspondents 
at the front? We'll admit there 
are lots of good women revorters 
and some good female foreign 
correspondents. But do they be- 
long in the front lines in a shoot- 
ing war? 

* * & 

REMEMBER THE fight Jim 
Schlemmer was having last Win- 
ter with Old Man Nicotine? (E & 
P, Feb. 18, pg. 37.) 

Remember how the veteran 
svorts editor of the Akron Beacon 
Journal had to give up smoking 
after a round in the hospital? And 
how, on the way out to the Rose 
Bowl game and in Los Angeles, 
he would sit at his typewriter, 
staring the keys off the mill try- 
ing to write? 

And nothing would seem to 
come? His mind a blank? He'd 
chew and chew gum trying to find 
the combination? 

Well, Schlemmer still is fighting 
away. He hasn’t smoked but he 
isn’t any happier and he says it 
still is a battle to write. 





E & P CALENDAR 


July 14-15—South Carolina 
Press Association, midsummer 
meeting, Grove Park Inn, Ashe- 
ville, N. C. 

July 14-15— Western Con- 
ference, Institute of Newspa- 
per Controllers and Finance 
Officers, Clift Hotel, San Fran- 
cisco. 

July 17 — PNPA, regional 
meeting daily newspapers, 
Penn Harris Hotel, Harrisburg. 

July 17 — PNPA, executive 
committee meeting, Governors 
Room, Penn Harris Hotel, 
Harrisburg. 

July 17-19—American Mar- 
keting Association, national 
convention, San Francisco. 

July 20-22 — Virginia Press 
Assn., 68th annual meeting, 
Hotel Roanoke, Roanoke, Va. 





For years Schelmmer never sat 
down to his typewrite without a 
cigar in his mouth, a pipe or a 
couple packs of cigarets on the 
desk. 

After Eprror & PUBLISHER car- 
ried Schlemmer’s story last Jan- 
uary, the reaction was unique, ac- 
cording to Jim. 

At first there were a lot of 
letters and some telegrams ribbing 
him. Then, a few weeks later, 
came an avalanche of mail, all 
with tips from other newspaper- 
men on how to get along without 
the weed — personal experience 
stuff. 


There was a lull. Then some 
other magazine picked up _ the 
E & P piece and soon the mail 
began to come in again—from all 
over the United States and Mexico. 

The latest batch has been 
mostly religious, says Schlemmer. 
In the letters are various pamph- 
lets and tracts, many of them de- 
tailing the spiritual advantages of 
giving up smoking. 

This giving up the weed is be- 
coming fair game for columnists. 
Mavbe we started something. A 
week ago “Topics of The Times” 
in the New York Times devoted 
a full column to the subject dis- 
cussing the various “types” who 
give up smoking. 

Being one who is himself a two- 
week member of the abstainers 
club, we liked best this line: 
“There is the man who puts away 
his tobacco periodically merely to 
prove to himself that he can live 
without it and who after a week 
or two—during which he keeps his 
friends fully informed concerning 
his strength of character, for the 
smoker who assumes the mantle 


of virtue is nothing if not 
vocal. ... 
He can say that again. 


Close for Anaheim 


SAN FRANCISCO — Appointment 
of Geo. D. Close, Inc., as adver- 
tising representative is announced 
by the Anaheim (Calif.) Gazette, 
80-year-old weekly which entered 
the daily field May 8. 
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Celler Invites 
Publishers’ 
Testimony 


WASHINGTON—House committe 
investigation of anti-trust element 
in the production and distributioy 
of newsprint is in recess Uunti 
July 10, with an invitation el 
tended to newspaper publisher, 
meanwhile, to help throw light on 
the issue. 

After two weeks of public hear. 
ings, Rep. Emanuel Celler, Ney 
York Democrat, is convinced ther 
is little, if any, competition in the 
print paper industry. But he be 
lieves the publishers—customen 
of the mills—must supply the ev- 
dence to clinch the argument he 
made at the outset of the prob 
and reiterated after its first stage 
had been passed. 

The committee chairman ap 
peared disappointed at the re 
sponse from publishers. Several 
witnesses have testified supply is 
falling behind needs and tha 
prices are unduly high, but ther 
appeared to be unwillingness to 
give categorical support to Cel 
ler’s contention that the Domin 
ion producers, in concert with the 
Canadian government, are slow 
ing down output to maintain high 
price levels. 

Major soiutions recommended 
were encouragement of new mill 
operations in Alaska and in sec- 
tions of the United States where 
suitable timber is available, and 
reinstatement of a tariff on paper 
imports which was abandoned al 
most 40 years ago. The commit 
tee chairman, supported by other 
members of Congress, contended 
the free entry of newsprint under: 
the 1913 Tariff Act involved a 
tacit agreement that a continuous 
supply at reasonable price would 
be assured. 

Producers. consumers and eco- 
nomists in the field of newsprint 
production testified in the two 
weeks of examination. The) 
agreed the United States is almost 
wholly dependent upon Canadian 
production but also established 
that substantial ownership of the 
mills is in the hands of citizens 
of the United States. 

Talk of cartels, dividing the 
world market between Canada and 
Finland, also went into the record 
in the testimony of David Erroll, 
former employe of the Finnish 
newsprint combine. 

Chairman Celler indorsed the 
program of domestic production 
realized in the creation of the 
Coosa River Newsprint operation 
in Alabama and expressed hope 
that similar projects would come 
into existence elsewhere. Arthur 
G. Wakeman, executive of the 
Coosa River Company, predicted 
that the plant, now in operation) 
for four years, producing 100,000 
tons selling at $104 a ton, eventu- 
ally will set a low-cost standard 
for the industry. 
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Roland Weiss, Foreman: Harley Maxwell, Operator: Don Boatman, Head Machinist: 


yaper “Our deadline headaches are over now, “No trick at all, Roland. With the 33's “No trouble is right, Harley. This new 

d al- boys. With this new Model 33 Linotype, One-Turn Shift, I pick my magazine in a Linotype has certainly not taken much of 

amit: we're even taking Thursday’s heavy gro- second, and keyboard text or display —fast. my time. Its easy-to-get-at parts —like the 

other cery advertising in stride. Sometimes I No counting quads, either—I just flip the Swinging Keyboard—make a big differ- 

nded wonder how you do it, Harley? Self-Quadder handle. No trouble at all? ence during the little time I do spend on it” 

inder 

od a 

UOUS 

ould ... and William D. McNaughton, Assistant Publisher, 

oi Pekin Daily Times, Pekin, Illinois adds: 

print 

Me “Since we installed the Model 33 Linotype in March, 1949, we've 

most stepped up our production a lot. Just look at the record: During the 

adian ; > ne ee 

‘shed week of May 3rd, 1948, before we bought the 33, we published 78 

the pages; during the week of May 3rd, 1950, we published 96 pages! 

izens " a . ae = ‘ — 

For one thing, we cut hand composition of display about 80%. 

the 

1 and 

cord it primarily to set advertising display and text—8 point to 36 point— 

rroll, fj ; . 

nnish 


For another, we gota big plus in versatility with the Model 33. We use 


and it does both with equal speed. But when we need it, we can also 


use it to set news heads and body matter. The 33 has got us in under 
the ° . 7 ” 
Po deadline many a time when volume was heavy! 
the Talk over with us what the new Linotype can do to improve 


ation ; ao ‘ : 
hope the job, and finish it in less time. Mergenthaler Linotype Company, 


a : 29 Ryerson Street, Brooklyn 5, New York. 
the 
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Caslon Old Face, Caledonia Bold and Caledonia 








1950 Printed in U. 3. A. 
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... families are moving into Number of families more than double 
Albuquerque, a growing, modern since 1940. . . 39,000 in all. And an 
metropolis of opportunity! The pop- average of 1.4 persons in each fa 
ulation has risen 116% in 10 years is employed—appreciably higher 

to an estimated 145,000! than the 1.3 average for other cities, 


Wealthy Albuquerque is a mest on all general 

advertising lists of major 100,000-and-up markets! 
Retail advertising in Albuquerque has grown with the 
population, but general advertising lags far behind. 


Alert advertisers will grab the chance to establish thei 


products in this wealthy, growing city. Yes, more a 
more new families are moving in, and one low rate reac 
them through the Tribune and Journal! 


PVR Tele leia cel bl aa 
Tribune and Journal 


e+ COVER 96% OF THIS RICH, NEW 100,000-AND-UP MARKET... AT ONLY 22¢ A LINE! 


Represented by the General Advertising D2partment of Scripps-Howard 
Newspapers and Reynolds-Fitzgerald. Offices in all principal cities. 


SCRIPPS - eUwane NEWSPAPERS 


NEW YORK . . . World-Telegram 
ond The Sun 


CLEVELAND 
PITTSBURGH 
SAN FRANCISCO Covington edition, Cincinnati Post 


General Advertising Department, 230 Park Avenue, New York City 





KNOXVILLE . . . . News-Sentinel! 
DENVER Rocky Min. News 

Press-Scimitor 
MEMPHIS . . . Commercic! Appeal 
WASHINGTON 


Chicage San Francisco Detroit Cincinnati Philadelphia Fort Worth 














